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Exec utive Summary 

Introduc tion 

This report doc uments the find ings of a  study to develop  the d istinc tiveness of Thame 
and  to agree a  unique selling  point for the town. The work, whic h had been 
c ommissioned  by South Oxfordshire Distric t Counc il (SODC) in June 2009, forms pa rt 
of a  wider p rojec t looking  a t the three towns of Henley, Thame and  Wa lling ford  using 
a  c ommon approac h.  The requirement for this p rojec t was identified  in the p revious 
South Oxfordshire’ s Market Towns Stra tegy for 2007-11 whic h ind ic a ted  a  need  ‘ to 
introduc e measures whic h improve the ec onomic  vita lity and viab ility of South 
Oxfordshire’ s market town c entres and  whic h will enc ourage more visits to be made 
to the towns b y both loc a l residents and  visitors from a  wider a rea.”   In add ition, the 
Oxfordshire Ec onomic  Development Stra tegy highlights a  number of generic  threa ts 
tha t market town’s fac e whic h inc lude loss of independent shops, the c onflic t 
between the historic  market town c ontext and  the needs of modern businesses, the 
impac t of reta il leakage, and  tra ffic  c ongestion.  SODC required  tha t this work 
should  inform and support the work of the c ounc il towards thriving  market towns.  
Therefore its a ims a re to: 

·  Highlight the unique c harac teristic s of eac h town and how these c ould  be 
used  to develop  eac h of their unique selling  points through a  marketing 
stra tegy and  other mec hanisms; 

·  Sec ure agreement on the best way to p romote the town’s d istinc tiveness; 

·  Build  the c apac ity of eac h town to deliver its vision; and  

·  Enc ourage entrep reneurship  to sec ure the long-term susta inab ility of the 
p rojec t ra ther than rely on grants. 

In c ompiling  this study for Thame, we have worked  with 21st Century Thame 
Partnership , Thame First, rep resenta tives of the Town Counc il, loc a l businesses and 
other Thame stakeholders. 

Methodology 

Our approac h to meeting  the ob jec tives of this study was based  on a  hybrid  
methodology, c ombining  aspec ts of our well-estab lished Reta il Distinc tiveness and 
Market Town Welc ome models. 

These la tter models p rovide a  means of looking  a t the offer ava ilab le to residents 
and  visitors in eac h town and  the a ttitude of reta il and  hosp ita lity businesses towards 
their c urrent c lientele. Henc e, a lthough foc using  on reta il and tourism, the models 
use these sec tors as an entry point for a  more holistic  app ra isa l of how benefic ia ry 
towns work in their regiona l and  sub-regiona l c ontexts. 

The approac h taken was as follows: 

·  Stage 1- Agreement of Aims, Ob jec tives and  Approac h to the Work (c lient 
inc ep tion) 

·  Stage 2 - The Baseline Position for Thame 
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·  Stage 3 – Distinc tiveness Survey 

·  Stage 4 - Workshops and  Community Engagement 

·  Stage 5 – Ana lysis and  Reporting  
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Baseline Summary 

The Loc kwood report noted  tha t Thame had  above average p ressures on its reta il 
offer, with High Wyc ombe posing  a  key threa t, a lthough Aylesbury is a lso in its 
c a tc hment. The Reta il and Leisure Needs Assessment reported  tha t Thame was 
performing well in reta il terms, desp ite inc reasing  c ompetitive pressures. However, 
the need  to d iversify the town’s c omparison offer was highlighted  as a  means of 
ma inta ining  market sha re. An ac ute shortage of potentia l reta il sites in the town 
c ould  hamper suc h development.  A key site in the town is the SODC owned  c a ttle 
market, whic h c ould  p rovide spac e for la rger reta il units and  a  spec ia list food  and 
d rink quarter. Development op tions for this a re c urrently being  c onsidered . 

The town has some d iverse arc hitec tura l styles, inc lud ing some notab le gothic  
build ings and  may offer potentia l for tours. 

The Thame Market Town Ac tion Plan lists a  number of ac tions in the following areas: 

·  Fac ilities for young peop le /  c a ttle market reloc a tion /  c ommunity c entre 

·  Marketing  Thame 

·  Cyc ling  

·  Pa rking  

·  Town square 

·  Town c entre ac tivities to a ttrac t shoppers 

·  Evening ac tivities 

Retail Distinc tiveness Overview 

The Reta il Distinc tiveness™ survey c a rried  out in Thame, as pa rt of the p rimary da ta  
ga thering , is based  on a  c ustomised  version of the Reta il Distinc tiveness model 
developed  for ONE NorthEast by Miller Researc h, whic h has been run in eighteen 
towns ac ross the UK.  It was inc luded  in our approac h as it helps to p rovide a  holistic  
look a t a  g iven town and  its reta il, hosp ita lity and  physic a l /  heritage assets.  The 
orig ina l ra tiona le for the Distinc tiveness model was to c ounter the “ c loning”  of town 
c entres and to a id  thinking  in c rea ting and p reserving  vib rant sma ll c ommunities – 
espec ia lly rura l market towns.  

In response to our key find ings in ONE NorthEast’ s Reta il Distinc tiveness report of July 
2006, we c onc luded  tha t in order to ac hieve reta il d istinc tiveness in market towns, it 
was important to ac hieve the right ba lanc e in rela tion to range and  c hoic e for both 
loc a l peop le and  visitors.  The existenc e of na tiona l reta ilers in market towns was 
therefore not identified  as a  threa t but an opportunity if the right sc a le and  level of 
c omplementa rities a re ac hieved .  In this p rojec t the genera l hea lth of Thame’s reta il 
offer and  its vita lity and  viab ility has been assessed , so tha t we c an understand  its 
genera l c ond ition, before measuring  its d istinc tiveness in terms of the mix of 
independent shops, food  and  d rink, markets and  other a ttrac tors. 
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Vita lity and  viab ility has been b riefly surveyed , to p rovide c ontext for the work. As 
noted  above, the vita lity and  viab ility elements of the Reta il Distinc tiveness model 
inc lude fac tors suc h as: 

·  Customer Sa tisfac tion levels; 

·  Ac c essib ility;  

·  Footfa ll;  

·  Investment; 

·  Confidenc e or Reta il Performanc e; 

·  Reta iler Representa tion; 

·  Reta il Diversity; and  

·  Vac anc y Ra tes. 

The reta il d istinc tiveness survey foc uses on a  number of a reas: 

·  The independent reta il offer; 

·  Food  and  d rink; 

·  Customer c a re; 

·  The town c ontext; 

·  Townsc ape; 

·  Streetsc ape; and  

·  Street elements and  furniture. 

Overa ll, for a  town of its size, Thame is rela tively vib rant but c ould  ac c ommoda te 
some missing  shops and  servic es.  Its c ompac tness, ava ilab ility of pa rking , and  ease 
of getting around a re key selling points with its physic a l environment p rojec ting a  
rura l c harac ter a t times.  Its market town c harac ter underp ins its uniqueness, a long 
with its markets and village a tmosphere.  There a re strong independent reta il c lusters 
whic h c an ac t as anc hors for build ing the town as a  reta il destina tion inc lud ing 
lad ies fashion, hea lth and  beauty, home and  g ifts, jewellery and  loc a l p roduc e. 

Workshop Outputs 

Three workshops were held  for the Thame group . 

·  Workshop 1 on the 14th Oc tober 2009 c overed  a  number of ac tivities: 

-  Fac t-find ing  trip  to Woodstoc k for 25 loc a l Thame rep resenta tives; 

-  A visitor journey to Thame to understand  how visitors perc eive the 
town c entre through a  number of visitor segments; 

-  Sharing  of reta il d istinc tiveness find ings; 

-  Shap ing areas of ac tion and  review p revious market town ideas. 

·  Workshop 2 on the 11th November 2009 provided the opportunity for over 30 
Thame rep resenta tives to listen to the interim find ings of the overarc hing  
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study, a llowing some time to network with partners in Henley and Wa lling ford .  
The workshop  a lso introduc ed  Miller Researc h’s marketing assoc ia te Steve 
Capell who led  a  marketing workshop  whic h led  to Thame develop ing  a  
“ mood  board”  and  development of a  c rea tive b rief. 

·  Workshop 3 on the 24th November 2009 was the fina l loc a l session, where 
Steve Capell p resented  a  range of b rand  op tions for Thame and  Miller 
Researc h p resented its emerging  delivery p lan.   Feedbac k was rec eived  on 
the b rand  op tions with over 30 peop le prioritising  ideas and  c hec king  if they 
would  have a  meaningful impac t for the town c entre. 

Best Prac tic e Trip  

As pa rt of the first forma l workshop  session, loc a l pa rtners took a  visitor journey to 
nearby Woodstoc k to understand  how the business c ommunity was c rea ting  a  
d istinc tive destina tion.  Whilst it was ac knowledged  by the c oac h party tha t 
Woodstoc k has a  d ifferent role and  func tion to Thame, some key lessons were lea rnt:  

·  Destina tion p lac e – underp inned  by Blenheim Pa lac e; 

·  Oxfordshire Museum is a  c entra l a ttrac tion and  fac ility within the main street – 
museum, c a fé, TIC, sc ulp ture garden – provides a  number of func tions – 
educ a tiona l, relaxa tion, food  and  d rink, tourist information; 

·  Town Ha ll – makes good  use of immed ia te spac e – pub lic  rea lm, sea ting , 
p lanting , foc a l spac e; 

·  Conta ined  and  c ompac t – ease of naviga tion in terms of shop  frontages, 
c olours, style, footways, simp le landsc ap ing; 

·  Diverse food  and  d rink offer in terms of c offee houses, pub  food , hotels and  
within museum – wide appea l; 

·  Simple and  leg ib le pedestrian signposting ; 

·  Pavements well managed  in terms of A Boards, tab les and  seats, genera l 
c leanliness; and  

·  Ma ture trees frame the streets and  add  to the c ha rac ter. 

Choosing  Market Segments 

The group  was p resented  with a  series of market segments based on the ArkLeisure 
model. By reviewing these, the group  dec ided  whic h segments were most 
appropria te as ta rgets for Thame. It is important not to overlook the importanc e of 
loc a l residents, even though loc a l residents a re essentia lly one of the eight market 
segments when they c hoose to visit their town for any reason other than to fulfil their 
autonomous c onsumption of goods and  servic es.  For this reason and  for the 
purpose of the visitor journey, an add itiona l market segment - the ‘ loc a l residents’  - 
was developed  to ac c ompany the top  three c hosen a t the first workshop . The 
c hosen segments were: 

·  Trad itiona ls; 

·  Func tiona ls; 
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·  Cosmopolitans; and  

·  Loc a l Residents 

 

The Visitor Journey 

In order to see Thame ob jec tively, workshop pa rtic ipants were enc ouraged  to see 
their town as a  first time visitor might.  The stakeholder g roup  was therefore, sp lit into 
four g roups and  eac h was c harged  with the task of assuming the identity of a  
pa rtic ula r segment.  Eac h group  was then asked  to identify the expec ta tions of their 
market segment, upon a  visit to Thame.  Persona lities and a  b rief for eac h of the 
market segments were developed  to make them more easily identifiab le.  In 
summary, a ll four market segments were d isappointed  with some aspec t of their visit 
to Thame.  The most positive trip  was noted  by the loc a l residents who 
ac knowledged  the good  g ift shops and  other nic he shops suc h as fashion, books 
and  butc hers.  Their trip  was only let down by the lac k of c olour in the town and  the 
lac k of p lac es to sec ure their b ikes or wha t routes to take them on.  The 
Cosmopolitans and  Func tiona ls noted  the town’s ‘ sc ruffy appearanc e’  and  poor 
shop  frontages.  These segments, as well as the Trad itiona ls were d isappointed  with 
the overa ll qua lity of d ining  a lthough there were some exc ep tions. All three 
segments a lso pointed  out the tra ffic  noise and  poor naviga tion /  signage around 
the town.  

 

Brand ing 

Develop ing  a  destina tion and  p romoting  its ind ividua l c ha rms inva riab ly involves 
c hange and  in partic ula r, c hange in peop le’s perc ep tions.  A well informed  town 
b rand  c an be an effec tive c a ta lyst for ac hieving widespread buy-in to a  town’s 
ambition to ac hieve its a ltered  sta te.  Whether the town p lans to undergo immense 
physic a l c hanges or if it simp ly requires a  c hange in the a ttitudes of the peop le who 
live and  visit the town, a  b rand  c an provide the impetus.   

Through the series of engagement workshops as pa rt of this study, Steve Capell from 
Capell Crea tive exp lored  the sub tleties of market town brand ing with the Thame 
stakeholder g roup . 

The stakeholder g roups were p resented with a  number of well known b rands from 
ac ross the UK and  asked  to c ritique them aga inst a  number of c riteria .  This exerc ise 
intended  to make the aud ienc e behave and  think like marketing  managers to 
p repare them for their task of c rea ting  a  marketing  b rief for their town.  They were 
asked to c rea te a  ‘mood  board ’  whic h defined the persona lity of their town.  They 
were to identify c olours, photos, images, words and  fonts – write messages, 
head lines, slogans and words to c ap ture the town’s persona lity.  This information was 
developed  by Steve Capell to form initia l b rand ing c onc ep ts based  a round 
separa te marketing  messages.  They a re: 

·  Thame4Me; 



 

12 

·  Thame - Market Town Charm; and  

·  Aim for Thame. 

Ac tion Plans & Delivery 

The Stra tegy 

The stra tegy for Thame is intended  to steer the long term d irec tion of the town.  It is 
the c ulmina tion of the evidenc e base p resented  in this report and  sets out the sc ope 
of Thame in ac hieving  advantage over its c ompetitors by utilising  and  influenc ing  
the resourc es and  c ompetenc ies a t its d isposa l.  The stra tegy for Thame is set out as 
follows: 

·  Vision – The desired  future sta te /  asp ira tion of the organisa tion 

·  Aim – The overa rc hing  purpose of the stra tegy 

·  Strategy -  The long term d irec tiona l p lan tha t utilised  the towns assets /  
resourc es to develop  c ompetitive advantage 

In c ompiling  the stra tegy for develop ing  d istinc tiveness, we should  c onsider the key 
assets of the town.  These were agreed  to be: 

·  Its market town c harac ter and  stra tegic  loc a tion; 

·  A rea l and  approac hab le experienc e tha t has a  village a tmosphere; and  

·  A c ompac t town c entre tha t is a  good  base for the Chilterns. 

 

Our suggested  stra tegy for ac hieving  the vision was summarised  as to: 

·  Crea te a  town and  c ountry experienc e to inc rease exp lora tion, dwell times 
and  visitor spend .  

·  Promote the town as a  p lac e to relax, exp lore and  indulge through strong 
positioning  of the town’s b rand  and  rura l market town offer.  

·  Build  on the c urrent independent offer to meet and  exc eed  expec ta tions  

 

Ob jec tives 

This led  d irec tly into a  set of themed  ob jec tives to underp in priority 
rec ommenda tions for ac tion, as follows:  

·  Inc reasing  qua lity and  spend  in reta il, tourism and  hosp ita lity 

·  Coord ina ting  and  develop ing  loc a l a rts, c ulture and  events 

·  Investing  in the qua lity of the town c entre environment  

·  Inc reasing  awareness of Thame as a  rea l market town destina tion 

Ac tions 

Inc reasing quality and spend in reta il, tourism and hospita lity 
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R1 – Thame First Development 

R2 – Shop Front Improvements 

R3 – Build  on Thame Food Festiva l 

R4 – Provision for Market Enhancements 

 
Coordinating and developing loc al arts, c ulture and events 

A1– Develop Annual Programme 

A2 – Feasib ility Study into Community Build ing 

A3 – Town Centre Events Spac e Strategy and Plan 

 

 

Investing in the town centre environment and susta inable ways of travel  

IF1 – Better Cyc ling Fac ilities 

IF2 – Develop Local Trails 

IF3 – Traffic  Management 

 

Inc reasing awareness of Thame as a destination 

M1 – To develop a marketing strategy 

M2 – To provide an Online Eating & Shopping Guide 

M3 – To provide a Welc ome Pac k 

M4  – Undertake a PR campaign to promote the brand 

The ac tions listed  above were ana lysed  in terms of their deliverab ility and  the likely 
impac t on ac hieving the town’s vision and deta iled  desc rip tions of eac h formula ted 
the ac tion p lan. 

Delivery Mec hanism 

The delivery mec hanism is an essentia l pa rt of ensuring  the suc c essful delivery of the 
ac tion p lan.  It is essentia l tha t the delivery pa rtnership  itself is adequa tely equipped  
with the nec essary skills needed  to deliver the rec ommenda tions set out in this p lan. 
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1. Introduc tion 

This report doc uments the find ings of a  study to develop  the d istinc tiveness of Thame 
and  to agree a  unique selling  point for the town. The work, whic h had been 
c ommissioned  by South Oxfordshire Distric t Counc il (SODC) in June 2009, forms pa rt 
of a  wider p rojec t looking  a t the three towns of Henley, Thame and  Wa lling ford  using 
a  c ommon approac h. The orig ina l b rief for the study brief outlined  how the 
requirement for an ac tion p lan for the three towns arose from South Oxfordshire’ s 
Market Towns Stra tegy for 2007-11. This stra tegy adop ted  as its vision: 

“ To introduc e measures whic h improve the ec onomic  vita lity and  viab ility of South 
Oxfordshire’ s market town c entres and  whic h will enc ourage more visits to be made 
to the towns by both loc a l residents and  visitors from a  wider a rea.”  

The stra tegy rec ognised  the threa t to market towns from a  dec line in d istinc tiveness, 
inc reasing  tra ffic  c ongestion and  assoc ia ted  parking  p rob lems and  a  rela tively 
limited  range of shops. It ec hoed  the point made in the wider Oxfordshire Ec onomic  
Development Stra tegy tha t market towns fac e a  set of more generic  threa ts, suc h 
as: 

·  Loss of independent shops – with subsequent impac t on towns’  c apac ity to 
defend  their d istinc tiveness, through dec lining  membership  of Chambers of 
Commerc e and  simila r g roups; 

·  Conflic t between the historic  market town c ontext and  the needs of modern 
business and  reta il p rac tic es; 

·  Impac t of supermarkets and  reta il leakage to other ma jor c entres; and  

·  Tra ffic  c ongestion. 

All three towns had p reviously c omp leted  Market Town hea lth c hec ks, whic h 
resulted  in ac tion p lans being  developed . These foc used  on events and  other 
means of p romoting town c entres to a ttrac t more visitors. However, it was 
rec ognised  in the Market Towns Stra tegy tha t the built environment of the town 
c entres a lso needed  to be upgraded  to stem further dec line. Three key strands were 
identified , rela ting  to: 

·  Competitiveness, making the towns more welc oming destina tions for loc a ls 
and  visitors a like; 

·  Qua lity, rec ognising  the importanc e of p rovid ing  an offer whic h will d raw 
peop le into town; and  

·  Consumer Friend liness, as a  c ritic a l element of c ontinued ec onomic  
wellbeing . 

There are some generic  ac tions supported  by SODC whic h app ly to a ll three market 
towns, inc lud ing  measures to p romote inc reased  reta il spac e, development of a  
vac ant p roperty reg ister, enc ourag ing  information sha ring  and  develop ing 
susta inab le pa rtnerships to deliver ac tion in town c entres. 
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In c ompiling our p roposa l for this p iec e of work, we rec ognised  tha t eac h of the 
three towns enjoys a  d ifferent set of c irc umstanc es and  c harac teristic s. Henc e we 
were c areful to suggest tha t eac h required  a  ta ilored  approac h to the work, to 
ensure tha t p revious efforts were not dup lic a ted  and tha t maximum emphasis was 
p lac ed  on ac hieving  a  c lea r vision of where eac h town wants to go and how they 
a re to get there. SODC required  tha t this work should  inform and  support the work of 
the c ounc il towards thriving  market towns.  Its a ims are to: 

·  Highlight the unique c harac teristic s of eac h town and how these c ould  be 
used  to develop  eac h of their unique selling  points through a  marketing 
stra tegy and  other mec hanisms; 

·  Sec ure agreement on the best way to p romote the town’s d istinc tiveness; 

·  Build  the c apac ity of eac h town to deliver its vision; and  

·  Enc ourage entrep reneurship  to sec ure the long-term susta inab ility of the 
p rojec t ra ther than rely on grants. 

In c ompiling  this study for Thame, we have worked  with 21st Century Thame 
Partnership , Thame First, rep resenta tives of the Town Counc il, loc a l businesses and 
other Thame stakeholders. The subsequent sec tions of this report lay out the baseline 
position, our assessment of the fac tors a ffec ting  d istinc tiveness, and  reports of a  
series of workshops to build  loc a l c onsensus, develop  a  c ommon vision and  devise 
p rac tic a l ac tions to fulfil this vision. The report is intended  to be a  working  doc ument 
and  it is hoped  tha t its subsequent adop tion will p rovide a  starting  point for loc a l 
delivery and  ac tion to c rea te a  more suc c essful market town. 

 

1.1. Methodology 

Our approac h to meeting  the ob jec tives of this study was based  on a  hybrid  
methodology, c ombining  aspec ts of our well-estab lished Reta il Distinc tiveness and 
Market Town Welc ome models. 

These la tter models p rovide a  means of looking  a t the offer ava ilab le to residents 
and  visitors in eac h town and  the a ttitude of reta il and  hosp ita lity businesses towards 
their c urrent c lientele. Henc e, a lthough foc using  on reta il and tourism, the models 
use these sec tors as an entry point for a  more holistic  app ra isa l of how benefic ia ry 
towns work in their regiona l and  sub-regiona l c ontexts. 

In p revious work, our researc h has demonstra ted  d ifferent issues in every town, but 
with c ommon themes of c lose relevanc e to the development of Market Towns both 
as viab le p lac es to live and  as a ttrac tive destina tions for visitors. Generic  issues 
inc lude, for examp le: 

·  Va riab le c ustomer servic e with little added  va lue; 

·  Poor evening-time offer and  many shops /  c a fes not open on Sundays /  Bank 
Holidays; 

·  Lac k of investment in pub lic  houses by remote land lords – espec ia lly some 
pub  c ha ins;  
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·  Lac k of c hoic e and d ifferentia tion amongst pub lic  houses – with a  strong 
emphasis on weekend “ vertic a l d rinking”  market; 

·  Lac k of high qua lity ac c ommoda tion for visitors and  business tourists; 

·  Predominanc e of short b reak and  day tourism; 

·  Lac k of a  loc a l food  c ulture and  few opportunities to showc ase loc a l and 
d istinc t p roduc e; and  

·  Diffic ulties with parking, signage and  orienta tion. 

The approac h taken as pa rt of this work is set out in more deta il below. 

 

 

Stage 1- Agreement of Aims, Objec tives and Approac h to the Work 
(c lient inc eption) 

An initia l meeting  with SODC c onfirmed  the a ims of the study and  highlighted  some 
loc a l issues of relevanc e to the work. At this meeting  it was agreed  tha t a lthough 
Thame is a  prosperous, rela tively suc c essful town in many ways, with a  high level of 
rec ognition and  exc ellent na tura l setting , it suffers from a  number of key issues, 
inc lud ing : 

·  Reta il leakage to la rger neighbouring  towns; 

·  Signific ant tra ffic  and  pa rking  d iffic ulties; and  

·  Rela tively low c ap ture of spend  from the many visitors who c ome to the town. 

 

Henc e it was agreed  tha t our study should  foc us on three key a reas of a ttention, 
within an overa ll c ontext of build ing  susta inab ility1 for the town and  its hinterland  
(see Figure 1): 

·  Build ing  the visitor ec onomy, to inc rease footfa ll and  maximise the reta ined 
spend  from those a lready using  the town; 

·  Managing reta il leakage, through improving the independent and  mid-tier 
na tiona l reta il offer to reta in more loc a l spend  and  to inc rease the p ropensity 
of those living  on the margins of the c urrent c a tc hment to use Thame as their 
c hoic e of shopp ing destina tion; and  

·  Ma inta ining  and  develop ing  the c ha rac ter, c ulture and  c ommunity of 
Thame, to ensure tha t any c hange does nothing  to c ompromise the exc ellent 
na tura l, built and  historic  assets of the town. 

 

The foc us on visitors is not limited  to trad itiona l c onc ep ts of tourism, but ra ther it 
rec ognises tha t anyone who lives or works outside the town itself is in effec t a  visitor. 

                                                 

1 Susta inab ility here inc ludes a ll aspec ts of peop le, p lac e and  p lanet. 



Thame Distinc tiveness Study    Feb  2010 

17   

The a ttrac tion of visitors c an p rovide a  suffic ient boost to the reta il and  hosp ita lity 
sec tor to both stem the tide of reta il leakage and  to provide c ritic a l mass to 
ma inta in the viab ility of otherwise marg ina l businesses – both independent and 
na tiona lly owned . 

 

As will be shown in the sec tion on d istinc tiveness, visitors to market towns a re 
espec ia lly a ttrac ted  by independent shops and  by loc a l food  and  d rink, as well as 
the soc ia l and  environmenta l fac tors tha t go to c omprise a  market town. These 
fac tors a re a lso genera lly highly va lued  by those who c hoose to live in market towns 
themselves and  so, in many ways, the fac tors tha t a ttrac t visitors c an be sa id  to be 
those tha t make a  town more d istinc tive to everyone.   
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Figure 1 – Approach: Key Fac tors 

 

Stage 2 - The Baseline Position for Thame 

The baseline sec tion c omprised  a  brief review of a ll ava ilab le doc umenta tion tha t 
was identified  as being  of relevanc e to the p repara tion of this study.  The purpose of 
this stage was to estab lish a  c lea r understand ing of the c urrent position of Thame in 
its sub -regiona l c ontext and  of work c a rried  out to da te. This a imed  to sa tisfy two 
needs: 

·  To ensure tha t we had  a  c lear understand ing of work c arried  out and  the 
c urrent issues in Thame; and  

·  To map c urrent information, a llowing us to devise a  deta iled  approac h tha t 
would  fill any gaps, but not dup lic a te wha t has a lready been c a rried  out. 

 

Stage 3 – Distinc tiveness Survey 

In this stage, we c arried  out our Reta il Distinc tiveness survey, whic h assessed  the 
reta il and visitor offer in Thame.  This c omprised  a  visua l d istinc tiveness survey, a  
vita lity and  viab ility survey, a  series of business interviews ac ross the a rea  to provide 
a  qua lita tive boost to the survey find ings, and  a  ‘mystery shopper’  ana lysis of 
c ustomer servic e in the town.   

The results were subsequently ana lysed to p rovide an overa ll measure of 
d istinc tiveness in Thame. 

 

Stage 4 - Workshops and Community Engagement 
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During  this stage of the study we engaged  with a  group  of key stakeholders in the 
town (see Append ix 1 for a  list of organisa tions c onsulted ), through a  series of 
workshops: 

·  Workshop 1 presented  the evidenc e base and  introduc ed the c onc ep t of 
visitor market segments to the group ; 

·  Workshop 2 involved  assigning  roles to groups of stakeholders, based  on the 
market segments and going  on a  ‘ journey to Woodstoc k’  on a  bus.  During  
the trip , stakeholders were asked  to think about their expec ta tions of a  day 
out in Thame in their respec tive roles. On a rriva l bac k a t the town, the group 
wa lked  around  for an hour as first-time visitors would , to see how their visit 
ma tc hed  up  to their expec ta tions. The results were then d isc ussed  in an 
ac tion p lanning session in the Spread  Eag le hotel in Thame; 

·  Workshop 3 utilised  a  joint business networking  event for a ll three towns, 
hosted  by South Oxfordshire Distric t Counc il, to p rovide the bac kdrop  for a  
workshop session on b rand ing market towns. This aspec t of the event was 
hosted  by our assoc ia te Steve Capell, p rinc ipa l of Capell Crea tive.  At the 
session, the group  developed  “ mood  boards”  for eac h town, using  images of 
p lac e, c olour, fonts, peop le and  events. Eac h a lso looked  a t a  vision for their 
town and  the results p rovided a  c rea tive brief for the development of some 
initia l b rand ing c onc ep ts for eac h town; 

·  Workshop 4 p resented the c onc ep ts to the Thame group  for feedbac k and 
d isc ussion.  The sec ond  ha lf of the session took themes from the p revious 
elements of the work and  used  these as a  basis for p rioritising  ac tions. 

 

Stage 5 – Analysis and Reporting 

The outputs from the elements desc ribed  above have been b rought together in this 
report, a long with some more deta iled  ac tions for c onsidera tion. We p resent these 
as p rojec ts to be further developed  and  taken forward  by the stakeholder group , 
whic h we have termed  the “ Leadership  Group”  for Thame. 

We have striven to ensure tha t the ac tions within the p lans reflec t a  c omb ina tion of 
doc umented  evidenc e, c ommunity asp ira tions and  a  susta inab le vision for Thame 
as a  vib rant, a ttrac tive market town for residents, businesses and  visitors a like. 
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2. Baseline 

2.1. Regional 

SEEDA Regional Ec onomic  Strategy 

The vision for the South East region in wha t is the third  Regiona l Ec onomic  Stra tegy 
(RES) is for it to be a  world  c lass region ac hieving  susta inab le p rosperity.  Sitting  within 
the c ontext of the Integra ted  Reg iona l Framework for susta inab le development and 
the South East reg ion’s spa tia l stra tegy, this RES sets out two p rimary goa ls; to set 
ta rgets to ensure suc c ess is more widely ac c essib le; and  to identify the importanc e 
of qua lity of life as a  c ompetitive advantage. 

The RES rec ognises three key c ha llenges for the region: the g loba l c ha llenge; smart 
g rowth; and  susta inab le p rosperity.  The g loba l threa t and  opportunity from 
emerg ing  ec onomies is identified  and  the RES subsequently emphasises the 
requirement to invest in suc c ess.  To ac hieve smart g rowth, the RES sta tes a  nec essity 
for the region to invest in potentia l by ra ising  levels of enterprise, p roduc tivity and 
ec onomic  ac tivity, espec ia lly in c urrently underperforming a reas, c ommunities and 
ind ividua ls. 

The Thames Waterway Plan 

The Thames Waterway Plan was developed  by the Environment Agenc y on beha lf 
of the River Thames Allianc e in order to promote hea lthy growth in the use of the 
freshwater Thames for c ommunities, wild life, business and  leisure. The River Thames 
Allianc e, surrounded  by other ac tion-orienta ted  partnerships, ac ts as a  foc a l point 
for the p lan. The p lan formula ted four ob jec tives to ac t as a  c ore set of p riorities to 
work towards. These were: 

·  Improve and  promote ac c ess and  information for a ll users (on wa ter and 
land ); 

·  Improve and  ma inta in the river infrastruc ture, fac ilities and  servic es for a ll 
users; 

·  Contribute to enhanc ed  b iod iversity, heritage and  landsc ape va lue in the 
wa terway c orridor; and  

·  Inc rease use of the river and  its c orridor. 

Susta inab ility is a lso a  key part of the p lan and  this doc ument a ims to be a  p lan for 
susta inab le development of the River Thames. Both the government and  the South 
East of Eng land  RDA have p roduc ed  susta inab le development stra tegies and  these 
were app lied  and inc orpora ted  throughout the development of the Thames 
Waterway Plan. 

Oxfordshire Ec onomic  Development Strategy 

The Ec onomic  Development Stra tegy for Oxfordshire over the period  2006-2016 was 
developed  by the Oxfordshire Ec onomic  Partnership  (OEP) whic h c omprises a  group 
of p riva te business peop le, p lus representa tives from a  wide range of organisa tions 
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inc lud ing  Learning  and  Skills Counc il (LSC), Business Link, Oxfordshire County Counc il 
and  the University of Oxford .  

The a im of the doc ument was to p resent the vision of the pa rtnerships and  how they 
a im to ac hieve this vision. OEP’s vision is to rea lise Oxfordshire’s potentia l as a  
p ioneering , p roduc tive, world -c lass ec onomic  sub -region. The stra tegy looks a t 
maximising  the opportunities to pave the way for long term susta inab le ec onomic  
growth through develop ing the County’s c apac ity for innova tion, business and  
persona l development, researc h and  educ a tion, and  the effec tive management of 
its high qua lity environmenta l assets. 

The stra tegy separa tes this vision into four key issues: the interna tiona l environment; 
the business environment; skills development; and  infrastruc ture. Within these four 
sec tions, fifteen themes were identified : 

·  Promoting  Oxfordshire; 

·  Develop ing  interna tiona l links; 

·  Enc ouraging  enterprise and  entrepreneurship ; 

·  Exp loiting  the c ommerc ia l potentia l of the sc ienc e and  tec hnology base; 

·  Removing barriers to growth; 

·  Business c lusters and  support networks; 

·  Maximising  opportunities c rea ted  by tec hnology innova tion and  utilisa tion; 

·  Connec ting  educ a tion and  business; 

·  Widening pa rtic ipa tion in learning , tra ining  and  the labour market; 

·  Investing  in workforc e development; 

·  Sec uring  investment in infrastruc ture; 

·  Land  use; 

·  Transport; 

·  Housing ; and  

·  Na tura l and  built environment. 

The stra tegy deta ils the bac kground  to eac h theme inc lud ing  the position 
Oxfordshire assumes in rela tion to the na tiona l and  interna tiona l situa tion and  then 
a ttempts to exp la in wha t c an be done to ac hieve the vision through this theme. The 
stra tegy p rovides a  series of next steps for eac h theme tha t support the vision and 
fina lly deta ils how p rogress will be monitored .  

Market Towns Presentation – Oxfordshire Data Observatory 

The Oxfordshire Da ta  Observa tory is an online porta l tha t a llows the user to ac c ess 
information on rec ently released da tasets, maps and  reports for key ind ic a tors and 
popular sta tistic s. The website provides information on the peop le, p lac es, 
environment and  ec onomy of Oxfordshire and  was set up  by the Oxfordshire 
Partnership  in 2004 to improve ac c ess to da ta  for and  in rela tion to Oxfordshire 
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c ommunities. In add ition to existing as a  ‘one stop  shop ’  for sta tistic a l information, 
the observa tory a lso c arries out researc h to underp in stra tegic  polic y, p rojec t 
manages researc h on beha lf of other c lients, helps to inform polic y development 
and  runs a  enquiry servic e respond ing to a  range of issues inc lud ing  the ec onomy. 
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2.2. Sub- Regional 

SODC Retail and Leisure Needs Assessment 

In November 2007, South Oxfordshire Distric t Counc il (SODC) appointed  Roger Tym 
and  Partners (RTP) to undertake a  Reta il and  Leisure Needs Assessment (RLNA). This 
study formed  an important element of the evidenc e base for the South Oxfordshire 
Loc a l Development Framework (LDF) and  was intended  to guide town c entre 
management within Didc ot, Henley, Thame and  Wa lling ford . 
 
The study looked a t severa l d ifferent aspec ts of reta il and  leisure needs in the area 
tha t would  support the evidenc e base. It went on to assess c omparison and 
c onvenienc e shopp ing pa tterns and  to assess the a rea ’s leisure ac tivities. The study 
a lso looked  a t future reta il need  by c a rrying  out quantita tive and  qua lita tive ana lysis 
on the a rea ’s reta il growth a longside p red ic ted  popula tion growth. Stra tegies were 
developed  for eac h of the towns in the study offering  ac tion points on the 
development of reta il and  leisure needs. 
 
The Shopp ing Study ind ic a ted tha t the ec onomic  hea lth of Thame town c entre was 
underp inned  by the Wa itrose and  Co-op  supermarkets, whic h fulfilled  an important 
anc hor role. The town c entre©s ec onomy a lso benefited  from the fac t tha t, unlike 
Henley and  Didc ot, there was no d iversion of food  trade to out-of-c entre stores. The 
sc a le of c omparison goods shopp ing was rela tively sma ll, reflec ting  the c lose 
p roximity of Aylesbury and  Oxford , but shoppers were mainly c ontent with the reta il 
and  other servic e fac ilities ava ilab le and with the a ttrac tive appearanc e and  layout 
of Thame town c entre. The Shopp ing Study rec ommended  tha t the p lan©s stra tegy 
for Thame town c entre should  foc us on: 
 

·  enc ourag ing  new uses tha t would  either add  d iversity to the range of uses 
p resently found  in the c entre, or c rea te a  modest inc rease in c omparison 
shopp ing floorspac e; 

·  exerc ising  a  stric t c ontrol over non-shop  uses in defined  p rimary shopp ing 
frontages whilst adop ting  a  more flexib le approac h to p roposa ls for c hange 
of use elsewhere; 

·  resisting proposa ls for expansion of c onvenienc e goods shopp ing in out-of-
c entre loc a tions and  adop ting  a  c autious approac h to p roposa ls for reta il 
warehousing  in suc h loc a tions; and  

·  p roposing  land-use and  tra ffic  management measures derived  from the 
p repara tion of an integra ted  transport stra tegy for the Thame area  by the 
loc a l highway authority, tha t would  improve ac c essib ility to the town c entre 
by a ll modes of transport. 

 

South Oxfordshire Loc al Plan 2011 
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The South Oxfordshire loc a l p lan guides development in the d istric t and  sets out the 
Counc il©s polic ies for the use of land . The p lan a lso makes spec ific  p roposa ls for the 
use of partic ula r sites, designa tes a reas of pa rtic ula r va lue and  forms the basis for 
dec isions made on p lanning app lic a tions.  
This Loc a l Plan has been p repared  within the stra tegic  framework p rovided  by the 
Oxfordshire Struc ture Plan and sits within the c ontext of na tiona l and reg iona l 
p lanning  guidanc e issued  by the Government. The overa ll a im of the p lan is: 
 

‘ To seek to improve the qua lity of life of p resent and  future residents of 
South Oxfordshire and  make p rovision for further development in 
ac c ordanc e with the Oxfordshire Struc ture Plan, whilst p rotec ting  and  
enhanc ing  the na tura l and  built assets of the d istric t.’  

 

From this overa ll a im, six key ob jec tives, whic h form the basis of sec tions of the p lan, 
have been developed as follows: 

 

1. Protec ting  and  enhanc ing  the na tura l and  built environment; 

2. Enc ouraging  susta inab le and  high-qua lity development;  

3. Meeting  the soc ia l needs of the rura l and  urban c ommunities;  

4. Supporting  the loc a l ec onomy;  

5. Supporting  the vita lity and  viab ility of town c entres; and   

6. Promoting  a  susta inab le transport stra tegy.  

 
The Loc a l Plan identifies the need  to support the vita lity and  viab ility of the four ma in 
town c entres in the d istric t - Didc ot, Henley-on-Thames, Thame and  Wa lling ford  - in 
the loc a l hierarc hy of town c entres and  desc ribes the p lanning stra tegy for the four 
c entres based  on the la test ava ilab le survey information and  researc h. The sec tion 
then sets out the Counc il©s p lanning polic ies whic h a im to ma inta in and  enhanc e the 
c entres by: 
 

·  Sec uring  development for app rop ria te town c entre uses on c erta in sites 
a lloc a ted  for development within the p lan; 

·  Enc ouraging  development for approp ria te town c entre uses on other 
unforeseen sites within the town c entres where tha t development is 
ac c ep tab le improving  the environment, c harac ter and  qua lity of eac h 
c entre; 

·  Enc ouraging  d iversity of uses in the c entres by bring ing  bac k into benefic ia l 
use d isused  or underused  upper floors; 

·  Preventing  the loss of dwellings tha t c ontribute to the d iversity and  vita lity of 
eac h c entre; 

·  Preventing  out-of-c entre development p roposa ls tha t would  ha rm eac h 
c entre; and  
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·  Protec ting shop  uses tha t underp in the vita lity and  ec onomic  viab ility of the 
c entres. 

 

Market Towns Strategy and Ac tion Plan 

The market towns stra tegy and  ac tion p lan was developed  c ollec tively for the 
market towns of Henley, Wa lling ford  and Thame to c ounterac t the dec line in 
ec onomic  ac tivity of their respec tive reta il offers. By develop ing  the stra tegy and  
ac tion p lan, two of the c ounc il’ s stra teg ic  ob jec tives a re supported : mainta ining 
and  improving  the ec onomy; and  ma inta ining  and  enhanc ing  the environment. The 
ac tion p lan enab les swift c ommitment to c erta in projec ts to address some of the 
p rob lems fac ed  in these market towns.  The ac tions have a lso been developed  to fit 
within a  la rger c oherent framework for the towns based  upon their d istinc tive needs. 
The stra tegy’s vision is to: 

‘ Introduc e measures whic h will improve the ec onomic  vita lity and  viab ility of 
South Oxfordshire’ s market town c entres and  whic h will enc ourage more visits 
to be made to the towns b y both loc a l residents and  visitors from a  wider 
a rea .’  

The stra tegy identifies three key strands tha t work towards a  foc us on not only events 
and  promotion of the town but a lso improving  the built environment within the town 
c entres. These help  to ensure tha t the above vision is rea lised  and  were: 
c ompetitiveness, qua lity and  c onsumer-friend liness. Using  these three strands, the 
ac tion p lan then lists ac tions under eac h c a tegory identifying whether they are short 
term (Dec ember 2006 – Marc h 2008) or med ium term (April 2008 – Marc h 2011).  

South Oxfordshire Partnership Community Strategy 2004-2009 

The Community Stra tegy for South Oxfordshire was developed  by the Loc a l Stra tegic  
Partnership  for the area  namely South Oxfordshire Partnership  (SOP). Its ma in a im 
was to set p riorities for improving  the qua lity of life for peop le living in the a rea . The 
stra tegy was informed  by c onsulta tions with over 760 ind ividua ls and ac ted  to form a  
c ohesive framework for organisa tions from the priva te, pub lic , volunta ry, c ommunity 
and  fa ith sec tors to work towards. The stra tegy deta iled  a  series of key loc a l issues 
and  put together a  joint set of ac tions for the organisa tions to work towards through 
ta rgeting  resourc es.  

The stra tegy deta ils a  vision with supporting a ims, interlinking  themes, ac tions and 
ta rgets. The South Oxfordshire Partnership ’s vision is tha t: 

‘South Oxfordshire should  be an a ttrac tive, suc c essful, vib rant and sa fe p lac e 
where peop le c hoose to live, work and  visit. It should  be a  p lac e where 
everyone c an enjoy a  good  qua lity of life and  a  strong sense of c ommunity.’  

The c onsulta tions with the pub lic  and  key organisa tions genera ted seven a ims tha t 
enc ompass the vision. These were, in order of p riority: 

1. Crea te sa fe towns and villages and  reduc e fea r of c rime; 

2. Improve peop le’s hea lth;  
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3. Improve educ a tiona l a tta inment and  life long learning ; 

4. Improve rura l transport; 

5. Protec t and  improve the environment;  

6. Inc rease housing  p rovision; and  

7. Support a  thriving  ec onomy; 

  
To ac hieve the above a ims, SOP rea lised  tha t four inter-linking  themes would  be 
nec essary to work towards throughout the dura tion of the stra tegy. These, a lthough 
c omprising  d irec t ac tions, would  inform the c onduc t of the organisa tions in 
ac hieving  the a ims. The overarc hing  themes were: 

·  Community Involvement; 

·  Pa rtnership  Working ; 

·  Equa lity; and  

·  Susta inab ility. 

To c omplete the stra tegy, an ac tion p lan was c rea ted  to list the key ac tivities tha t 
would  c ontribute towards ac hieving  the a ims. Eac h ac tion was delega ted  to a  SOP 
member organisa tion tha t would  assume the lead  on delivery. Eac h year during  the 
stra tegy the ac tion p lan was upda ted  to inc lude p rogress and  to amend  where 
nec essary. 

To eva lua te the suc c ess and  progress of the stra tegy, SOP developed  a  set of 
monitoring ind ic a tors c a lled  ta rgets. Throughout the stra tegy, SOP monitored  the 
ta rgets and  a lloc a ted resourc es where required . The last summary report released  in 
2008 showed  tha t SOP had  ac hieved  10 out of the 13 ta rgets for 2007/ 8 and  9 out of 
12 of the ac tions for tha t period . Of the ac tions and  ta rgets tha t were not met, SOP is 
working to address these issues within the subsequent Susta inab le Community 
Stra tegy 2009-2026. 

 

South Oxfordshire Sustainable Community Strategy 2009-2026 

The South Oxfordshire Susta inab le Community Stra tegy rep lac es the p revious 
c ommunity stra tegy tha t ran out a t the end  of Marc h 2009. The purpose of the 
stra tegy hasn’ t c hanged  from the prec ed ing version however the means to 
ac hieving the vision has. The stra tegy has inc orpora ted  susta inab ility as an 
overarc hing  theme ra ther than just one of four inter-linking themes and  the number 
of a ims have been foc ussed .  

South Oxfordshire Partnership ’s vision for the Susta inab le Community Stra tegy sta tes 
tha t the region will be an a ttrac tive, suc c essful, vib rant and  sa fe p lac e for peop le to 
live. It a ims to provide the peop le with a  good  qua lity of life, a  strong sense of 
c ommunity and  ac c ess to servic es and  fac ilities tha t a re required  to support good 
hea lth and  soc ia l and  ec onomic  well-being . 
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Ra ther than the seven a ims of the p rec ed ing stra tegy, the Susta inab le Community 
Stra tegy foc uses on three c ore a ims to ac hieve the vision: 

·  Ec onomy; 

·  Environment; and  

·  Thriving  Communities.  

Within eac h a im, the stra tegy highlights the key issues, the vision and  a ims for tha t 
strand , the delivery (inc lud ing  delivery pa rtners), the c ross-c utting  issues, the 
c onsulta tion method and  da ta  (exp la ining why the spec ific  a im was selec ted ) and 
measures tha t will be put in p lac e to monitor p rogress throughout the lifetime of the 
stra tegy.  

To c omp lement the stra tegy, Annex A deta ils a ll surround ing existing  stra tegy and 
p lans tha t c ontribute towards ac hieving  the a ims and  ob jec tives of the Susta inab le 
Community Stra tegy until 2026. 

 

South Oxfordshire Distric t Corporate Plan 2008 – 2012 

The South Oxfordshire Distric t Corpora te Plan 2008-2012 lays out a  set of stra teg ic  
ob jec tives and  c orpora te priorities, whic h will p rovide a  framework for the Counc il’ s 
ac tivity over the spec ified  time period . The p lan began by asking the pub lic  wha t 
their p riorities for improvement were. This was matc hed  with a  series of c onsulta tions 
and  workshops ac ross the d istric t a imed  to identify wha t the p riorities were for the 
Counc il itself. Following this, the p lan was formula ted using  the evidenc e base 
ga thered  through the p rior ac tivities. 

The p lan formula ted  a  vision to help  guide the ob jec tives: 

In working  towards our vision we will be guided  by the va lues of listening , learning 
and  lead ing. We want to ‘ listen’  to wha t residents’  needs and  expec ta tions a re and 
to wha t they think of the way in whic h we provide servic es. We want to ‘ lea rn’  from 
wha t residents tell us so tha t we c an make improvements to servic es to better reflec t 
their needs, and  to learn from others about better ways to p rovide servic es. We want 
to ‘ lead ’  by working  on beha lf of residents and  with other servic e providers to 
address issues of c onc ern to the c ommunities of South Oxfordshire. 

In b rief, the stra tegic  ob jec tives and  c orpora te p riorities within the p lan a re as 
follows: 

Managing our business effec tively 

·  Provide va lue for money servic es tha t meet the needs of our residents and 
servic e users; and  

·  Provide equa lity of ac c ess to our servic es. 

Protec ting our environment  

·  Reduc e the amount of waste we send  to land fill; 

·  Reduc e energy use from our own opera tions; and  
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·  Keep  the d istric t c lean and  tidy, and  tac kle environmenta l c rime suc h as 
litter, g ra ffiti, fly tipp ing  and  abandoned  c ars. 

Delivering homes for a ll 

·  Inc rease the supp ly of housing  in the d istric t, inc lud ing  a ffordab le housing ; 
and  

·  Prevent homelessness and  improve housing  op tions, partic ula rly for vulnerab le 
groups suc h as young peop le and  older peop le. 

Supporting Economic  Growth 

·  Support c rea tion of vib rant market towns; and  

·  Promote business growth and  the c rea tion of new jobs. 

Transforming Didc ot 

·  Plan for the expansion of Didc ot as a  ma jor c entre of popula tion and 
employment in Southern Oxfordshire; and  

·  Develop  a  thriving  town c entre with a  wider range of fac ilities. 

Help ing People Feel Safe and Sec ure 

·  Tac kle c rime and  antisoc ia l behaviour; and  

·  Ma inta in low levels of fea r of c rime and  antisoc ia l behaviour. 

Improving Opportunities, Ac tivities and Support for Young People 

·  Inc rease ac c ess to a  wide range of ac tivities for young peop le, whic h meet 
their needs; and  support young peop le a t risk of c ommitting antisoc ia l 
behaviour and  c rime. 

Strengthening Local Communities 

·  Support loc a l g roups to p rovide servic es and  solutions in their loc a l 
c ommunities; and  

·  Advoc a te and  influenc e on beha lf of our c ommunities on important loc a l 
issues for whic h we a re not the ma in p rovider. 

The p lan c onc ludes with a  spend ing p lan and  then a  set of key ac tions, ta rgets and 
measures tha t will determine spec ific  ac tivity for the Counc il and  ac t as a  measure 
of suc c ess over the c ourse of the p lan. 

 

2.3. Loc al 

Summary 
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Thame was noted  by Loc kwood  (see 
sec tion below) as having  above average 
p ressures on its reta il offer, with High 
Wyc ombe posing  a  key threa t, a lthough 
Aylesbury is a lso in its c a tc hment. The 
Reta il and Leisure Needs Assessment 
reported  tha t Thame was performing well 
in reta il terms, desp ite inc reasing 
c ompetitive p ressures. However, the need 
to d iversify the town’s c omparison offer 
was highlighted  as a  means of mainta ining 
market share. An ac ute shortage of 
potentia l reta il sites in the town c ould  hamper suc h development.  A key site in  

the town is the SODC owned  c a ttle market, whic h c ould  p rovide spac e for la rger 
reta il units and  a  spec ia list food  and  drink quarter. Development op tions for this a re 
c urrently being  c onsidered . 

The report suggested  a  number of ac tions in terms of urban design, inc lud ing the 
reloc a tion of the market to p rovide add itiona l c a r pa rking  c apac ity, improved 
signage and linkages for c a r parks and  the c rea tion of a  new outdoor spac e by 
removing c a r pa rking  from the Shambles. 

The town has a  number of lifestyle fac ilities suc h as  a  leisure c entre, a rts c entre in 
the sc hool, a  footba ll c lub  (shortly due for redevelopment) and a  thea tre, whic h is 
home to the Thame Players - a lthough there is signific ant demand  for c ommunity 
fac ilities and  meeting  spac e in and  a round  the town. Communic a tion between the 
va rious ac tive organisa tions within the town c ould  be improved  and  there may be 
potentia l to enc ourage residents to make more use of the town itself.  Thame, of a ll 
three towns inc luded  in this study (inc lud ing  Henley and  Wa lling ford ) is possib ly the 
most lac king in a  USP.  Having  sa id  this, the town does reta in an identity as a  true 
market town and  its rura l links a re emphasised  by its ma jor annua l agric ultura l show, 

annua l fa ir and  its food  festiva l, held  in 
Sep tember. 

The town has some d iverse a rc hitec tura l 
styles, inc lud ing  some notab le gothic  
build ings and  may offer potentia l for tours. 

The Thame Market Town Ac tion Plan lists a  
number of ac tions in the following areas: 

·  Fac ilities for young peop le /  c a ttle 
market reloc a tion /  c ommunity 
c entre 

·  Marketing  Thame 

·  Cyc ling  

·  Pa rking  

View of Buttermarket 

View of a  store a t Thame market 
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·  Town square 

·  Town c entre ac tivities to a ttrac t shoppers 

·  Evening ac tivities 

 

Loc kwood Report 

Introduc tion 

The report was c ommissioned in July 2005 for South Oxfordshire Distric t Counc il, with 
the appra isa l foc ussing on three ma in elements: 

·  An assessment of the reta il performanc e of the c entre using  store takings 
da ta  from na tiona l multip les and  from loc a l businesses; 

·  A key performanc e ind ic a tor appra isa l undertaken by a  b road  based  group 
of loc a l business peop le following the Loc kwood  Survey snapshot approac h; 
and  

·  A c ritic a l assessment of the strengths and  weaknesses of the town from a  
c onsumer’s point of view. 

The Ac tion Plan element of the work is sp lit into three themes: 

1. Crea ting  a  more c ompetitive p lac e; 

2. Crea ting  a  higher qua lity p lac e; and  

3. Crea ting  a  more c ustomer friend ly p lac e. 

 

Appraisal 

The report identified  a  number of issues inc lud ing  poor qua lity toilets, tra ffic  issues 
marring an a ttrac tive shopp ing environment, na rrow footways espec ia lly in the 
Buttermarket a rea , genera l ma intenanc e of street furniture, ac c essib ility for 
pedestrians, shortage of pa rking  on market days and  dec lining  standards in the 
qua lity of shop  fronts. 

 

Ac tion Plan 

Some of the key rec ommenda tions inc lude: 

·  Crea ting  a  more c ompetitive p lac e, by: 

-  Enc ouraging  c a r d rivers to use Thame by insta lling  advanc e 
elec tronic  signage for c a r pa rks a t key entry points; 

-  Estab lishing  add itiona l c a r pa rking   by utilising  p rivileged  parking 
and  by linking  the Co-opera tive and  Woolworths c a r parks; 

-  Crea ting  a  paved  square within the Cornmarket tha t p rovides a  
foc a l point for ac tivities and  events; and  
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-  Exc lud ing  c ars from the Cornmarket a rea  on market days so tha t 
the market c an be reloc a ted . 

·  Crea ting  a  higher qua lity p lac e, by: 

-  Upgrad ing  shop-fronts; 

-  Carrying  out a  five step  p lan of ac tion to guide and  influenc e 
design standards and  ha rness priva te sec tor investment; 

-  Estab lishing  a  c ore group  of enthusiasts to ‘ jump sta rt’  the p roc ess; 
and  

-  Using  c olour and  gold  lea f on street furniture. 

·  Crea ting  a  more c ustomer friend ly p lac e, by: 

-  Making the town c entre more a ttrac tive to ‘g rey shoppers’  and 
families by improving  toilet p rovision and  undertaking  DDA2 
appra isa ls and  improvements spec ific a lly in the Buttermarket a rea ; 

-  Develop ing  high qua lity ac c ess routes into the c entre; and  

-  Improving  provision for c yc lists. 

 

The study a lso looked  a t the performanc e of stores within Thame, by assessing  fifteen 
representa tive businesses.  The ana lysis identified  a  p rogressive deteriora tion in 
trad ing  c ond itions sinc e the 1990s highlighted  by dec lining  takings over the 2001 to 
2004 period .  The report identifies tha t loc a l fac tors may be deterring  shoppers from 
visiting  the town as well as genera l detrimenta l c ustomer trends. 

The report a lso ana lysed  the find ings of a  Loc kwood  survey questionna ire whic h was 
c ompleted  by a  b road  based panel of loc a l business peop le, whic h sought views on 
the qua lity of town c entre p rovision and  other fac ilities.  The Loc kwood  survey looks 
a t the head ings of Cap turing , Ca tering  and  Caring .  Some of the key messages 
inc lude: 

·  Toilet p rovision needs a ttention; 

·  Lac k of CTTV results in a  low sec urity sc ore; 

·  Car pa rking  p rovision is an issue espec ia lly on market day, as c a rs are 
d isp lac ed  from Upper High Street; and  

·  Genera l lac k of marketing  and  promotion. 

South Oxfordshire Market Towns Ac tion Plan - Thame 

Introduc tion 

The Market Town Ac tion Plan (MTAP) upda tes SODC’s market town stra tegy, taking 
into ac c ount a  number of p revious stud ies, inc lud ing  the towns’  p lan and  hea lth-
c hec k, researc h undertaken sinc e the beginning  of the stra tegy (inc . Loc kwood), 

                                                 

2 Disab ility Disc rimina tion Ac t. 
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on-going  work by the c ounc il and  the ‘Shap ing South Oxfordshire Market Towns’  
Future’  c onsulta tion events. It a lso inc orpora tes va rious c omments from key 
stakeholders. 

The p lan highlights the priorities tha t the SODC ec onomic  development team will 
take lead  on delivering  in eac h of the towns (Henley, Thame and  Wa lling ford ) in the 
next three years (April 2009 to Marc h 2012).  In add ition, the ac tion p lan identifies 
a reas where the c ounc il will work in pa rtnership  with other bod ies to support 
ec onomic  growth and the c rea tion of vib rant market towns. 

Spec ific  ac tions in the market towns ac tion p lan whic h rela te to the delivery of this 
study inc lude the following: 

Marketing Thame3 

·  Ga ther baseline da ta  to understand  visitor’ s motiva tions and  estab lish the role 
of tourism in the ec onomy of Thame. The estab lishment of a  baseline will a llow 
p rogress to be monitored .  Visitor survey to be repea ted  b iannua lly; 

·  Estab lish baseline ec onomic  da ta  in order to understand  the c urrent situa tion 
and  needs, and  monitor ec onomic  trends; 

·  Improve ac c ess to information on Thame for visitors and  residents by 
develop ing  an enhanc ed  web  p resenc e; 

·  Develop  and  promote Thame’s d istinc tiveness to visitors and  residents by 
identifying  opportunities for inc reased  ec onomic  ac tivity; 

·  Develop  a  marketing  stra tegy; 

·  Produc e guidelines to imp lement a  unified  high qua lity ‘ town look’ , build ing 
on the c onserva tion a rea  c harac ter appra isa l; 

·  Undertake a  PR c ampa ign; 

·  Appoint a  town c entre c oord ina tor to imp lement marketing  ac tivities and  
c irc ula te information; 

·  Diversify information points, inc lud ing  using  the Museum and  loc a l businesses; 

·  Enc ourage Thame Town Counc il to review how they provide visitor 
information with a  view to p rovid ing  a t least one information site a t week-
ends; 

·  Support the development of a  loya lty c a rd  sc heme; 

·  Support measures to inc rease the Thame offer to visitors, potentia lly inc lud ing  
tra ils, wi-fi and  festiva ls ; 

·  Improve naviga tion of the town through better signage;  

·  Estab lish joint Midsomer Murders Tra il with Wa lling ford , Henley and  surround ing 
villages; 

                                                 

3 Ac tion T2 in the Market Town Ac tion Plan 
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·  Develop  town c entre ac tivities to a ttrac t shoppers; 

·  Develop  a  new online shopp ing, ea ting  and  d rinking  guide; and  

·  Develop  and  promote evening ac tivities. 
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3. Reta il Distinc tiveness Survey 

3.1. Introduc tion 

This sec tion of the report p rovides the results of the Reta il Distinc tiveness survey 
c a rried  out in Thame, as part of the primary da ta  ga thering . The work is based  on a  
c ustomised  version of the Reta il Distinc tiveness model developed for ONE NorthEast 
by Miller Researc h, whic h has been run in eighteen towns ac ross the UK. It was 
inc luded  in our approac h as it helps to p rovide a  holistic  look a t a  g iven town and  its 
reta il, hosp ita lity and  physic a l /  heritage assets. 

The orig ina l ra tiona le for the Distinc tiveness model was to c ounter the “ c loning”  of 
town c entres and  to a id  thinking  in c rea ting  and  preserving  vib rant small 
c ommunities – espec ia lly rura l market towns.  

Primary market researc h in urban c entres helped  to define the fac tors whic h 
c ontribute to a  suc c essful sma ll town. Four hundred  peop le were interviewed  on-
street in Leeds and  Newc astle and  asked to think of a  small town tha t they visited  
regularly. They were asked  to think about the aspec ts of tha t town tha t they found 
a ttrac tive and  wha t made them go there. Examp les shown in Figure 2 inc luded  a  
sense of the town setting , a  c ountryside c ontext, a  less c rowded  or rushed  shopp ing 
experienc e, and  the ava ilab ility of loc a l p roduc e.  

Figure 2  - Market Towns: Main Attrac tors 

 

Sourc e: Reta il Distinc tiveness Researc h, Miller Researc h (UK) Ltd . 

 

In terms of the reta il offer, the main a ttrac tors for visitors, shown in Figure 3 were g ifts, 
a rts and  c ra ft shops, a long with spec ia lity food  reta ilers. Home items, outdoor 
equipment and  independent c lothing  shops were a lso fea tured . 
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Figure 3 -  Market Towns: Reta il Attrac tors for Visitors 

 

Sourc e: Reta il Distinc tiveness Researc h, Miller Researc h (UK) Ltd . 

These fac tors, a long with others from the orig ina l surveys and  c omp lemented by the 
results of a  series of foc us groups, led  to a  working  definition of the variab les 
a ffec ting  Distinc tiveness, as shown in Figure 4. 

 
Figure 4 -  Overall Variables Contributing to Market Town Reta il Distinc tiveness 
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Sourc e: Reta il Distinc tiveness Researc h, Miller Researc h (UK) Ltd . 

The survey results g ive a  p rofile of the town, whic h c an be benc hmarked  aga inst 
neighbouring  or c ompara tor loc a tions, or used  to assess the impac ts of regenera tion 
p rojec ts. 

The model bec omes more meaningful, however, when c ombined  with a  vita lity and 
viab ility assessment shown in Figure 5. This a llows the respec tive town to be 
benc hmarked  as both a  d istinc t destina tion for visitors and  as a  loc a l servic e c entre 
for residents. The model c an then be used  more effec tively to c onsider c ompara tor 
c entres and  c an be used  to p lan wha t sort of offer a  c ommunity wishes to develop . 

Figure 5 -  What is Reta il Distinc tiveness? 

 

The overa ll model c omprises the elements listed  in Tab le 1, whic h have a ll been 
c overed  to some extent in the Thame survey. 

 

Table 1 - Reta il Distinc tiveness, Vita lity and Viability Indicators 
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Theme Ac tivity 

Vita lity and Viability 

 Diversity, ac c essib ility, renta l levels, sa tisfac tion levels 
(p rimary market researc h results), footfa ll, vac anc y 
ra tes, ac c essib ility, etc  

Reta il Distinc tiveness 

Visua l Assessment Shop-fronts, shop-windows, shop-floor goods, loc a l 
p roduc ts, ac c essib ility 

Food  and  Drink Assessment Segmenta tion, qua lity, loc a l p roduc e sourc ing , 
c ustomer c a re, loc a tiona l issues 

Markets Assessment Frequenc y, types, c overage, layout and 
sta lls/ equipment, user mix, management 

Customer Care Welc ome, knowledge of p roduc t, added  va lue 

Reta il Environmenta l 
Assessment 

Pub lic  spac e, built environment, ac c essib ility, street 
furniture, signage, event spac e, street c are 

Sourc e: Miller Researc h (UK) Ltd  

The following sec tions of this report p resent some brief c ontextua l bac kground  to 
Thame and  its reta il and  hosp ita lity offer, a long with the Distinc tiveness survey results. 

This leads into some b road  a reas for c onsidera tion, with regard  to inc reasing  the 
c ompetitiveness of Thame as a  destina tion for residents and  visitors a like. 

3.2. Measuring Distinc tiveness 

In response to our key find ings in ONE NorthEast’ s Reta il Distinc tiveness report of July 
2006, we c onc luded  tha t in order to ac hieve reta il d istinc tiveness in market towns, it 
was important to ac hieve the right ba lanc e in rela tion to range and  c hoic e for both 
loc a l peop le and  visitors.  The existenc e of na tiona l reta ilers in market towns was 
therefore not identified  as a  threa t but an opportunity if the right sc a le and  level of 
c omplementa rities a re ac hieved .  In this p rojec t the genera l hea lth of Thame’s reta il 
offer and  its vita lity and  viab ility has been assessed , so tha t we c an understand  its 
genera l c ond ition, before measuring  its d istinc tiveness in terms of the mix of 
independent shops, food  and  d rink, markets and  other a ttrac tors. 

 

3.3. Measuring Vita lity and Viability 

Vita lity and  viab ility has been b riefly surveyed , to p rovide c ontext for the work. As 
noted  above, the vita lity and  viab ility elements of the Reta il Distinc tiveness model 
inc lude fac tors suc h as: 

·  Customer Sa tisfac tion levels; 

·  Ac c essib ility;  

·  Footfa ll;  
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·  Investment; 

·  Confidenc e or Reta il Performanc e; 

·  Reta iler Representa tion; 

·  Reta il Diversity; and  

·  Vac anc y Ra tes. 

 

Customer Satisfac tion levels 

The level of c ustomer sa tisfac tion c overs issues suc h as residents’  use of the town, 
perc ep tions of the reta il and  hosp ita lity offer and  overa ll a ttrac tiveness of the town 
as a  reta il c entre for residents and  visitors.  In this p rojec t we have used  bac kground 
interviews with businesses as well as researc h of existing  information to inform this 
ind ic a tor. 

Ac c essib ility  

An important fac tor in the vita lity and  viab ility of a  town c entre is its ac c essib ility. This 
c an be measured  in terms of the ava ilab ility of c a r parking , pub lic  transport servic es 
and  the ease of pedestrian and c yc le movement through the c entre. Within our 
model, ac c essib ility is ra ted  under the following head ings: 

·  Car pa rking  - Supp ly and  management; 

·  Pub lic  transport - Level of p rovision; and  

·  Pedestrian /  Cyc le - Genera l ac c essib ility: Provision of pedestrian and  c yc le 
routes and  fac ilities. 

Footfa ll  

Footfa ll is the measurement of pedestrian flow within a  town c entre environment, 
whic h demonstra tes ac tivity whic h may lead  to d irec t purc hases or an assoc ia tion 
with town c entre rela ted  uses. In this p rojec t, we have not had  ac c ess to a  footfa ll 
c ount and  so an estima te has been used , based  on very limited  observa tions of 
Thame.  

Investment 

Ana lysis of renta l levels and  c ommerc ia l yields c an provide a  useful ind ic a tion of the 
reta il performanc e of a  town c entre.  They are genera lly measured in terms of ‘Zone 
A’  ra tes, or the p rimary reta il a rea .  

As pa rt of this study p roperty c onsultants Alder King  ana lysed  renta l levels and 
c ommerc ia l yields. 

Confidenc e or Retail Performanc e 

The measurement of investor c onfidenc e in a  town, as illustra ted  by demand  from 
reta ilers and p roperty investment yields has been estima ted . It will foc us p rimarily on 
na tiona l and  regiona l reta ilers, as a  ba lanc ed  range of independents is ac c ounted  
for in the reta il d istinc tiveness element of the survey. 
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Retailer Representation 

This is an ana lysis of the p resent rep resenta tion of reta ilers in the town c entre, using 
existing information (e.g . GOAD, Experian) as well as a  refresh of p rimary da ta  where 
nec essary.  It will look a t the type of shops and  servic es c urrently in the town to 
identify gaps in p rovision. 

Diversity 

The d iversity of town c entre uses is a  measure of how muc h spac e is in use for 
d ifferent func tions, suc h as shopp ing, offic es, c ultura l and  enterta inment ac tivities, 
restaurants, ac c ommoda tion, c ommunity and  educ a tiona l uses and  housing , 
amongst others. More spec ific a lly, the reta il d iversity inc ludes an assessment of the 
p roportions of: 

·  Convenienc e outlets - supermarkets, off-lic enc es, g roc ers, bakers, butc hers 
and  newsagents.  

·  Comparison outlets - genera l reta il outlets, launderettes, video shops, 
showrooms and  D.I.Y.  

·  Servic e outlets - banks, build ing  soc ieties, hotels, esta te agents, solic itors, 
offic es, post offic es, restaurants, c a fes and  takeaways.  

·  Other town c entre uses, suc h as post offic es, pub lic  houses, c ommunity 
c entres etc . 

A visua l survey of Thame has been c a rried  out to assess d iversity. 

Vac anc y Rates 

The p resenc e of vac ant g round  floor units within a  town c entre is a  visib le ind ic a tor 
of how the town is trad ing . Vac ant units c an be due to fac tors suc h as the loc a tion 
of the unit, immedia te environmenta l c ond itions, servic ing  fac ilities, ownership , and 
the degree of c onfidenc e in investing  in the town c entre.   

 

Vita lity and Viability Results 

The results of our head line survey of vita lity and  viab ility for Thame a re shown in 
Figure 6. The “ potentia l”  ba rs refer to our weighted  model, based  on market 
researc h elsewhere (d isc ussed  above), d isp laying  the maximum sc ore tha t c an be 
ac hieved  for eac h ind ic a tor. The “ index”  level is the sc ore for Thame.  Overa ll, 
Thame is positioned  very muc h where it might be expec ted  on vita lity and  viab ility, 
g iven its size and  loc a tion.   

Figure 6 -  Vita lity and Viability 
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Sourc e: Miller Researc h (UK) Ltd . 

Customer Satisfac tion levels 

The level of c ustomer sa tisfac tion c overs issues suc h as residents’  use of the town, 
perc ep tions of the reta il and  hosp ita lity offer and  overa ll a ttrac tiveness of the town 
as a  reta il c entre for residents and  visitors. 

South Oxfordshire Distric t Counc il c ommissioned 4 a  visitor survey for eac h of the three 
towns of Henley, Thame and  Wa lling ford .  This work was c a rried  out in the summer of 
2009.  More than 1200 ind ividua ls were interviewed  on-street in the three market 
towns.   

We have reviewed  the report of this study and  used  it to ana lyse c ustomer 
sa tisfac tion.  The report ind ic a tes tha t there is a  genera lly good  degree of 
sa tisfac tion with regard  to p lac es to ea t, a tmosphere and  a ttrac tions in the towns 
but a  lower degree of sa tisfac tion with pub lic  toilets - partic ula rly in Thame.  
However, respondents sta ted  tha t they were more sa tisfied  with shops and  nightlife 
in Henley than Thame. 

Likes and Dislikes 

The responses of peop le regard ing their likes and  d islikes are shown in Tab le 2 and 
Tab le 3 respec tively: 

                                                 

4 Qand A Researc h. 
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Table 2 - Likes (most frequent responses) Table 3 - Dislikes (most frequent responses)  

Thame 

Friend ly p lac e/ friend ly p eop le 

Has everything  here/ everything  I 
need  

Market town/ Anc ient market town 

Good  shops 

Sma ll/ c ompac t 

 
Thame 

Not enough shop s/ not enough 
va riety of shops 

Diffic ult to pa rk/ not enough pa rking  

Toilets a re not good / toilets need  
improving  

Spec ific  shop  missing  

Sourc e: South Oxfordshire Visitor Study (2009)  

 

The results of the visitor survey shown in Figure 7 ind ic a te tha t 93% of respondents 
were sa tisfied  with the ease of find ing  their way a round , and  87% were sa tisfied  with 
the town’s a tmosphere. Plac es to ea t (70%) rec eived  a  ‘good ’  sa tisfac tion ra ting , 
and  60% were a lso sa tisfied  with the selec tion of shops in Thame.  Just over ha lf of a ll 
respondents (54%) a re sa tisfied  with the a ttrac tions on offer. 

On a  nega tive note, 55% of respondents sta ted  tha t they were d issa tisfied  with the 
pub lic  toilets and  41% were unhappy with the nightlife in the town. 

Figure 7 -  Satisfac tion with Features in Thame (%) 

  
Sourc e: South Oxfordshire Visitor Study (2009) 
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Figure 8 -  Likelihood of recommending town (%) 

 

Sourc e: South Oxfordshire Visitor Study (2009) 

Figure 8 illustra tes the likelihood  of visitors rec ommend ing the town as a  p lac e to visit.  
Giving  a  sc ore of one to ‘ very unlikely’  and five to ‘very likely’  p rovides an overa ll 
mean for rec ommenda tion of 4.41 ac ross the three towns.  Henley is sc ored  the 
highest a t 4.64, followed  by Thame (4.47) a nd  Wa llingford  (4.13).  Thame is slightly 
above the mean sc ore illustra ting  a  slight b ias towards positive rec ommenda tions for 
the town. 

Visitors were then asked  how likely they would  be to return to the town.  93% of 
visitors would  be likely or very likely to return, with 95% of visitors to Thame sta ting  tha t 
it would  be very likely tha t they would  c ome bac k to the town.  94% felt tha t it was 
likely or very likely tha t they would  return to Wa lling ford  and  85% felt tha t they would  
return to Henley. 

Very few respondents in the towns felt tha t it was unlikely tha t they would  return. 

Ac c essib ility 

An important fac tor in the vita lity and  viab ility of a  town c entre is its ac c essib ility. This 
c an be measured  in terms of the ava ilab ility of c a r parking , pub lic  transport servic es 
and  the ease of pedestrian and  c yc le movement through the c entre.  

There is a  good  supp ly of c a r pa rking  within the town c entre tha t is p rovided  through 
either on-street or off-street pa rking p rovision.  Off-street c a r pa rking  provision is 
loc a ted  within Cornmarket and  High Street, outside Thame Town Hall and  within 
Upper High Street as well as ad joining  residentia l side streets (where permitted ).  On-
street parking  p rovision a llows for a  1 hour stay between 8am and  6pm with no 
return with 1 hour. 

Off street parking  p rovision is p rovided  a t: 
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·  Wa itrose c a r pa rk – approx 170 spac es – 2 hours maximum stay 

·  Ca ttle market c ar park – approx 70 spac es – free stay 

·  Upper High Street c ar park – approx 50 spac es – va ried  length of stay 
dependent on day of week; no return within 1 hours – free stay 

·  Dorc hester Plac e c ar pa rk – 65/ 70 spac es – 1 hr free stay; 80p  for 2 hrs; £1.50 
for 3 hrs;  

Figure 9 -  Getting Around Thame 

 

Sourc e: Miller Researc h (UK) Ltd . 

Add itiona l c ustomer only c a r pa rks are to the rea r of the Spread  Eag le Hotel and  the 
former Woolworths store. 

Whilst supp ly of c a r pa rking  is good , the signage to the c ar pa rks is poor. This is 
espec ia lly true with the Dorc hester Close c ar pa rk as you a rrive from North Street or 
the M40 (Oxford ).  A lac k of repea ter and  d irec tiona l signs is a  key issue as well as 
pedestrian signage onc e you have a rrived  in the c ar pa rks. 

Pub lic  transport is well p rovided  for with a  number of servic es inc lud ing  the 280 
(Aylesbury & Oxford ) and  the 261 (Aylesbury, Thame, Oxford ) stopp ing in the town 
c entre. The main town c entre bus stop  is a t a  stra tegic  loc a tion outside Thame Town 
Ha ll with links to the tra in sta tion. 

Genera l ac c essib ility is reasonab le with dropped  kerbs a t c rossing  points, on-street 
pa rking  provision with four d isab led  parking  spac es outside Thame Town Ha ll.  There 
is a  good  series of pedestrian fingerposts ac ross the town c entre a t key nodes.  There 
is however limited  p lac es to sit ac ross the town c entre with the exc ep tion of the 
a rea  a round  Thame Town Ha ll and  the spac e a longside the pub lic  toilets.  The town 
c entre is very c ompac t, rela tively fla t and  is ac c essib le to most peop le, a lthough 
naviga tion beyond  the main shopp ing areas needs to be improved .  There is limited  
p rovision for c yc lists within the town c entre in rela tion to ded ic a ted  c yc le routes and 
fac ilities for c yc le storage.  Through tra ffic  a long Cornmarket and  High Street does 
c rea te a  hostile environment for shoppers and  visitors and does not p rovide muc h 
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opportunity for dwelling  and enjoying  the market town environment.  Figure 9 
p rovides a  selec tion of images to illustra te ac c ess routes a round  Thame. 
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Figure 10 - Thame Town Centre 
  

Sourc e: Miller Researc h (UK) Ltd . 
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The town c entre of Thame is loc a ted a t a  stra teg ic  position within the town as well as 
its situa tion to the M40 road  c orridor.  The town is ac c essed  from the West via  the 
A418 and  the M40 whic h in turn links Oxford  with Aylesbury and  other towns in 
Buc kinghamshire and Bed fordshire.  Sma ller roads suc h as the A4128 c onnec t 
Princ es Risborough to the town and  simila rly, the B445 leads South to Chinnor and 
the A329 links to Ab ingdon and  other South Oxford  settlements.   

The town c entre is linea r with smaller sec ondary streets feed ing  into it as shown in 
Figure 10.  Bell Lane and  North Street p rovide ac c ess from the North to Wa itrose, its 
assoc ia ted  c a r park, and  the roads lead ing  into the main p rimary shopp ing streets of 
High Street, Cornmarket and  Buttermarket.  Sec ondary shopp ing streets exist within 
Upper High Street - the sec tion of High Street tha t is beyond  the roundabout junc tion 
with Bell Lane. The foc a l point of the town c entre is Thame Town Ha ll, situa ted  in the 
c entre of the High Street. 

Within our model, ac c essib ility is ra ted  under the following head ings: 

·  Car pa rking  - Supp ly and  management; 

·  Pub lic  transport - Level of p rovision; and  

·  Pedestrian /  Cyc le - Genera l ac c essib ility: Provision of pedestrian and  c yc le 
routes and  fac ilities. 

Footfa ll  

Footfa ll is the measurement of pedestrian flow within a  town c entre environment, 
whic h demonstra tes ac tivity tha t may lead  to d irec t purc hases or an assoc ia tion 
with town c entre rela ted  uses. In this p rojec t, we have not had  ac c ess to a  footfa ll 
c ount and  so an estima te has been used , based  on very limited  observa tions of 
Thame.  

Observa tiona l da ta  was taken midweek in August 2009.  A key genera tor of footfa ll 
in Thame a re the main c a r parks.  Footfa ll therefore gravita tes towards the north 
eastern edge of the town c entre where reasonab le footpa th wid ths exist. Pedestrian 
footfa ll peaks between 10am and  2pm.   

In rela tion to the south side of the main primary a rea , key d raws are Newitt & Sons 
(Butc hers), Boots the Chemist and  the Co-opera tive groc ery store.  Controlled  and 
unc ontrolled  c rossing points a long Cornmarket and  High Street a re used  by 
shoppers, but tra ffic  speeds and  parked  c a rs limit the volume of c ross town 
movement. 

Investment 

Ana lysis of renta l levels and  c ommerc ia l yields c an provide a  useful ind ic a tion of the 
reta il performanc e of a  town c entre.  In this study, we have researc hed  loc a l 
agents’  views on c urrent renta l yields and  demand  for p remises. 

Given the c urrent lac k of market ac tivity, renta l levels quoted  primarily reflec t a  
genera l tone of rents based  upon transac tions whic h are now up to 18 months old .  
Historic a lly, Buttermarket and  the lower end of High Street have been the Town’s 
p rimary shopp ing streets in terms of footfa ll and  renta l levels, where Zone A rents 
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range from c . £35 to £40.   These a re c ompara tively lower than c omparab le market 
towns of this size and is p robab ly due to the lac k of a  c ritic a l mass of multip le 
“ b rand”  names and  the p roximity of stronger c entres suc h as Aylesbury. 

The sec ondary reta il p itc hes of North Street and  upper end  of High Street have 
a ttrac ted  Zone A rents of £25 to £30. 

Confidenc e or Retail Performanc e 

The measurement of investor c onfidenc e in a  town, as illustra ted  by demand  from 
reta ilers and  p roperty investment yields has been estima ted . Rec ent information 
from Shop  Property, an industry standard  and  the lead ing  da tabase for reta iler 
requirement (Tab le 4) intelligenc e ind ic a tes tha t there a re c urrently twelve opera tors 
seeking representa tion in Thame.  This inc ludes nine A1 reta ilers and three for A3 use. 
Notab ly, some of the A1 interest is from lifestyle brands tha t the town is missing , with 
the A3 interest from c offee houses tha t a ttrac t family and  genera l shoppers to a  
town suc h as Thame.  Some d isc ount fashion interest is ind ic a ted  whic h would  
address some of the missing  fashion lines in the town. 

Table 4 - Reta ilers seeking location in Thame 
Retailer Floorspace (sq ft) 

Between The Lines  600  2,000  

Costa  1,000  1,500  

Fat Fac e Ltd  1,000  2,000  

Edinburgh Woollen Mill  1,500  3,000  

Monsoon Ac cessorize Ltd  600  2,150  

British Heart Foundation  600  1,000  

Phase Eight  700  1,500  

Timpson Ltd  100  500  

Caffe Nero  800  2,000  

Oddbins Ltd  500  700  

Subway  600  2,000  

Peac oc ks  4,500  5,500  

Sourc e: Shop  Property, Dec ember 2009 

Retail Diversity 

The d iversity of town c entre use is a  measure of how muc h spac e is in use for 
d ifferent func tions, suc h as shopp ing, offic es, c ultura l and  enterta inment ac tivities, 
restaurants, ac c ommoda tion, c ommunity and  educ a tiona l uses and  housing , 
amongst others.   A visua l survey of Thame was c arried  out to assess d iversity. 

In add ition to its reta il and  assoc ia ted  servic es, the town c entre has the following 
neighbouring  uses, c ontributing  to its overa ll d iversity for loc a l peop le and  visitors: 
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·  Lib ra ry and  tourist information c entre 

·  Polic e sta tion 

·  Thame Town Ha ll and  tourist information point 

·  Thame Museum 

·  Neighbouring  loc a l c hurc hes 

 

Retailer Representation 

This is an ana lysis of the present rep resenta tion of reta ilers wanting to c ome into a  
town c entre.  It foc uses primarily on na tiona l and  regiona l reta ilers, as a  ba lanc ed 
range of independents is ac c ounted  for in the reta il d istinc tiveness element of the 
survey. 

Thame town c entre has 22,276 sqm of c lass A1-A5 floorspac e whic h is the sec ond 
lowest in the d istric t, above Wa lling ford  and  some 8,880 sqm (40%) of this is in 
c omparison use. 

Figure 11 shows tha t a  tota l of 126 reta il and servic e units a re situa ted  within Thame 
town c entre. 72% of the town c entre is c onvenienc e and  c omparison reta il (A1) with 
13% being banks and  financ ia l servic es (A2), 4% being c a fes and  restaurants (A3), 
6% d rinking  estab lishments (A4) and  5% being fast food  takeaways (A5).   

Figure 11 - Types of Shops and Services 

 

Sourc e: GOAD 2009 
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Figure 12 shows the d istribution of ground  floorspac e within Thame town c entre by 
reta il use c lass (A1-A5). It revea ls tha t whilst the number of A1 units c overs a lmost 75% 
of the tota l number of units, the ac tua l floor spac e is less than a  third .  This ind ic a tes 
tha t the units a re of a  sma ll to med ium footprint, as with most market town c entres, 
with financ ia l servic es only having  17 town c entre units but oc c upying a lmost the 
same spac e. A signific ant p roportion of units oc c upy la rge frontages within the town 
c entre suc h as p roperty agents, High Street banks and  assoc ia ted  financ ia l servic es.  
Interesting ly pub lic  houses have more or less the equiva lent number of p remises 
ac ross the town c entre as restaurants, but have a lmost 40% more floorspac e. 
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Figure 12 - Distribution of Town Centre Floor space 

 

Sourc e: GOAD 2009 

Thame is p redominantly an independent shopp ing destina tion with approxima tely 
10% of its reta il offer being  oc c up ied  by na tiona ls.  Tab le 5 ind ic a tes the range of 
na tiona l reta ilers p resent within the town c entre. 
 
Table 5 - National Reta ilers Present in Thame 

Retail       Food 
and 
Drink 

Banks   

Boots the Chemist 
Cargo 
Clinton Cards 
Co-operative Convenience Store 
Johnsons 
Martins 
Oxfam 
Robert Dyas 
Sainsburys (under refurb ishment at time of 
survey) 
Steamer Trading 
Waitrose 
Whitta ls Wine  

Prezzo Barc lays 
HSBC Bank 
Lloyds 
Bank 
Na t West 

 

Sourc e: GOAD 2009 

Whilst p revious ana lysis demonstra ted  the d istribution of reta il and  servic es ac ross the 
use c lasses, it is important to a lso understand  the range of shops and  servic es 
ava ilab le within c onvenienc e, c omparison and  servic e areas.  Figure 13 ind ic a tes 
the types of shops and servic es tha t a re provided  for: 
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Figure 13 - Distribution by Types of Goods and Services 

 

Sourc e: GOAD 2009 

Notab le gaps in the reta il offer inc lude: 

·  Food  & d rink – Adequa te variety of opera tors, but limited  ‘qua lity’  offer. Lac k 
of good / high qua lity restaurants, c a fes & delic a tessen (other than butc hers). 
There is good  range of Ita lian and  Ethnic  c uisine but a  spec ific  lac k in British 
and  loc a l food  and  d rink, in add ition to a  family based  offer. 
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·  Greengroc ers and  fishmongers – fruit and  vegetab les whilst p rovided  by the 
three town c entre based  food  stores is not tha t visib le within the street offer, 
a lthough a  fishmonger does sell a t the weekly outdoor market. 

·  Va riety, department and  c a ta logue – probab ly due to the size of the town 
there is no loc a l department store or c a ta logue based  outlet.  These a re 
usua lly p rovided  by ind ividua l, independent outlets tha t p rovide home, 
furniture, c lothing  and  g iftware. 

·  Fashion – Absenc e of reta ilers c a tering  for young and  mid  range fashion. 

Vac anc y Rates 

The p resenc e of vac ant g round  floor units in a  town c entre is a  visib le ind ic a tor of 
how the town is trad ing . Vac ant units c an be due to fac tors suc h as the loc a tion of 
the unit, immedia te environmenta l c ond itions, servic ing  fac ilities, ownership , and  the 
degree of c onfidenc e in investing  in the town c entre.   

At the time of the survey (August 2009), Thame had  a  rela tively low number of units 
tha t were vac ant. Only 3 units within the primary shopp ing frontage of Cornmarket 
and  High Street were vac ant whic h were the former Woolworths site, the Ab ingdon 
Arms and  a  ground floor former solic itor’ s offic e, next door to the lingerie shop on 
High Street.  This equa tes to 2% of the whole ground  floor reta il stoc k, whic h is 
signific antly below the na tiona l UK average (c urrently 8.5%).  However sinc e the 
survey, the former Woolworths is being  refurb ished  into a  Sa insbury’s c ommunity 
foodstore and  we understand  tha t the Ab ingdon Arms is to be reopened  as a  pub .  
No other vac ant town c entre units were identified  a t the time of the survey.  

 

3.4. Retail Distinc tiveness Overview 

In c ompiling  the d istinc tiveness methodology, we set a  number of guid ing  p rinc ip les, 
whic h underp in the ac tua l va riab les measured  through the town survey work. These 
inc lude: 

·  Distinc tiveness is not nea t: it is not marketing , it is fuzzy, overlapp ing , and  
nec essarily inc lusive, and  impossib le to p in down p rec isely;  

·  Loc a l peop le have p rimac y: if they feel a  p lac e is d istinc tive, then it is – and 
this c an be used  to d raw in outsiders;  

·  Distinc tiveness must be authentic : wha t is d istinc tive is not usua lly susc ep tib le 
to marketing  unless it has genuine roots – often historic  roots – in the p lac es 
where it is c la imed ; 

·  Assets a re more than just ec onomic : they might be a  c ommuna l memory 
about a  p lac e or a  sense of good  neighbourliness. They will not a lways be 
assets tha t c an be exp loited  ec onomic a lly, though they may make 
ec onomic  exp loita tion easier; 

·  Sma ll things are as important as b ig  things: it is the texture tha t makes a  p lac e 
authentic  as muc h as rec ordab le ec onomic  assets, and  very sma ll c hanges – 
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like signage or the remova l of very sma ll eyesores – c an enhanc e peop le’s 
sense of authentic ity as muc h as anything  tha t requires major investment; 

·  Distinc tiveness requires a  sense of responsib ility: build ing d istinc tiveness 
normally requires new loc a l institutions or p rac tic a l a llianc es c apab le of 
b ring ing  loc a l stakeholders together to make things happen; 

·  History g ives dep th to a  p lac e: it g ives added  d imensions – but it has to be 
about history a live and well today, ra ther than just about the past whic h leads 
to deadness. 

The reta il d istinc tiveness survey foc uses on a  number of a reas: 

·  The independent reta il offer; 

·  Food  and  d rink; 

·  Customer c a re; 

·  The town c ontext; 

·  Townsc ape; 

·  Streetsc ape; and  

·  Street elements and  furniture 

Within eac h of these va riab les, some simple ind ic a tors have been developed  whic h 
c an be easily surveyed  in the ta rget town. The sc oring  for eac h of these is weighted 
bac k to the results of the orig ina l market researc h, to ensure tha t important fac tors 
a re g iven grea ter signific anc e in the results. 

 

Independent Retail  

Thame is domina ted  by independent reta ilers whic h p rovide a  ric h mix of interesting 
shopp ing for a  town of its size. The independent sec tor has a  number of strong 
c lusters in rela tion to spec ific  goods and  servic es as well as by loc a tion.  Figure 14 
has been c rea ted  whic h dep ic ts the ac tivities of a ll businesses in Thame 5.  The size of 
the word  rela tes to its frequenc y, so the la rger it is, the more times tha t word  has 
been c ited .  It is evident tha t lad ies fashion, ha ir, hea lth and  beauty and  home-ware 
a re key c lusters. Jewellery, butc hers, bakeries and  books are a lso frequently c ited  
and  as a  result ac t as supporting  ac tivities within the independent reta il offer for the 
town. 

                                                 

5 Goad Networks, modified  06/ 10/ 2009, selec ted  outlets – use c lass A1, A2, A3, A4, A5, ASG, B1, B2, D1, D2. 
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Figure 14 - Independent Reta il Clusters: Word Cloud 

 

Sourc e: Miller Researc h (UK) Ltd . 

Thame does not have a  d istinc t independent reta il a rea  or street: some outlets a re 
sa t a longside na tiona l reta ilers, ma inly due to the d ifferenc e in size of ad jac ent 
p roperties whic h c onstra ins investment from multip les.   

However, there are a reas of Thame tha t p rojec t themselves as being  a  c ollec tive of 
d istinc t reta ilers, e.g . the mix of shops and  servic es on Upper High Street suc h as 
Greens, the Aga  Shop , Rumsey’s, the florists and  further a long, the Delphine Art shop  
and  bakers.  North Street is a lso a  key destina tion for shoppers seeking  Lad ies Fashion 
with a  pa rade of shops visib le on a rriva l from the northern.   

There are a lso some isola ted but destination based reta ilers such as What’s Cooking  
(delicatessen), Rosemary and Time (c loc k shops) and Gallant (menswear shop) which are a 
d irec t draw for shoppers and have a resultant link to other town centre businesses (see 
images in  
Figure 15).  There are emerging reta il c lusters suc h as jewellers tha t possess a  
d istinc tively persona l touc h, selling  spec ia list items tha t require c ollec tive marketing 
as an add itiona l reta il a ttrac tor. 

 
Figure 15 - Distinc tive Independent Reta il: Images 
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Sourc e: Miller Researc h (UK) Ltd . 

 

The survey of independent reta ilers foc uses on the types of shops desc ribed as 
important to the visitor appea l of a  small town. The va riab les measured  inc lude: 

·  Whether opening hours and  days are d isp layed ; 

·  The extent of loc a l or d istinc t p roduc e in the shop  window d isp lay; 

·  The extent to whic h this is c a rried  through onto the shop  floor within; 

·  Cohesion: Is the reta iler a  member of a  spec ia list trade group  or loc a l business 
assoc ia tion? 

·  Does the shop  open beyond  the standard  9-5 day? 

·  How many days a  week a re the p remises open? 

·  Fina lly, does the town have an “ ic onic  reta iler”  – tha t is the kind  of shop tha t 
will make visitors go out of their way to visit? 

Figure 16 below shows the qua lity of the independent reta il sec tor in rela tion to key 
ind ic a tors.  Key messages inc lude: 

·  Just ha lf of the independent reta ilers d isp lay their hours of business c lea rly; 

·  The majority of loc a l businesses take p ride in their shop  window d isp lays in 
terms of p resenta tion, d isp lay loc a l p roduc e or spec ia list goods, other 
information and  this tends to c a rry through to the shop  floor; 

·  Less than a  third  of independent businesses p resent to their c ustomers tha t 
they a re members of a  trade assoc ia tion, have a tta ined  a  spec ific  
ac c red ita tion or a re members of independent reta il initia tives suc h as fa ir-
trade, slow food , guild  of......, federa tion of sma ll businesses and  or members 
of loc a l business networks suc h as Thame First.  Overa ll, there is not a  sense in 
Thame tha t there is a  networked  business c ommunity through joint 
marketing / p romotions and  awareness ra ising ; 

·  In rela tion to opening hours some businesses do c lose for lunc h or opera te 
ha lf day c losings (Wednesdays) whic h c an impac t on c onsumer c onfidenc e 
ac ross the overa ll reta il offer. 

Figure 16 - Distinc tiveness Survey: Results for Independent Reta il 
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Sourc e: Miller Researc h (UK) Ltd . 

 

Food and Drink 

The market town of Thame is perc eived to have a  food and d rink offer tha t is built on 
its rura l setting , its agric ulture and  its fa rming c ulture, so it is surp rising  tha t the food  on 
offer is not of d istinc t Thame orig in. It is represented  by a  trad itiona l c a fe c ulture, 
European and  ethnic  c uisine with limited  British or reg iona l based  menus. Figure 17 
shows the dominanc e of segments within the food and d rink sec tor. The size of the 
word  rela tes to its frequenc y, so the la rger it is, the more times tha t word  has been 
c ited 6.  There is a  strong pub sc ene but a  d istinc t lac k of family offer. Add itiona lly, 
there is a  limited  range of qua lity loc a l food . 

Figure 17 - Distinc tive Food and Drink Clusters: Word Cloud 

 
Sourc e: Miller Researc h (UK) Ltd . 

 

                                                 

6 Goad  Networks, mod ified  06/ 10/ 2009, selec ted  outlets – use c lass A1, A2, A3, A4, A5, ASG, B1, B2, D1, D2. 
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Independent food  and  d rink is sc a ttered  ac ross the town c entre with a  c luster of 
pub lic  house, restaurants and  gastro pubs in High Street, c entred  on the junc tion 
with Bell Lane. The Rising  Sun, The Tha tc h and  other qua lity ea teries a re within a  short 
d istanc e.  Ac knowledg ing the c ontinued  investment in the Spread  Eag le Hotel and 
its stra teg ic  loc a tion as the sole High Street ac c ommoda tion p rovider, this fac ility has 
grea t potentia l in terms of anc horing  the town as a  food  destina tion. 
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Figure 18 shows the segmenta tion of food  and  drink in Thame with popular d ining 
and  pub  food  representing  ha lf of the offer and  only 8% in fine d ining  or spec ia list 
c uisine.  Over a  quarter of the food  and  d rink sec tor c omprises c offee and  tea  shops 
and  c a ters for the daytime c ustom tha t visits the weekly markets and  town c entre 
shops. 
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Figure 18 - Food and Drink Segmentation 

 

Sourc e: Miller Researc h (UK) Ltd . 

 
Figure 19 - Distinc tive Food and Drink: Images 

 

Sourc e: Miller Researc h (UK) Ltd . 

 

The food  and  drink survey looks a t p remises selling  hot food  and  d rinks – both 
a lc oholic  and  non-a lc oholic . The va riab les measured  inc lude: 

·  Whether opening hours and  days are d isp layed ; 

·  The extent of loc a l or d istinc t p roduc e on the menu and  whether it is 
ac knowledged ; 
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·  The d iversity of the food  and d rink offer, in terms of Fine Dining / Spec ia list, 
Popular Dining / Pub  Food , Fast Food  or Takeaway and  Coffee Bar/ Tea  Shop ; 

·  Cohesion: Is the reta iler a  member of a  tourism group  or loc a l business 
assoc ia tion? 

·  Wha t hours a re the premises open – is it just daytime, just evening or both? 

·  How many days a  week a re the p remises open? 

Figure 20 below shows the qua lity of the independent food  and  d rink sec tor in 
rela tion to key ind ic a tors.  Key messages inc lude: 

·  Only a  third  of food  and  d rink business d isp lay opening hours, whic h 
c onstra ins p lanning for visitors on short stay b reaks; 

·  Less than a  fifth of food  and  d rink business overtly d isp lay the use of loc a l 
p roduc e within their menus; 

·  There are numerous pubs, c offee houses and  c a fes but restaurants and  fine 
d ining  tend  to lac k bread th and  qua lity whic h does not p rojec t a  positive 
identity for Thame; 

·  Food  and d rink businesses do not d isp lay any assoc ia tions with loc a l food 
p romotions, apart from SODC’s Food  Hygiene sta r ra ting  sc heme; 

·  Most estab lishments tend  to be open ac ross the whole day and the whole 
week lead ing  to an ac c essib le offer for shopper and  evening time visitors.  

Figure 20 - Distinc tiveness Survey:  Results for Independent Food and Drink 

 

Sourc e: Miller Researc h (UK) Ltd . 

Customer Care 

A mystery shopper is used  to assess c ustomer c are, by visiting  the shop  or restaurant 
unannounc ed  to the reta il assistant or shop  owner.  Miller Researc h undertook a  10% 
sample of loc a l businesses during  mid  week visits to a  number of shops, food  and  
d rink outlets and  other servic es. 
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Miller Researc h sc rutinised  the qua lity of c ustomer c are they rec eive in a  number of 
a reas inc lud ing : 

·  Initia l welc ome: the length of time taken to greet the mystery shopper;  

·  Friend ly servic e: the degree of friend liness demonstra ted ;  

·  Willingness to engage: read iness to devote time to the mystery shopper;  

·  Knowledge of p roduc ts; and   

·  Attention to deta il and added  va lue to c ustomer servic e.   

 

Our initia l p ilot market researc h into reta il d istinc tiveness demonstra ted  tha t shoppers 
expec t a  more persona lised  and  higher qua lity c ustomer c a re experienc e than 
la rger urban c entres.  It is c lear tha t a  number of spec ia list independent reta ilers a re 
p rovid ing  d istinc t shopp ing experienc es with green pac kaging, vouc her and 
inc entive sc hemes, bespoke p roduc ts and examples of added  va lue in terms of 
home delivery, loc a l knowledge and  visitor information.  Figure 21 and Figure 22 
p rovide illustra tive examp les of suc h d istinc tive c ustomer c a re. 

 
Figure 21 - Distinc tive Customer Care: Images 
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Figure 22 - Presenting Distinc tiveness: Images 

 

Sourc e: Miller Researc h (UK) Ltd . 

 

Figure 23 below shows the qua lity of Thame’s c ustomer c a re in rela tion to key 
ind ic a tors.  Key messages inc lude: 

·  Thame projec ts a  warm welc ome to visitors and  embrac es its village 
a tmosphere, with shop-workers being  friend ly a fter the initia l welc ome in 
terms of understand ing the shoppers’  requirements, reason for their visit and 
assisting  them with the purc hase; 

·  Most shop-workers and  serving  sta ff had  a  good  knowledge of p roduc ts in 
terms of tec hnic a l knowledge, c omparison items, referra ls, sourc e of loc a l 
food  and  rec ommenda tions; 

·  Of the businesses samp led , there was a  strong c ulture of added  va lue in 
terms of g ift wrapp ing, pac kag ing, p romotion of other reta il-rela ted  events, 
c omplementa ry c hoc ola tes, amongst others. 

Figure 23 - Distinc tiveness Survey: Results for Customer Care 

 

Sourc e: Miller Researc h (UK) Ltd . 
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Markets  

Markets c an be fundamenta l to the qua lity of shopp ing and the overa ll visitor 
experienc e in market towns, as they a re often pa rt of the trad itiona l sc ene, having 
traded  for c enturies and  c rea ting  market days tha t b ring  in loc a l residents and 
visitors from further a field . 

With good  management and  organisa tion, markets c an a lso add  life both to market 
p lac es and  main streets, c omplementing  loc a l shops, c a fes and ea ting p lac es and 
other a ttrac tions.  They a lso p rovide an opportunity for peop le to showc ase loc a l 
p roduc e and  p rovide the link between the town and  its immed ia te c ountryside. 

Figure 24 - Thame General Market 

 

Sourc e: Miller Researc h (UK) Ltd . 

 

Thame has a  number of markets: a  weekly market held  on a  Tuesday and  a  fa rmers 
market held  on the sec ond  Tuesday of eac h month.  The markets are held  in the c ar 
pa rk next to Montesson Square and  a re run by Thame Town Counc il.  Miller Researc h 
surveyed  the weekly market on Tuesday, 4th August 2009.  Figure 24 p rovides 
illustra tive images of the Thame market. 

The qua lity of the market c an be fundamenta l to the overa ll reta il d istinc tiveness of 
a  town. The market is surveyed  on the following points: 

·  Frequenc y of oc c urrenc e; 

·  Opening hours; 

·  Number of sta lls; 

·  Overa ll vib ranc y; and  
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·  Promotion of loc a l or d istinc t goods. 

Figure 25 below shows the qua lity of Thame’s weekly genera l market c ustomer c a re 
in rela tion to key ind ic a tors.   

Key messages inc lude: 

·  Good  c ritic a l size of market with a  number of fruit and  vegetab le sta lls, 
fishmonger, a rtisan bread  maker, p lants and  flowers, c lothing , ha ts, footwear, 
belts and  other d ry p roduc ts; 

·  The genera l market was observed  to run from early morning  through to mid  
a fternoon, often d ic ta ted  by volume of c ustomers; 

·  The frequent na ture of the market does put Thame on the map  for shoppers 
and  visitors with it being  seen as pa rt of the overa ll a ttrac tiveness of the town 
c entre; 

·  The genera l market has a  good  number of sta lls tha t a re d iverse in na ture and 
c rea te a  c ritic a l mass tha t is a ttrac tive to shoppers.  Its loc a tion on the edge 
of the p rimary shopp ing a rea  p rovides anima tion to the town c entre and 
a ttrac ts in-d irec t trade; 

·  The layout of the market c rea tes a  vib rant a tmosphere tha t a llows for “ market 
banter”  and  reflec ts the persona lity of the town.  Conversa tions with sta ll-
holders demonstra ted  a  strong loya lty to the market and  a  sense tha t it was a  
strong market in trad ing  terms; 

·  A number of sta lls suc h as fruit and  veg and  the artisan baker were d isp laying 
loc a l p roduc e. 

Figure 25 - Distinc tiveness Survey: Results for Markets 

 

Sourc e: Miller Researc h (UK) Ltd . 

 

The Town Context 
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This first pa rt of the survey of physic a l elements of the town is based  on a  simp le set 
of ind ic a tors to assess the qua lity of the town setting  in its wider landsc ape, a long 
with the initia l impressions ga ined  from the qua lity of approac h to the town: 

·  How does the town fit in its wider landsc ape? Is there a  perc ep tion of it fitting 
in with the surround ing c ountryside? 

·  How does it announc e itself? 

·  Is there a  sense of a rriva l? 

·  Is the entranc e to the town impressive? Clean? Well Ma inta ined? 

·  Perc ep tion of setting . 

Figure 26 shows the results of the town c ontext element of the survey.  The town 
c entre is set within a  c onta ined  suburban setting , but open c ountry is never fa r 
away. The linea r pa ttern of the town c entre sp reads west towards the c hurc h of St 
Mary. The linea r form of the c entre is foc ussed  on the Town Ha ll, whic h oc c up ies an 
island  position within the b road  high street. 

Approac h by vehic le 

Park Street and  High Street form the axis of the approac h from the east and  west. 
There are c a r pa rks to the rea r of the ma in shopp ing street, a ttac hed  to 
supermarkets, and add itiona l spac es within the body of the ma in street east and 
west of the Town Ha ll. 

Approac h by foot 

The approac h from Wa itrose c a r pa rk is through a  newly c rea ted  shopp ing arc ade 
whic h is very ac tive. The footways from either end  of the town are of generous wid th 
a lthough tra ffic  speeds a re a  c onc ern and  c rossing  points rela tively limited . 

Figure 26 - Distinc tiveness Survey:  Results for Town Context 

 

Sourc e: Miller Researc h (UK) Ltd . 

Townsc ape 

This pa rt of the survey p rovides a  visua l assessment of how well the elements of the 
town fit together to c rea te a  c ohesive c ha rac ter.  The following items are 
c onsidered  for this purpose and  the results c an be found  in Figure 28.  
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·  How c omplete is the streetsc ape? Is it c ontinuous, or is there a  mix of 
a rc hitec tura l style and  age of build ings? 

·  Does the town offer a  sequenc e of spac es whic h invite exp lora tion? 

·  Are there ac c essib le pub lic  spac es tha t peop le want to use, to relax, meet 
others and  pass time? 

·  Is there a  market? If so, does it add  to the c harac ter of the town? 

·  Townsc ape. 

·  Historic  c harac ter. 
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Figure 27 - Thame Town Centre: Images 

 

Sourc e: Miller Researc h (UK) Ltd . 

 

Thame has an unusua lly b road  market p lac e reflec ting  its historic  role as a  market 
town. The loc a l p lac e names, Buttermarket and  Cornmarket reflec t this role. Muc h of 
the historic  c ore rema ins, with a  typ ic a lly Eng lish c ollec tion of d iverse 2-3 storey 
build ings in trad itiona l ma teria ls: mellow b ric k Georg ian townhouses and  shops with 
generous windows, rendered  shop  build ings, a  rura l Vic torian Town Ha ll in b ric k.  
Figure 27 p rovides images of Thame town c entre.   

There a re a  few new build ings of 1970s-80s vintage whic h are poorly finished  and 
deta iled , and  detrac t from the loc a l c harac ter on the north side of the High Street. 

Sequenc e of spaces 

This is a  linear c entre based  around  a  b road  market spac e. Muc h of the spac e is 
taken up , when there a re no markets or events, with a  virtua l sea  of c a r pa rking 
whic h detrac ts from the historic  c harac ter of the town. The more intima te spac e 
a round Buttermarket has been repaved  and  g iven a  more pedestrian na ture, whic h 
suits its more intima te sc a le.  

There is a  d istinc tly d ifferent feel to Cornmarket and  High Street whic h are b roader in 
sc a le, and  have an “ any town”  feel bec ause of the dominanc e of tra ffic . There is 
little sense of a  c entra l p lac e as in Henley and  Wa lling ford . Bec ause of this, many of 
the more interesting and  c omfortab le spac es are found  off the main road- the 
Shambles, Greyhound Wa lk, Swan Wa lk, Buttermarket for examp les. The most 
obvious green spac e is the War Memoria l ga rden a t the end  of Upper High Street. 

Use of Public  Spac e 
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The town is busy and thriving , but the flow of pedestrians is kep t to the sidewalks of 
the High Street and  there are some delays in c rossing  the busy road. 

 

The contribution of the market (p lace) 

The la rge open spac es c an be well used  for la rge events and  fa irs. At other times 
however the la rge open expanses of ta rmac  and  parking  have a  degrad ing  effec t. 

Figure 28 - Distinc tiveness Survey: Results for Townscape 

 

Sourc e: Miller Researc h (UK) Ltd . 

Streetsc ape 

The streetsc ape element of the survey looks a t how the street fixtures and  fab ric  
c ontribute to the d istinc tiveness of the town.  

This pa rt of the survey inc ludes: 

·  The use of app rop ria te build ing  and  paving  materia ls;   

·  The extent to whic h the shop  fac ades and shop windows are approp ria te 
and  c ontribute to the c harac ter of the town; and  

·  The sta te of ma intenanc e of the street – street c leaning , lac k of vanda lism or 
g ra ffiti. 

The results of the streetsc ape element of the survey c an be found  in Figure 29 and  a  
na rra tive follows. 

Appropriateness of build ing materia ls 

In genera l the mix of b ric k, render, stone and ha lf timbering  with trad itiona l frontages 
and  p itc hed roofs is typ ic a l of loc a l c ounty towns. This reac hes its best and  most 
d iverse exp ression in a reas suc h as the junc tion of Buttermarket with North Street- a  
riot of styles, ma teria ls and  sc a les tha t is utterly Eng lish. 

Appropriateness of paving materia ls 
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The high point in materia ls a re the a reas of stone and  setts whic h have been 
introduc ed  a round  Buttermarket, being  muc h more in sympa thy with sc a le and 
pedestrian c harac ter.  

Elsewhere, there is too muc h ta rmac  and  b landness. 

Shop fac ades and c harac ter 

There are many good  shop  fac ades, in sc a le and  harmony with build ings they 
oc c upy, and  many of these are ma tc hed  by a ttrac tive and  informing shop  window 
d isp lays. They form the ma jority, but only just. There a re a lso some rea l monstrosities 
whic h stand  out, suc h as the now defunc t Woolworths. 

Cared for streets 

The streets a re well ma inta ined .   

Figure 29 - Distinc tiveness Survey: Results for Streetscape 

 

Sourc e: Miller Researc h (UK) Ltd . 

Street elements and furniture 

The street elements sec tion examines the c ontribution of the street fittings to the 
overa ll d istinc tiveness, inc lud ing : 

·  The appropria teness of the street furniture, p lanters and  signage; 

·  Does the lighting  c ontribute to the town’s c harac ter? 

·  Are there trees on the street and  do they fit with the built environment? 

·  Are hang ing baskets c ontributing  to the overa ll effec t? 

·  Street furniture/ lighting / signage. 

The results of this sec tion of the survey c an be found  in Figure 30.  The furniture style is 
la rgely reproduc tion Vic torian in style with some more modern lighting  c olumns and 
sea ts, a ll finished  in b lac k, unob trusive and  approp ria te to the loc a l style. 

Street trees 

There are a  number of trees a round  the pa rking  area  on Upper High Street, whic h 
have a  signific ant effec t in softening  an otherwise ha rsh environment 

Planters/ baskets 
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The Memoria l ga rdens a re the most spec tac ula r d isp lay of greenery and  c olour, but 
there are p lenty of hang ing baskets a round  the town whic h add  to the d isp lay. In 
rela tion to the overa ll sc a le of spac e, there c ould  be more. 

 

 

Figure 30 - Distinc tiveness Survey: Results for Street Elements and Furniture 

 

Sourc e: Miller Researc h (UK) Ltd . 

 

3.5. Overall Distinc tiveness Profile 

Overa ll, Thame ra ted  a  tota l of 355 points out of a  potentia l sc ore of 600. By p lotting 
the overa ll d istinc tiveness sc ore aga inst tha t for vita lity and  viab ility, we c an see 
Thame in rela tion to other towns tha t have been through the Reta il Distinc tiveness 
p roc ess. The ma jority of these a t p resent a re in NE England , but the results show 
some interesting  c ompara tors. 

This is shown in Figure 33, with Thame demonstra ting  for its size of town c entre it is 
rela tively vib rant but c ould  ac c ommoda te some missing  shops and  servic es.  Its 
c ompac tness, ava ilab ility of parking , and  ease of getting  around  a re key selling 
points with its physic a l environment p rojec ting  a  rura l c ha rac ter a t times.  Its market 
town c harac ter underp ins its uniqueness, a long with its markets and  village 
a tmosphere.  There a re strong independent reta il c lusters whic h c an ac t as anc hors 
for build ing  the town as a  reta il destina tion inc lud ing  lad ies fashion, hea lth and 
beauty, home and  g ifts, jewellery and  loc a l p roduc e. 
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Figure 31 ind ic a tes its p rofile of d istinc tiveness.  The c hart shows the rela tive strengths 
of the town and  a reas for improvement.  Key messages a re: 

·  There a re some strong c lusters of independent reta il sec tors as shown in Figure 
32 suc h as lad ies fashion, hea lth and  beauty, books, home-ware, g ifts and 
jewellery with emerging  growth in fresh p roduc e.  The offer however lac ks 
c ohesiveness in terms of marketing and positioning  within the town c entre 
and  its immedia te hinterland ; 

·  Food  and  d rink needs to be more d iverse and  p resent a  better range and 
qua lity of offer tha t appea ls to loc a l families, day-trippers and  visitors on short 
stay b reaks.  Food  needs to be honest ra ther than exc lusive and needs to 
p resent the identity of Thame through the ea ting  environment in terms of 
loc a l sourc ing , p resenta tion, knowledge of p roduc e and  bec ome visitor 
foc ussed ; 

·  There needs to be a  stronger assoc ia tion and  network between town c entre 
shops and  servic es so tha t visitors have c onfidenc e in the experienc e in 
rela tion to opening times, c ustomer c a re, visitor information;  

·  Thame needs to estab lish a  well c onnec ted  business c ommunity whic h 
p resents an integra ted  produc t tha t will result in extended dwell times, 
inc reased  expend iture, repea t visits and  greater c ustomer sa tisfac tion; 

·  Thame’s warm welc ome is evident in loc a l shops and  businesses with some 
businesses demonstra ting  a  c lear knowledge of their p roduc ts or servic es and 
tend ing to go the extra  yard .  There is a  need  to look a t how the whole 
business c ommunity p romotes the town through joint marketing  and  other 
initia tives; 

·  The weekly and  fa rmers markets a re key a ttrac tors and  underp in the market 
town feel for Thame.  The size, range of sta lls is good  and  c ontributes to the 
range of good  and  servic es sold  in Thame town c entre; and  

·  In physic a l terms, Thame is a  linear c entre based  a round  a  b road  market 
spac e. Muc h of the spac e is taken up , when there a re no markets or events, 
with a  virtua l sea  of c a r parking  whic h detrac ts from the historic  c harac ter of 
the town.  The built environment is genera lly strong, but a  number of 
frontages a long High Street detrac t from the overa ll market town feel. 

By p lotting the overa ll d istinc tiveness sc ore aga inst tha t for vita lity and  viab ility, we 
c an see Thame in rela tion to other towns tha t have been through the Reta il 
Distinc tiveness proc ess. The ma jority of these a t p resent a re in NE Eng land , but the 
results show some interesting  c ompara tors. 

This is shown in Figure 33, with Thame demonstra ting  for its size of town c entre it is 
rela tively vib rant but c ould  ac c ommoda te some missing  shops and  servic es.  Its 
c ompac tness, ava ilab ility of parking , and  ease of getting  around  a re key selling 
points with its physic a l environment p rojec ting  a  rura l c ha rac ter a t times.  Its market 
town c harac ter underp ins its uniqueness, a long with its markets and  village 
a tmosphere.  There a re strong independent reta il c lusters whic h c an ac t as anc hors 
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for build ing  the town as a  reta il destina tion inc lud ing  lad ies fashion, hea lth and 
beauty, home and  g ifts, jewellery and  loc a l p roduc e. 
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Figure 31 - Distinc tiveness Survey : Overall Results 

 

Sourc e: Miller Researc h (UK) Ltd . 
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Figure 32 - Distinc tive Thame Clusters 
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3.6. Plotting Distinc tiveness 

Figure 33 - Distinc tiveness Scatter gram  

 

Sourc e: Miller Researc h (UK) Ltd . 
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4. Workshop Outputs 

4.1. Engagement 

Four workshops were held  for Thame stakeholders, who were rec ruited  through a  mix 
of c hannels: 

·  21st Century Thame Partnership  and  its c onstituent g roups 

·  Thame First 

·  The Town Counc il 

·  South Oxfordshire Distric t Counc illors and  Offic ers 

·  Da tabase of town rep resenta tives a ttend ing  the South Oxfordshire Market 
Towns networking  event in 2008 

·  Direc t app roac hes to town c entre businesses 

Throughout the proc ess, those who 
c ould  not a ttend the sessions were kep t 
informed  of p rogress via  e-ma il and 
information on the SODC website. 

 

Engagement in develop ing  d istinc tive 
market towns is important in terms of 
build ing  c apac ity, c onfidenc e 
amongst pa rtners as well as reac hing 
c onsensus on a reas for ac tion.  Over 
the five month study, the following 
opportunities for engagement have 
oc c urred : 

·  One to one meetings with key loc a l pa rtners suc h as Thame Town Counc il, 21st 
Century Thame Partnership , Thame First and  South Oxfordshire Distric t Counc il; 

·  Interviews with loc a l businesses to understand  their c onc erns, ideas and  how 
they wish to engage in future ac tions; 

·  An initia l presentation to Thame First on 23rd  Sep tember 2009 to sha re initia l 
find ings on how d istinc tive Thame is; 

·  Workshop 1 on the 14th Oc tober 2009 c overed  a  number of ac tivities: 

-  Fac t-find ing  trip  to Woodstoc k for 25 loc a l Thame rep resenta tives; 

-  A visitor journey to Thame to understand  how visitors perc eive the 
town c entre through a  number of visitor segments; 

-  Sharing  of reta il d istinc tiveness find ings; 

-  Shap ing areas of ac tion and  review p revious market town ideas. 

Thame Workshop  
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·  Workshop 2 on the 11th November 2009 provided the opportunity for over 30 
Thame rep resenta tives to listen to the interim find ings of the overarc hing  
study, a llowing some time to network with partners in Henley and Wa lling ford .  
The workshop  a lso introduc ed  Miller Researc h’s marketing assoc ia te Steve 
Capell who led  a  marketing  workshop  to develop  a  “ mood  board ”  and  a  
c rea tive brief for the town. 

·  Workshop 3 on the 24th November 2009 was the fina l loc a l session, where 
Steve Capell p resented  a  range of b rand  op tions for Thame and  Miller 
Researc h p resented its emerging  delivery p lan.   Feedbac k was rec eived  on 
the b rand  op tions with over 30 peop le prioritising  ideas and  c hec king  if they 
would  have a  meaningful impac t for the town c entre. 

4.2. Best Prac tic e – Trip to Woodstoc k 

As pa rt of the first forma l workshop  session, loc a l pa rtners took 
a  visitor journey to nearby Woodstoc k to understand how the 
business c ommunity was c rea ting  a  d istinc tive destina tion.  
Whilst it was ac knowledged  by the c oac h pa rty tha t 
Woodstoc k has a  d ifferent role and  func tion to Thame, some 
key lessons were lea rnt:  

·  Destina tion p lac e – underp inned  by Blenheim Pa lac e; 

·  Oxfordshire Museum is a  c entra l a ttrac tion and  fac ility 
within the ma in street – museum, c a fé, TIC, sc ulp ture 
ga rden – provides a  number of func tions – 
educ a tiona l, relaxa tion, food  and  drink, tourist 
information; 

·  Town Ha ll – makes good  use of immedia te spac e – 
pub lic  rea lm, sea ting , p lanting , foc a l spac e; 

·  Conta ined  and  c ompac t – ease of naviga tion in terms 
of shop  frontages, c olours, style, footways, simp le 
landsc ap ing; 

·  Diverse food  and  d rink offer in terms of c offee houses, 
pub  food , hotels and  within museum – wide appea l; 

·  Simple and  leg ib le pedestrian signposting ; 

·  Pavements well managed  in terms of A Boards, tab les 
and  sea ts, genera l c leanliness; 

·  Ma ture trees frame the streets and  add  to the c ha rac ter. 

 

4.3. Choosing Market Segments 

 

 

Images of Woodstoc k 
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In order to see Thame as a  visitor, workshop pa rtic ipants were enc ouraged  to see 
their town as a  first time visitor might. Prior to c a rrying  out the exerc ise on the street, 
the group  was p resented  with a  series of market segments based  on the ArkLeisure 
model. By reviewing these, the groups dec ided  whic h segments were most 
appropria te as ta rgets for Thame.  The ArkLeisure model is a  segmenta tion model 
based  on the va lues and  beliefs of peop le who engage in leisure and  tourism. Based 
on a  da tabase of app roxima tely 150,000 UK residents, the model c a tegorises the 
motiva tiona l d rivers tha t influenc e leisure and  tourism c hoic es.  The model identifies 
eight segments (dep ic ted  in Figure 34) positioned  aga inst two axes.  The vertic a l axis 
ind ic a tes the market segment’ s p ropensity to innova te whilst the horizonta l axis 
illustra tes a  segment’ s degree of independenc e.  Those persons who find  themselves 
a t the uppermost portion of the model will be those who are the market innova tors – 
tha t is the first to try out new things.  These types of peop le a re c a tegorised  as ‘Style 
Hounds’ , ‘Cosmopolitans’  or ‘Disc overers’ .  To d istinguish between these one 
c onsiders the level of independenc e of the group .  ‘Style Hounds’  a re seen as mass 
market p roduc t and servic e c onsumers whilst ‘Disc overers’  a re their polar opposite 
and  are more likely to embrac e independenc e in their market demands.   At the 
opposite end of the sc a le will be those who a re less likely to innova te – the 
susta iners.  This g roup is made up  of peop le who a re less likely to try new things 
henc e a re titled  ‘Hab itua ls’  and  ‘Func tiona ls’ .  A full desc rip tion of Arkenford ’s 
ArkLeisure market segments c an be found  in Tab le 6. 

Figure 34 - Ark Leisure Model 

 

 
Table 6 – ArkLeisure Market Segment Desc riptions 
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Cosmopolitans 

Cosmopolitans are strong, ac tive c onfident ind ividua ls, who do wha t they want 
ra ther than following any partic ula r fashion. Cosmopolitans view themselves as stylish, 
but ind ividua lity ra ther than fashion is most important. They are quite happy to adop t 
trad itiona l va lues when they feel they a re approp ria te. They a re c omfortab le to try 
things tha t a re out of the ord ina ry. Whilst early adop ters of new ideas this is not based 
on fashion trends but on their persona l interest in new produc ts and  opportunities. 
They will be the ea rly to try out new produc ts, espec ia lly in the field  of new 
tec hnology (boys & their toys?). However, they still va lue and  seek func tiona lity in 
their purc hases. They a re a  high-spend  market who will buy expensive a lterna tives. 
For this group , to be g iven ind ividua l a ttention is very important and  they will pay for 
it.  They a re risk takers; this is reflec ted  in their purc hases, but a lso in their desire for 
things tha t a re new and  d ifferent and p rovide them with new c ha llenges, both 
physic a l and  intellec tua l. This inc ludes an apprec ia tion of a rt and  c ulture. Life for this 
g roup  is full and  ac tive, yet peac e and relaxa tion is still va lued  in the right 
c irc umstanc es. 

High Street 

The High Street segment is genera lly externa lly referenc ed . They a re interested  in 
fashion b rands. Style is more important than func tiona lity or ind ividua lity.  This is born 
out by the fac t tha t they c are wha t others think, whic h may hold  their c hoic e bac k a  
little. They will not be the first to adop t but a re keen to follow a long when a  fashion 
has been estab lished . They will adop t p roduc ts and servic es earlier than most, and 
a re p repared  to spend  money on getting  a  good  servic e. They are prepared  to try 
new and  d ifferent things, a lthough these a re likely to have been tested  by others and 
a re therefore experienc es tha t a re new to them as ind ividua ls as opposed  to new to 
the market.  They a re an ac tive segment modera tely interested  in intellec tua l 
pursuits, a rts and  c ulture. 

Hab itua ls 

Hab itua l peop le a re most likely to va lue a  more relaxed  pac e of life. They a re strongly 
trad itiona l, and  very resistant to any expend iture. Though this is possib ly a  reflec tion of 
their poor means. They a re p robab ly strongly resistant to c hange. They will make 
purc hase dec isions on func tion ra ther than style. Fashion has little va lue to this g roup . 
They a re a lso very risk averse and  show little interest in new op tions or opportunities.  
This group  has and  spends little money, not for b rands or for servic e. They find  it ha rd  
to justify expense of any sort. They have no interest in a rts or c ulture. 

Disc overers 

Disc overers as the name suggests a re independent of mind . They a re the group  least 
likely to be worried  about wha t others might think. They are little influenc ed  by style or 
b rand  unless it rep resents va lues they a re seeking . Func tion fa r out ra tes style as a  
purc hase driver. This doesn©t mean tha t they do not spend  their money. In fac t, this 
g roup are quite high spenders, and  va lue new p roduc ts and  servic es as well as new 
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experienc es. However, they will judge their va lue for themselves. If the produc t suits 
their needs and  is right then they will spend their money. They va lue good  servic e. 
They live a  rela tively relaxed  pac e of life. They enjoy intellec tua l c ha llenges but a rts 
and  c ulture a re not rea lly an important pa rt of who they a re.  

 

Trad itiona ls 

The Trad itiona l segment is a  main stream market whose members a re rela tively self 
reliant and  interna lly referenc ed  peop le with possib ly tendenc ies towards being 
susta iners. The Trad itiona l segment a re not b rand-averse, a lthough b rand  is not a  key 
purc hase driver, however they do tend  to be more likely to hold  more trad itiona l 
va lues. Func tiona lity is fa r more important than style. Whilst this g roup  a re not swayed 
by p roduc ts with style and  ind ividua lity, they will still go for something  out of the 
ord ina ry. They va lue good  servic e, and  this is something  tha t they will pay for, 
espec ia lly ind ividua l a ttention. However, they a re unlikely to justify spend ing on 
expensive a lterna tives. They tend to live life a t a  relaxed pac e, and  enjoy intellec tua l 
c ha llenges, a rts and  c ulture.  

 

Func tiona ls 

Func tiona ls a re very resistant to spend ing and  appear pretty self reliant. They are very 
p ric e driven and va lue func tiona lity strong ly over style. They are very trad itiona l in 
their va lues, and  are not p repared  to pay for fashion, style or ‘ ind ividua lity’ . Servic e is 
something  tha t they expec t as opposed to something  they will pay extra  for. Whilst 
they a re not ea rly adop ters they a re interested  in new experienc es, and  a re happy 
to try new things. They a lso enjoy intellec tua l c ha llenges, a rts and  c ulture. 

Style Hounds 

Style Hounds a re very fashion c onsc ious, and  keen not to be seen as old  fashioned . 
They like to be part of the la test trends and  therefore quite strong ly influenc ed  by 
others, though they have the spend ing power to do wha t they want.  They a re very 
b rand  foc used ; they see fashion as being  stylish.  They a re early adop ters, and  will go 
for things out of the ord inary, p robab ly believing  tha t they a re setting  fashions. 
Limited  responsib ility means tha t if they have money they a re prepared  to spend  it. 
They find  it easy to justify buying  expensive a lterna tives and  will pay for better servic e. 
Style Hounds are risk takers who like to try new and  d ifferent things and  they live a  full 
and  ac tive life, but ac tive does not mean serious sports. Peac e and  relaxa tion in the 
trad itiona l sense is not sought out fun and exc itement is wha t defines a  good  time. 
They haven’ t muc h interest in more ‘ sophistic a ted ’  a rts, or c erebra l ac tivities. 

Followers 

Followers are a  group  tha t is strongly influenc ed  by others around  them. They have a  
simila r aversion to what might be c onsidered  old  fashioned  as Style Hounds but muc h 
less interest in new and  fashionab le op tions. They avoid  risk and  not pa rtic ula rly 
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interested  in trying  new op tions. They will not take many risks in life, and lag  behind 
other markets when it c omes to new produc ts and  servic es. Whilst they a re unlikely to 
va lue things tha t a re new and  d ifferent, they will try things tha t a re new to them as 
ind ividua ls. They do va lue servic e, but not nec essarily ind ividua l a ttention.  They have 
little interest in intellec tua l c ha llenges, a rts & c ulture. They are not a  very ac tive day 
visit segment. 

 

Sourc e: Arkenford  /  Visit Brita in 

Further researc h for Tourism SE 7 using  the ArkLeisure model to understand  market 
segmenta tion in the South East of Eng land  shown in Tab le 7 revea led  the most 
p reva lent market segments in Thames and  Chilterns to be (in order): 

1. Cosmopolitans; 
2. High Street; 
3. Trad itiona ls; and  
4. Func tiona ls; 
 

                                                 

7 Loc um Consulting  2007. 
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Summary 

Thame identified  “ trad itiona ls, func tiona ls and  c osmopolitans”  as its key segments 
with High Street seen as being  p resent in towns tha t have more multip les suc h as 
Aylesbury and  High Wyc ombe. 

The segments c hosen by the stakeholder g roup  were the market segments tha t a re 
influenc ed  most by its existing c ustomer base and by Thame’s market town identity 
in terms of its history, links with agric ulture and  its potentia l for food  and  d rink, and 
exp lora tion.  The town identified  its rura l market town identity as a  major strength 
and  saw the benefits it c ould  have in a ttrac ting  func tiona ls, trad itiona ls and 
c osmopolitans.  Whilst eac h segment demands a  d ifferent c omplete set of 
a ttrac tors, their a ffinity for c ulture and  history was felt to be the c ommona lity tha t 
c ould  be exp loited  to inc rease their p resenc e in the town.  Thame a lready has a  
number of a ttrac tors for these market segments and  with the add ition of a  few 
improvements in c erta in areas suc h as the range of ac c ommoda tion and  range of 
independent shops, the va lue of these groups to the town c ould  be signific ant.   

Table 7 - Visitor Segments: Thames and Chiltern 
Group  Thames 

and 
Chiltern 

Whole 

Population 

Mean 
Age 

Inc ome 

£ 

Family 

Cosmopolitans 19% 15% 42 26,000 34% 

High Streets 16% 21% 42 22,150 32% 

Traditionals  16% 12% 56 20,000 20% 

Func tionals  15% 9% 53 16,300 25% 

Sourc e: Tourism SE 

 

4.4. The Visitor Journey 

When c a rrying  out a  segmenta tion exerc ise it is important not to overlook the 
importanc e of loc a l residents, even though loc a l residents are essentia lly one of the 
eight market segments when they c hoose to visit their town for any reason other 
than to fulfil their autonomous c onsumption of goods and servic es.  For this reason 
and  for the purpose of the visitor journey, an add itiona l market segment the ‘ loc a l 
residents’  was developed  to ac c ompany the top  three c hosen a t the first workshop .  
The market segments for the visitor journey were therefore; 

·  Trad itiona ls 

·  Func tiona ls 

·  Cosmopolitans 
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·  Loc a l Residents 

To set the sc ene for the visitor journey, the c oac h pa rty from Woodstoc k returned  to 
Thame in their four visitor segments. Eac h group  on the c oac h was asked to identify 
the expec ta tions of their market segment, upon a  visit to Thame.  Persona lities and  a  
b rief for eac h of the market segments were developed  to make them more easily 
identifiab le.  A summary of this is deta iled  below (full desc rip tions c an be found  in 
Append ix 2): 

Table 8 - Thame Visitor Pen Portra its 

Traditionals 
 

Func tionals 

Mike & Sue 

 

Frank and  Brenda  

Age 55 and  52.  Both taken early 
retirement from working  in loc a l 

government.  Da ily spend  slightly 
below average. They a re travelling  

by c a r and  have b rought their 
Labrador, Gold ie. They a re having  a  
short b reak, and  p lan to stay in self-

c a tering  ac c ommodation. 

 

Aged  68 and  65, both retired  a fter a  
lifetime of running  a  sma ll business. Da ily 
spend  signific antly below average. They 
have travelled  by pub lic  transport and  

a re looking  to exp lore loc a l heritage and  
other sights and  a ttrac tions.  They expec t 

good  servic e as a  right. 

   

Cosmopolitans 
 

Loc al Residents 

Jac k & Olivia  

 

Smith Family 

Both aged  28 and  work in med ia  and  
c omputing . Jac k and  Olivia  want a  

boutique hotel or restaurant with 
rooms for a  weekend  in Thame.  They 

have travelled  by tra in & taxi, from 
London.  Da ily spend  signific antly 

above average. 

 

Family of four live in Haddenham.  
Husband  and  wife in ea rly 50s with two 

c hild ren aged  14 and  16.  Modera te da ily 
spend . They a re meeting  friends in Thame 

to have lunc h and  do some shopp ing.  
The kids will go and  do their own thing  for 

a  few hours. 

 

The most p reva lent market segments in Thames and  Chilterns a re (in order): 

1. Cosmopolitans 
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2. High Street 

3. Trad itiona ls 

4. Func tiona ls 

 

 

Findings 

In terms of the visitor journey the four g roups of visitors experienc ed  the following 
during  their trip : 

Traditionals – Mike and Sue 

Their Perc eption  Their Experienc e  

• Town full of history 

• Nic e p lac e to visit and 
experienc e 

• Plac e to sit out – loc a l pa rk 

• Looking  for a  dog friend ly pub 
for lunc h  

• Need  to find  a  bookshop  tha t 
has books on the loc a l a rea  

• As we a re self c a tering – need  to 
find  a  shop  tha t sells fresh 
p roduc e for our mea ls 

• Thame should  be a  historic a l 
experienc e 

• Nowhere to sit and  ea t 

• Lac k of qua lity d ining  

• Doesn’ t seem to be the right 
ac c ommoda tion for our sort of 
g roup  

• A lot of pubs not many c a fes  

• Where’s the town’s historic  tra il 

• Very busy with tra ffic  

• Poor signs and  pavements 

• No greenery 

• Disappointed  by whole 
experienc e – not sure if we want 
to c ome bac k – just visit onc e  

 

Func tionals – Frank and Brenda 

Their Perc eption  Their Experienc e  

• Charity and  pound  shops 

• Perhaps some sweet and  toy 
shops 

• Child  friend ly 

• Would  be looking for a  

• Shop  fronts – very run down – 
need  pa inting  

• Couldn’ t find  any trad itiona l 
p lac es to ea t nor a  kids menu 

• Couldn’ t find  ac c ommoda tion 
but heard  tha t there was a  
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Beefea ter pub  with kids menu 

• May c ome with a  p ic nic  – sit by 
river and  feed  duc ks 

• Thame seems to be a  good 
p lac e to visit due to its good  bus 
route 

• Aware of weekly market and 
may want to go on historic  tra ils 

• Expec t it to be relaxed  and  a  
sa tisfying  day out!  

Travelodge 

• Too fa r too wa lk to p layground  

• Museum had a  d iffic ult road to 
c ross 

• Thame had  grea t wide 
pavements! 

• Too muc h tra ffic ! 

• Wasn’ t a  p lac e to spend  a  day 

• Tends to serve residents not visitors 

• Needs more signage, c rossings, 
g reenery, pedestrian a reas and 
more sea ting   

Jac k and Olivia – Cosmopolitans 

Their Perc eption  Their Experienc e  

• Antique and  boutique shops 

• Outdoor c lothing  shops 

• Some nic e gastro pubs – fine 
d ining  

• A very good  up-market hotel 

• Would  use Thame as hub  to visit 
p lac es of loc a l interest suc h as 
Chinnor Ra ilway 

• We would  expec t to see art 
ga lleries, loc a l shows and 
festiva ls, hot a ir ba lloon rides, 
good  food ! 

• We hope to see a  slow pac e of 
life with qua lity shops and 
d istinc t offer 

• We hope to feel rested , lea rnt 
something  new, rec harged  our 
ba tteries and  want to return 
aga in!  

• Sc ruffy shop  fronts 

• Not enough dec ent restaurants 

• Limited  town c entre 
ac c ommoda tion 

• Lac k of self c a tering  

• Missing  an art ga llery! 

• Lac k of information on a ttrac tions 
outside of the town suc h as 
Chinnor Ra ilway 

• Liked  the open streets and  spac es 

• Tra ffic  noise is high 

• Signage not g rea t! 

• Tourist information is shoc king  

• There is no heart of the 
c ommunity 

• Route to museum not pedestrian 
friend ly 

• Feel a  b it d isappointed  a t the end 
of the visit  
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Smith Family – Local Residents 

Their Perc eption  Their Experienc e  

• Should  have a  p izza  p lac e for 
the kids 

• Seen as a  loc a l p lac e for food 
shopp ing 

• Hope to go for a  swim and  some 
bowling  

• It should  be c ontempora ry 

• A base to p lan other ac tivities 

• A vib rant p lac e to shop  

• A p lac e for families  

• Some good  g ift shops 

• Has a  Waitrose! 

• Plac es to have some trea ts suc h 
as Rumsey©s and  perhaps Prezzo 
for lunc h 

• Some nic he shops suc h as fashion, 
books and  butc hers 

• Liked  the free pa rking  

• Lac k of c olour in town 

• If we wanted  to c yc le in, no p lac e 
to sec ure our b ikes and  wouldn’ t 
know where c yc le routes a re 

• Enc ouraged  a t end  of visit – some 
things a re hidden…need  to 
exp lore more 

 

The results were then d isc ussed  in a  wider ac tion p lanning session whic h developed 
a  head line ana lysis of the town from a  visitor perspec tive under a  number of 
head ings.  These head ings shown in Figure 35 were reta il and tourism, a rts and 
c ulture, infrastruc ture and  transport, and  marketing  and  awareness.   

Figure 35 - Key Themes 
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These d isc ussions, whic h a re summarised  in Tab le 9, formed  the basis for subsequent 
ac tion p lan development. 
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Table 9 - The Visitor Journey: Impressions and Ideas  

Retail & Tourism Arts & Culture 
·  50/ 50 grant sc heme for shop fronts 
·  Arc hitec tura l signage sc heme 
·  Farmers market outside Town Hall 
·  Rec onfigure Co-op c ar park 
·  Football c lub park and ride 
·  High Street - part c losure - shared spac e? 
·  Nic e environment - flowers, seating, b ins, sitting out 
·  Ambienc e related projec ts - let©s slow it down... 
·  Thame delivery service 
·  Design a town brand 
·  Market Thame - but get produc t right first 
·  Need more buy into Thame 1st 
·  More community use if c attle market is reloc ated 
·  Loc al produce - more advertising  

·  Midsomer Murders Tra il 
·  Ra ising  awareness of the existing c ultura l offer in the town 

inc  the museum 
·  Develop  an annua l p rogramme of events 
·  Literary Festiva l 
·  More ea ting  and  drinking  lea flets  
·  Improve the pub lic  spac e a t the c entre of the town to 

inc reases c ultura l offer 
·  Community rad io sta tion - more long term 
·  Arts Centre - for exhib ition and  where you c an do a rt 
·  Upda te wa lking  and  c yc ling  map  
·    Forward  p lanning - Carniva l Programme 
·  Awareness - Cohesive Marketing  
·  Advoc ac y - Pride in the Town  

 



Thame Distinc tiveness Study           Feb  2010 

89       

 

Infrastruc ture & Transport Marketing & Awareness 
·  Town Look guidelines 
·  Redesign the links between High Street and Swan Walk 
·  Upgrade Streets spec ific a lly the Buttermarket  
·  Shopmobility sc heme 
·  Residents parking sc heme 
·  Improve gateway signs into Thame 
·  Remove traffic  signs and look at shared space approac h 
·  Homezone in town centre 
·  Create public  spac e on perimeter of Cric ket Pitc h 
·  Riverside Walk 
·  Standardise street furniture and A Boards 
·  Improve shop fronts 
·  Cla im ownership of the Shambles 
·  Blue p laque sc heme or historic  build ing tra il 
·  Waste reduc tion sc hemes and rec yc ling points 
·  Improved pedestrian signage - touc h sc reen fac ilities 
·  Assess needs and co-ord ination/ marketing of parking provision 
·  Researc h into outdoor events spac e in town 
·  Subjec t to researc h, c reation of a town square 
·  Better Cyc ling 
·  Fac ilities 
·  Develop safe c yc ling/ pedestrian network 
·  Better c yc ling information 

·  Improve town signage 
·  Diversify information points - "you a re here!" 
·  Exp lore potentia l for a  b rown sign to bring  peop le 

into Thame 
·  Review ga teway signage from Oxford  
·  Town c entre c o-ord ina tor 
·  Develop  a  marketing  stra tegy 
·  PR c ampa ign 
·  Enhanc ed  web  presenc e for Thame 
·  Brand ing Thame 
·  Naming/ b rand ing c lusters of the town 
·  online ea ting  and  d rinking  guide 
·  Business Direc tory & Da tabase 
·  Thame 1st needs to estab lish representa tion of 

businesses 
·  Welc ome pac k for residents 
·  Utilise the c urrent Town Counc il newsletter 
·  Marketing  Thame as a  hub  
·  New online shopp ing guide 
·  Celebra te through awards 
·  Promotion of a rts and  c ulture 
·  Trad itiona l Media  Marketing  
·  Soc ia l Med ia  

�
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Conc lusions 

In rela tion to the visitor experienc e there a re some key messages tha t need  to be 
taken into ac c ount in furthering  Thame as a  shopp ing and  visitor destina tion. 

·  Quality of the town c entre environment – main town c entre a rea  lac ks p lac es 
to sit and  dwell.  Tra ffic  domina tes the experienc e with no sense of having  the 
opportunity to relax.  A genera l lac k of signs, interpreta tion, tra ils and  visitor 
information.  Pub lic  spac e needs to be enhanc ed  for events and  ac tivities as 
well as more greenery.  Some shop  fronts needs some improvement as they 
erode the genera l amb ienc e of the p lac e. 

·  Lac k of d iversity in food and drink – the town c entre does not have the range 
and  qua lity of p lac es to ea t out during  the daytime and  evening for families, 
c hild ren and  c oup les tha t a re visiting  on short day trip  or staying  overnight. 

·  Limited ac c ommodation – there is limited  awareness of the range of 
ac c ommoda tion tha t is c lose to Thame as well as loc a ted within the town 
c entre.   This inc ludes servic ed  and  non servic ed  ac c ommoda tion espec ia lly 
for those tha t a re exp loring  the a rea . 

·  Some strong nic he shops – visitors identified  Thame as having  some nic he 
reta il sec tors suc h as fashion, books and  a  growing number of loc a l p roduc e 
outlets.  Nevertheless there a re some gaps in the market suc h as art, ga lleries, 
lifestyle and  antiques as well as other bespoke shops. 

4.5. Branding 

Develop ing  a  destina tion and  p romoting  its ind ividua l c ha rms inva riab ly involves 
c hange and  in partic ula r, c hange in peop le’s perc ep tions.  A well informed  town 
b rand  c an be an effec tive c a ta lyst for ac hieving widespread buy-in to a  town’s 
desire to ac hieve its a ltered sta te.  Whether the town p lans to undergo immense 
physic a l c hanges or if it simp ly requires a  c hange in the a ttitudes of the peop le who 
live and  visit the town, a  b rand  c an provide the impetus.   

Through the series of engagement workshops as pa rt of this study, Steve Capell from 
Capell Crea tive exp lored  the sub tleties of market town brand ing with the Thame 
stakeholder g roup .  His message was c lear.  A town c an use a  b rand  to c hange the 
way it is perc eived .  To do this, the town needs a  c lea r ob jec tive tha t c an be 
transla ted  into a  b rand  and marketed  a t its ta rget aud ienc e.  At the workshop , 
Steve identified  the following fac tors as being  essentia l in the c reation of a  strong 
b rand ; a  strong town b rand  must: 

·  Be d istinc t, c rea tive and  appea ling ; 

·  Communic a te strengths (Unique Selling  Points); 

·  Set town apart from the c ompetition; 

·  Crea te a  persona lity; and  

·  Be more than just a  logo. 
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Further still, Steve d isc ussed  the fac tors whic h make a  strong b rand  suc c essful.  They 
inc lude ownership , flexib ility, p rac tic a lity, c onsistenc y and  relevanc e.  A town b rand 
needs to be ‘owned ’  by the c ommunity.  By being  a  part of the development 
p roc ess, you have ownership  of it, 
and  a re therefore more likely to 
support and  d rive it.  A b rand 
needs to be flexib le so tha t it c an 
app ly to a  number of sc enarios 
and  it a lso needs to be p rac tic a l so 
tha t it is susta inab le.  It a lso needs 
to p rovide a  c onsistent message so 
tha t the ob jec tive and  image it 
portrays is c lea r and  not 
c onflic ting .  Fina lly, a  town brand 
must be relevant to the overa ll 
vision of the town.  If a  b rand  c an 
master these fac tors then it has 
every c hanc e of ac hieving  the 
desired  c hange in the town.  In many respec ts, the town’s externa l image is its most 
influentia l.  A town b rand  is a t the forefront of this image and  its impac t should  not 
be underestima ted . 

The stakeholder g roups were p resented with a  number of well known b rands from 
ac ross the UK and  asked  to c ritique them aga inst a  number of c riteria .  This exerc ise 
intended  to make the aud ienc e behave and  think like marketing  managers to 
p repare them for their task of c rea ting  a  marketing  b rief for their town.  They were 
asked to c rea te a  ‘mood  board ’  whic h defined the persona lity of their town.  They 
were to identify c olours, photos, images, words and  fonts – write messages, 
head lines, slogans and  words to c ap ture the town’s persona lity. Thame’s mood 
board  is shown in Figure 36 and  the key messages a re dep ic ted  in Figure 37.   

The ma in messages c ap tured  by the mood board  were tha t Thame is one of the 
only market towns in South Oxfordshire with a  c a ttle market and  these intrinsic  
qua lities need to sa feguarded  and  used in p romoting  the town.  There is an 
overwhelming sense tha t the p lac e is rea l and  approac hab le and  tha t there is a  
village a tmosphere with very friend ly peop le.  It has a  strong arc hitec ture in rela tion 
to its red  bric ks whic h form the pa lette of the town.   

Figure 36 - Marketing Brief: Mood Board Image 
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Figure 37 - Mood Board: Key Messages 

 

Within the immed ia te vic inity of the town c entre, peop le identified  the need  to link 
with historic a l and  environmenta l assets suc h as Cuttle Brook, Ryc ote Chapel, the 
Town Ha ll, St Mary’s Churc h and  the River Thames as well as its ric h c ultura l and  arts 
trad itions. In terms of typefac es, Thame wants to embrac e its trad itiona l va lues but 
p rojec t a  fresh identity.  When looking  a t c olours, the mood  board  c ap tured  the 
town’s rura l setting  and  its position within the landsc ape. Outdoor c olours c ombined 
with ea rthy reds from the town’s a rc hitec tura l makeup  were identified  to embody a  
ric hness and  qua lity. 

The board  was p resented  by a  spokesperson who exp la ined  the ra tiona le behind 
the dec isions.  Following this, Steve developed  a  number of c onc ep t b rands for 
Thame. These c onc ep ts a re not c omplete brands and  a re solely p rovided as 
illustra tion of the potentia l an effec tive b rand ing c onc ep t c ould  have for the town.  
Further work on the b rands, inc lud ing  robust researc h and  testing  would  need  to be 
undertaken before d istribution.  

The c rea tive ra tiona le set by loc a l pa rtner organisa tions in Thame led  to the 
following initia l b rand  c onc ep ts: 

·  “ Celebra te wha t we’ve got”  

·  Foc us in the c ross family appea l 

·  The mix of shops, market, history 

·  The c harming a tmosphere 

·  Something  4 everyone 

·  Unique b rand : Thame’s p roperty 

The initia l b rand ing c onc ep ts fit into three ma in c a tegories, based  a round  separa te 
marketing messages.  An extrac t of eac h c a tegory is shown below with a  short 
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na rra tive from Steve Capell exp la ining  how the b rand  works.  The full c onc ep ts c an 
be found  in Append ix 3. 

 

Thame4Me 

 
 

 

 
 

  

 

 

·  Brand foc uses on a  “ stamp”  devic e tha t is c onta ined  and  portab le and tha t 
is c hangeab le in terms of c olours; stamp is rustic  and  b leeds away; 

·  The ‘4’  devic e leads the c ampaign into va rious sec tors, markets and  
ac tivities; 

·  “ 4 Me”  makes it persona l and  d irec ts peop le into Thame, from a  loc a l base 
and  when c hoosing  a  short stay break; 
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·  This op tion c an be used  ac ross a ll med ia  as the “ stamp”  is c ompac t and 
rela tively easy to manage when app lying  on letterheads, menus, web 
homepages, poster c ampaigns and  other med ia . 

 

 

Thame - Market Town Charm 

#1 

 

#2  

#3 

 

#4 

 

#5 

 

#6 

 

 

·  The foc us here is on c rea ting  a  d ifferentia l between Thame and  c ompeting 
c entres in rela tion to its market town c harm and  being  upmarket; 

·  Using Thame as a  rep lac ement for Time as well as c omb ining  the two words 
sta rts to show rela tionships between the p lac e and  the types of ac tivity and 
fun you c an have; 

·  The op tion p lays with c olours, a  range of c ontempora ry typefac es, lines for 
emphasis and  d iffering p lac ements of strap lines. 
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Aim for Thame 

 

 

 

 

Aim for Thame is foc ussed  on d irec ting  shoppers and  visitors to Thame as a  p lac e to 
exp lore food , barga in hunt, seek out fashion, indulge in c ulture and  exp lore the town 
and  its rura l c ountryside; 

The marker tha t fronts the words rep resents suggested  sec tors of ac tivity within a  
wide suite of sub-b rands tha t spec ific a lly ta rgets taste and  segments of visitors; 

Storyboards c onnec t imagery tha t evoke a  destina tion with the “ Aim for Thame”  
b rand  signposting  peop le to the p lac e; 

This op tion, as in Thame4Me is persona l to the p lac e and  ta lks about its peop le in 
terms of p roduc ers, c rea tors, hosts, etc . 
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5. Ac tion Plans & Delivery 

5.1. The Strategy 

The stra tegy for Thame is intended  to steer the long term d irec tion of the town.  It is 
the c ulmina tion of the evidenc e base p resented  in this report and  sets out the sc ope 
of Thame in ac hieving  advantage over its c ompetitors by utilising  and  influenc ing  
the resourc es and  c ompetenc ies a t its d isposa l. To ac hieve this it is essentia l tha t 
Thame has a  deta iled  apprec ia tion of its strengths (unique selling  points) and 
understands how they c an be developed  to c rea te d istinc tiveness. This p roc ess has 
a imed  to identify these strengths as well as put in p lac e a  deliverab le ac tion p lan 
tha t if c arried  out, will help  p romote Thame as the d istinc tive destina tion it wishes to 
be.  Underp inning  this p roc ess is the stra teg ic  d irec tion of Thame set out in this 
stra tegy.  The issues tha t have been c onsidered  as part of this stra tegy inc lude: 

·  The sc ope of the town’s offer.  This determines wha t c an be influenc ed  to 
enhanc e the town’s appea l.  

·  The advantage of the town over its c ompetitors.  Fundamenta lly this a ims to 
answer the question: wha t has Thame got tha t other towns haven’ t and  how 
c an this be used  to a ttrac t more visitors? 

·  Stra tegic  fit with the externa l environment.  This c onsiders the positioning  of 
the town in rela tion to the extent to whic h it meets c lea rly identifiab le market 
segments needs. 

·  The town’s resourc es and  c ompetenc ies.  Having  estab lished Thame’s 
strengths it is essentia l to c onsider how they c an be used  /  developed  to 
p rovide c ompetitive advantage. 

·  The va lues and expec ta tions of stakeholders.  It is essentia l tha t the stra tegy is 
d riving  towards the expec ta tions of the stakeholders who a re responsib le for 
delivering  the stra tegy.  

A SWOT ana lysis of Thame was c arried  out during  the study as a  way of identifying 
the key issues tha t will impac t on the delivery of the town’s stra tegy.  By ana lysing 
the SWOT, the issues tha t will have the grea test effec t on the stra tegy c an be 
estab lished .  These are listed  in Figure 38.  

Figure 38 - Thame SWOT: Key Issues 
Strengths 

·  Stra teg ic  loc a tion with a  village 
a tmosphere 

·  Market town c harac ter inc lud ing  a  
c a ttle market and  street markets 

·  Compac t and  independent feel  

Weaknesses 
·  Lac k of a  c ohesive identity and  offer 

·  Dominanc e of tra ffic  within heart of town 
c entre 

·  Lac k of town c entre management 

·  Va ried  environmenta l qua lity 

Opportunities 
·  Strong rura l shows and  festiva ls tha t 

c an be better a ligned  to the town 

Threats 
·  Neighbouring  c entres suc h as Aylesbury 

·  Limited  spac e to ac c ommoda te new 
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·  Proximity of c ountryside, rec rea tion, 
c hurc hes, c ric ket field  

·  Emerging  food  and  drink sec tor   

development 

  
Throughout the projec t p roc ess a  number of key strengths have emerged .  The reta il 
d istinc tiveness survey highlighted  the need for more anima tion of shop  fronts in 
keep ing with the town’s historic a l market town c ontext, g rea ter p romotion of loc a l 
food  and  loc a l p roduc e genera lly, and  to extend  the opening hours by develop ing 
an ea rly evening and evening offer.  The visitor journey identified  spec ific  market 
segment based  issues tha t need  to be addressed  whic h inc luded : 

·  Poor qua lity of the pub lic  rea lm, shop  fronts and  p lac es to sit out; 

·  Limited  opportunities to exp lore beyond  the town c entre; 

·  Lac k of town c entre ac c ommoda tion; 

·  Not muc h for the family;  

·  Some strong nic he shops but missing  gaps suc h as lifestyle, more art and 
ga lleries; 

·  Development of add itiona l ac tivities suc h as b iking , wa lking , events etc ; and  

Fina lly, the workshop  session on b rand ing identified  a  number of key strengths tha t 
the town should  build  upon.  The ma in message from this session was to build  on its 
village a tmosphere, its market town c harac ter and  potentia l to be an independent 
reta il destina tion.  Having  c onsidered  the evidenc e base p resented  throughout this 
report and  summarised  above, the stra tegy for Thame is set out as follows: 

·  Vision – The desired  future sta te /  asp ira tion of the organisa tion 

·  Aim – The overa rc hing  purpose of the stra tegy 

·  Strategy -  The long term d irec tiona l p lan tha t utilised  the towns assets /  
resourc es to develop  c ompetitive advantage 

 

Vision 

In c onsidera tion of the above, a  d ra ft town c entre vision was put forward  to 
stakeholders a t the fina l workshop .  The stakeholders supported  the vision 
unanimously and  felt tha t the words were appropria te to its sense of p lac e and 
c ommunity.  It should  be noted  tha t this vision rela tes to Thame as a  destina tion.  The 
asp ira tion of Thame as a  destina tion c ould  be… 

 

Thame is a  Rea l, Vib rant 
and  Friend ly Market Town 
Whic h is Proud  of its Past 
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and  is Easy to Get to and  
Exp lore From 
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Aim 

Underp inning  this vision a  set of p rac tic a l a ims was put forward  tha t would  need  to 
be ac hieved  if the vision was to be delivered . 

 

To build  a  loc a l identity tha t serves its loc a l popula tion 
and  through its market town persona lity a ttrac t shoppers 
and  visitors to a  destina tion tha t is rea l and  has warmth 

 

 

Strategic  Capabilities (assets) 

 

 A market town setting known for its agric ulture, weekly 
markets, ic onic  rura l shows and  festiva ls, and  its p roximity 
to a  ric h range of loc a l heritage and  c ultura l a ttrac tions 
through an ac c essib le green environment and  stra teg ic  

c onnec tions throughout the reg ion. 
 

 

Strategy 

In c ompiling  the stra tegy for develop ing  d istinc tiveness, we should  c onsider the key 
assets of the town. These were agreed  to be: 

·  Its market town c harac ter and  stra tegic  loc a tion.  

·  A rea l and  approac hab le experienc e tha t has a  village a tmosphere. 

·  A c ompac t town c entre tha t is a  good  base for the Chilterns. 

Our suggested  stra tegy for ac hieving  the vision was summarised  as to: 

·  Crea te a  town and  c ountry experienc e to inc rease exp lora tion, dwell times 
and  visitor spend .  

·  Promote the town as a  p lac e to relax, exp lore and  indulge through strong 
positioning  of the town’s b rand  and  rura l market town offer.  

·  Build  on the c urrent independent offer to meet and  exc eed  expec ta tions  

 

Objec tives 
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This led  d irec tly into a  set of themed  ob jec tives to underp in priority 
rec ommenda tions for ac tion, as follows:  

·  Inc reasing  qua lity and  spend  in reta il, tourism and  hosp ita lity 

·  Coord ina ting  and  develop ing  loc a l a rts, c ulture and  events 

·  Investing  in the qua lity of the town c entre environment  

·  Inc reasing  awareness of Thame as a  rea l market town destina tion 

Ac tions 

This led  d irec tly into a  set of themed  ob jec tives, to underp in priority 
rec ommenda tions for ac tion as follows: 

 

Reta il & Tourism  To inc rease qua lity and  spend  in reta il, tourism and  hosp ita lity 

Arts, Culture  To c oord ina te and  develop  loc a l a rts, c ulture and  events 

Infrastruc ture, 
Fac ilities & 
Transportation 

To invest in the town c entre environment and  susta inab le ways of 
travel 

Marketing & 
Awareness 

To inc rease awareness of Thame as a  destina tion 

 

The stakeholder g roup  was p resented  with a  list of possib le ac tions under eac h 
ob jec tive, whic h inc luded  ideas to address issues highlighted  during  the researc h 
p roc ess, as well as some ac tions from within the earlier Market Town Ac tion Plan. 
Partic ipants were asked  to vote for three ac tions under eac h ob jec tive, with the 
highest sc oring  proposa ls being  taken forward  for p rioritisa tion. 

The ac tions listed  above were ana lysed  in terms of their deliverab ility and  the likely 
impac t on ac hieving the town’s vision.  The results of this c an be seen in 
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Figure 39 overlea f.  Deliverab ility rela tes to the town’s ab ility to be ab le to c a rry out 
the ac tion and  as would  be expec ted , c onsidera tion must be g iven to the amount 
of resourc es needed  to c a rry out the ac tion. 
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Figure 39 Ac tion Priorities 

 

The ac tions tha t a re loc a ted  towards the top  right of the graph in 
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Figure 39 a re those whic h will have the grea test impac t on ac hieving  the vision as 
well as being  most likely to be delivered.  Build ing on Thame Food Festiva l, 
develop ing  loc a l tra ils and  p rovid ing  shop  front improvements are ac tions tha t a re 
thought to have the most impac t upon the town, g iven c urrent levels of 
deliverab ility. 

The ac tion tha t is expec ted  to have the grea test impac t is tra ffic  management, 
a lthough it is a lso one of the ac tions tha t is expec ted  to be the most d iffic ult to 
deliver.  It is rec ommended  tha t c onsidera tion is g iven to this g raph by the peop le 
c harged  with the task of c a rrying  out the ac tion p lan. 

The following ac tion p lan offers a  deta iled  desc rip tion of the priority ac tions whic h 
inc ludes the following items: 

·  Desc rip tion 

·  Priority 

·  Cost 

·  Timesc a le 

·  Delivery 

·  Ac tions 

·  Wha t would  suc c ess look like? 

In add ition, under eac h theme a  number of lower p riority ac tions a re listed .  These 
ac tions have a lso emerged  as a  result of this p roc ess and  should  be c onsidered  for 
delivery following the c ompletion of the p riority ac tions. 

The c hosen ac tions under eac h theme were as follows: 

Inc reasing quality and spend in reta il, tourism and hospita lity 

R1 – Thame First Development 

R2 – Shop Front Improvements 

R3 – Build  on Thame Food Festiva l 

R4 – Provision for Market Enhancements 

 
Coordinating and developing loc al arts, c ulture and events 

A1– Develop Annual Programme 

A2 – Feasib ility Study into Community Build ing 

A3 – Town Centre Events Spac e Strategy and Plan 
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Investing in the town centre environment and susta inable ways of travel  

IF1 – Better Cyc ling Fac ilities 

IF2 – Develop Local Trails 

IF3 – Traffic  Management 

 

Inc reasing awareness of Thame as a destination 

M1 – To develop a marketing strategy 

M2 – To provide an Online Eating & Shopping Guide 

M3 – To provide a Welc ome Pac k 

M4  – Undertake a PR campaign to promote the brand 
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5.2. The Ac tion Plan 

 

R1 – Thame First Development 

R2 – Shop  Front Improvements 

R3 – Build  on Thame Food  Festiva l 

Inc reasing quality 
and spend in 
reta il, tourism and 
hospita lity 

R4 – Provision for Market Enhanc ements 

 

Objec tive - Inc reasing quality and spend in reta il, tourism and hospita lity 

R1 Thame First Development Priority 

High 

Cost 

£25,000 
per yea r 

(3years) 

Timesc ale 

S/ T 

Desc ription 

Support for the estab lished  Thame First Business Group  has 
been identified  as a  key p riority by loc a l pa rtners as it the 
foc us for networking, jo int p romotion and  ac tivity, 
learning  and  genera l development ac tivities.  It is 
c urrently run on a  volunta ry basis by representa tives from 
loc a l business and  requires resourc ing  if it is to have an 
enhanc ed  role within the town. 

Key a reas of ac tivity tha t Thame First requires inc lude: 

·  Sec reta ria t support and  organisa tion of meetings, 
events and  ongoing development; 

·  Development of a  business d irec tory and 
da tabase tha t c an fac ilita te ma il outs, networking 
and  upda tes; 

·  Development of virtua l Thame website tha t is a  
showc ase for Thame, p romoting  loc a l goods and 
servic es to residents, visitors and shoppers, c losely 
integra ted  with the adop ted  Thame brand ; and  a  
members’  sec tion tha t signposts business support, 
tra ining  initia tives, semina rs and networking 
opportunities; 

·  Annua l Seminar Awards.  The hold ing  of an annual 

Delivery 

·  Leadership  Group  

Additional organisations 

·  Oxfordshire Town Chambers Network 

·  Business Link 
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employer semina r and awards c eremony. Awards 
c ould  be presented  for aspec ts of Thame life suc h 
as:  

·  Reta il impac t - the reta iler having  grea test positive 
impac t on the town’s image  

·  Best new business idea  

·  Most susta inab le business innova tion  

·  Best c ontributor to Thame as a  b rand   

·  Best marketing  c ampaign  

·  Finest c ustomer c a re  

·  Opportunity to d isc uss p rogress on delivery of the 
Thame ac tion p lan and  to agree priorities and  next 
steps. Pa rtic ipants c ould  rec eive advic e on 
business support and  tra ining  opportunities, or help  
with marketing  through b reakout workshops.  

·  ‘ Loc a l Champions’  - A network of loc a l c hamp ions 
c ould  be estab lished , to rep resent the views of 
businesses from sub-areas of Thame on whic hever 
form of management organisa tion is devised  to 
take the p rojec t forward .  These c hamp ions would  
ac t as agents for Thame, exc hanging information 
and  views, etc .  

·  Development of strong c luster of “ destina tion 
businesses” .  Innova tive merc hand ising , PR support 
and  shop front /  exterior design. Linked  businesses 
and  destina tions - “ a  menu for Thame” , “ made in 
Thame”  or “ something  for the home” , jo int 
marketing  and  p romotiona l ac tivities, themed  tra ils 
and  sub  b rand ing of these sec tors within the town.  

·  Tra ining  and Advisory Programme (see examp le in 
Figure 40).  An initia l d iagnostic  and development 
of bespoke tra ining  p lan.  Signposting  through a  
c omprehensive tra ining  manua l.  Collabora tion 
and  networking  with other reta ilers to develop  the 
c ritic a l mass of demand  to be ab le to c ommission 
spec ia list tra ining  a t a  c onvenient time and 
loc a tion for businesses. 

·  Basic  - merc hand ising  and  marketing , e-
c ommerc e, loc a l sourc ing , window d isp lays, 
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effec tive c ustomer c a re and  add ing va lue; 

·  Advanc ed  level c ourse c ould  inc lude p romoting 
Thame and  its a rea , spec ia list knowledge of goods 
and  servic es; 

·  Suc c essful ac hievement of this level c ould  be 
linked  to grant a id , e.g . a rc hitec tura l 
advic e/ shopfront improvement g rant.  

What would suc c ess look like? 

A c o-ord ina ted  group  of loc a l businesses 
tha t work to c omp lement other town 
ac tivities and  work to a  c ommon qua lity 
standard  and way of working  so tha t 
Thame projec ts itself as a  p lac e to invest, 
visit and  enjoy. 

Ac tions 

·  To d isc uss with Thame First existing  management 
and  resourc e arrangements.  To identify gaps and 
develop a  business networking  and  support model.  
To d isc uss the p roposed  pa rt time market town c o-
ord ina tor post for Thame and  its role in supporting 
Thame First; 

·  To develop  a  five year business p lan for Thame First 
tha t add resses stra teg ic  ob jec tives, ac tivities, 
resourc es and  rela tionship  with other partners; 

·  To develop  a reas of ac tivity outlined within this 
p rojec t p roposa l. 

Evidenc e 

Whilst there is a  rela tively ac tive business 
networking  group through Thame First, 
the organisa tion will require resourc e and 
d irec t p rojec t support if it is to develop 
and  deliver a  more d istinc t Thame for 
shoppers and  visitors. 

 

 

 

 

Figure 40 - Tra ining and Advisory Programme 
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Objec tive -  Inc reasing quality and spend in reta il, tourism and hospita lity 

R2 Shop Front Improvements Priority 

High 

Cost 

£100,000 over 3 
yea rs (ma tc hed  50% 
by p riva te sec tor) 

Timesc a
le 

M/ T 

Desc ription 

The provision and p romotion of a  business 
improvement sc heme for c ommerc ia l frontages 
within Thame town c entre.  The ta rgeted sc heme 
should  be a ligned  to a  suite of town c entre business 
support tha t enhanc es the b roader reta il, hosp ita lity 
and  visitor p roduc t.   

It will spec ific a lly p rovide a  grant sc heme tha t will 
support c ap ita l investment for owners of build ings 
within primary and  sec ondary shopp ing frontages.  
This will support ma inly the frontages of those shops 
and  p remises tha t a re identified  as requiring support, 
but the sc heme would  a lso assist with rear eleva tions 
tha t a re p rominent within the town c entre and  do not 
g ive a  good  visua l impression of the town. 

Through the development of an approved  style 
guide developed  by South Oxfordshire Distric t 
Counc il in pa rtnership  with Thame First and  other 
pa rtners, the sc heme would  p rovide a  50% pub lic  
sec tor g rant with the remaining  50% met by the 
p riva te sec tor.  The sc heme would  run in c onjunc tion 
with the tra ining  and  advisory p rogramme. 

The sc heme would  assist with improvements to the 
ma in eleva tions, shop  windows, signs and  fasc ia , 
doorways, ra inwa ter goods and  other assoc ia ted  
deta ils. 

Delivery 

·  Leadership  Group  

Additional organisations 

·  Thame First 
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Ac tions 

·  To undertake an assessment of c ommerc ia l 
frontages within Thame town c entre in terms of 
ownership , c ond ition, p rominenc e, rela tionship  
to ad joining  properties; 

·  To develop a  style guide in partnership  with 
loc a l businesses so tha t p rovides a  supportive 
tool to levering  p riva te sec tor investment; 

·  To develop  app lic a tion forms and  guidanc e 
notes, and  monitoring  p roc edure/ forms; 

·  To ra ise awareness of the sc heme within the 
town; 

·  To meet potentia l app lic ants and c o-ord ina te 
responses in rela tion to street level needs and 
possib le envelope sc hemes; 

·  To c o-ord ina te app lic a tions and roll out of 
p rogramme; 

·  To pub lic ise c ompleted  shop  improvements 
and  linkages with other d istinc tiveness projec ts. 

 

Evidenc e 

Physic a l c ond ition of spec ific  shop  fronts and  key-
note build ings within Thame town c entre tha t is 
having  a  resultant impac t on c ontinuity of street 
sc ene, footfa ll, dwell time and  expend iture.  This is 
c rea ting  a  fragmented  and  ind istinc t shopp ing and  
visitor destina tion in spec ific  a reas of the town c entre. 

What would suc c ess look like? 

A c o-ord ina ted pa lette of c olours, 
ma teria ls and  deta ils tha t re-enforc es 
Thame’s a rc hitec tura l style and 
underp ins its unique selling  point, 
thereby c rea ting  a  d istinc t rura l market 
town destina tion. 

 

Figure 41 - Shop Front Improvement Scheme 
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Objec tive - Inc reasing quality and spend in reta il, tourism and hospita lity  

R3 Build  on Thame Food Festiva l Priority 

High 

Cost 

£10,000 
per yea r 

(3 yea rs) 

Timesc ale 

S/ T 

Desc ription 

Thame’s Food  Festiva l has bec ome a  permanent fixture 
on the annua l c a lendar of events.  The Sep tember event 
anima tes the main Town Ha ll a rea  of the town c entre 
with a  d iverse range of sta llholders, c hef demonstra tions 
and  assoc ia ted  enterta inment.   

Loc a l c heese, c hutney, fruit and  vegetab les, mea t, 
yogurts and  p re-p repared tasters from loc a l restaurants 
and  event c a terers were among the dozens of va rieties 
of ed ib le delights on offer to visitors, both loc a l and  from 

Delivery 

·  Leadership  Group  

Additional organisations 

·  BBO Food  Group  

·  Thame Town Counc il 

·  South Oxfordshire Distric t Counc il 

·  Oxfordshire Rura l Community Counc il 
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as fa r a field  as Oxford , Marlow, Wooburn Green, Suffolk 
and  even a  family from Amsterdam. 

To build  on this suc c ess, the Food  Festiva l needs to 
exp lore how it c an b roaden its impac t ac ross the town 
and  the wider rura l ec onomy.  Key a reas tha t the Festiva l 
c ould  address inc lude: 

·  Inc reasing  the number and  d iversity of sta lls so tha t 
more p roduc ers a ttend  and  a  stronger c ritic a l 
mass for the event is ac hieved ; 

·  Looking  a t how town c entre venues, e.g . Thame 
Museum, the Spread  Eag le, Thame Town Hall, loc al 
c hurc hes, restaurants etc  c an host tasters, c hef 
demonstra tions, debate, book signings, amongst 
others; 

·  Investiga te how the Food  Festiva l c ould  build  
rela tionships with loc a l p rimary and  sec ondary 
sc hools as pa rt of a  hea lthy living  initia tive, working 
towards a  young peop le’s c ookery ac ademy over 
the Food  Festiva l; 

·  Identifying  how it c an make links with food  and 
d rink a ttrac tors within its rura l hinterland and other 
shows and  Festiva ls, e.g . Thame Show, Towersey 
Festiva l, so tha t an integra ted  experienc e is 
ac hieved  beyond  the festiva l day; 

·  Develop  the marketing  for the event and  to ensure 
it works with the broader marketing  stra tegy for the 
town so tha t the festiva l stimula tes a  wider food 
and  d rink c ulture for Thame; 

Ac tions 

·  Assess c urrent organisa tiona l needs and  review 
performanc e of the Food  Festiva l to da te; identify 
opportunities for growth and  synergy with other 
town c entre ac tivities; 

·  Meet with network of hosp ita lity, a rts/ c ulture, 
c ommunity g roups, sc hools to identify 
opportunities for develop ing  ac tivity within the 
Food  Festiva l p rogramme and how these c an form 
loc a l p roduc e projec ts and  initia tives  ac ross the 
yea r; 

·  Develop  a  five year business p lan for the Food 
Festiva l; assess resourc es, understand  possib le 
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What would suc c ess look like? 

The Food  Festiva l is a  signific ant 
showc ase event for Thame tha t sits 
a longside other flagship  events suc h as 
Thame show, putting  it on the map  as a  
p lac e for loc a l food  and  a  year round 
destina tion tha t is known for its loc a l 
p roduc e, qua lity food and  drink outlets 
and  a  strong sense of c ommunity. 

Evidenc e 

The sec ond  Food Festiva l was c eleb ra ted  as a  huge suc c ess in Thame with one p roduc er sta ting 
tha t, "I d idn©t expec t so many peop le. Our sta ll took more money a t the festiva l, than we have ever 
taken a t any other event!" Prop rietor, The Oxford  Cheese Company.  There is a  rea l passion for 
g rowing the Festiva l and  to develop  Thame as a  food  destina tion. 

 

Figure 42 - Thame Food Festiva l: September 2009 
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Objec tive - Inc reasing quality and spend in reta il, tourism and hospita lity 

R4 Provision for Market Enhanc ements Priority 

High 

Cost 

£50,000 

Timesc ale 

M/ T 

Desc ription 

This p roposa l is for the p rovision of wa ter and  elec tric ity 
points within the c urrent market loc a tion in Montesson 
Plac e c a r park. 

This would  p rovide d irec t supp ly to market traders tha t is 
metered  and  would  form part of their renta l c osts to 
Thame Town Counc il. 

The supp ly would  be sub jec t to the proximity of the 
nearest existing  fac ility and  the length of trenc hing  and 
fixing  deta ils to be insta lled . 

This would  p rovide a  quieter power fac ility and  would  
assist in a ttrac ting  more sta llholders, spec ific a lly in food 
and  d rink. 

Delivery 

·  Leadership  Group  

Additional organisations 

·  Thame Town Counc il 

·  South Oxfordshire Distric t Counc il 

·  Oxfordshire County Counc il  

 

Ac tions 

·  Agree layout of market in rela tion to proposed 
supp ly provision; 

·  Undertaken radar survey and  sta tutory servic e 
d isc ussions; 

·  Prepare c ost and  spec ific a tion for works; 

·  Imp lement works. What would suc c ess look like? 

A quieter market environment in rela tion 
to remova l of genera tors.  Stimula te new 
sta lls, spec ific a lly in food  and d rink 
sec tor. 

Evidenc e 

The workshops c a rried  out as pa rt of this study as well as existing  work c arried  out by Thame Town 
Counc il with market traders. 
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Other Reta il & Hospita lity Projec ts 

·  Quarterly food  forum for hosp ita lity and  food/ d rink sec tor 

·  Meet the buyer event – hosp ita lity, food  shops – speed  da ting  

·  Promotiona l nights – c hef ta lks, meet p roduc ers 

·  Links with marketing  and  awareness  

·  Menu c ards 

·  Loc a l food  d irec tory 

·  Thame food  and  d rink c a rd  

·  Develop  loc a l p ilot p roduc e fund  

·  Support for innova tion, b rand ing, p roc essing , pac kaging 

·  Loc a l food  tra ils 

·  Collabora tive marketing  

·  Linked  food  and  heritage events – Thame Museum 

·  Work with sc hools 

·  Exp lore feasib ility of c luster of market sta lls in front of Town Ha ll 

·  Co-ord ina ted  information market signs a t key ga teways 

·  Provision of town information sta ll 

·  A signage polic y for traders  

·  Provision of a  food  c rèc he for refrigera ted  food  and  p ic k-up  servic e  

·  Stra tegy to integra te with wider town c entre ac tivities/ events programme  

·  Estab lish inc uba tor sta lls for the market to enc ourage c asua l a rts, c ra ft and  food  p roduc ers to 
sell their goods and  to enc ourage more c ommunity exc hange of goods and  p roduc e. 
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A1– Develop  Annua l Programme 

A2 – Feasib ility Study into Community Build ing 

Coordinating and 
developing local 
arts, c ulture and 
events A3 – Town Centre Events Spac e Stra tegy and  Plan 

 

Objec tive - Coordinating and developing local arts, c ulture and events  

A1 Develop Annual Programme Priority 

High 

Cost 

£2k - £50K 

(£2k for setting 
group  and 
p rogramme of 
events, £50k for 
development of 
events) 

Timesc ale 

ST - LT 

Desc ription 

An events stra tegy whic h sets out intentions to develop 
and  c oord ina te existing  ac tivities whilst a lso mapp ing 
the future of new events should  be developed .  Thame 
has an exc ellent stra teg ic  loc a tion and  a  number of 
flagship  events suc h as Thame Show, nearby Towersey 
Festiva l and  the growing Thame Food  Festiva l.  The 
events stra tegy should  a im to c ap ita lise on this, by 
p roduc ing  a  c oord ina ted  series of events and  should  
c onsider the following elements: 

·  Estab lish a  ded ic a ted  a rts and  events 
management team 

·  Develop  and  p romote a  full c oord ina ted 
p rogramme of events inc lud ing  sporting  fixtures 

·  Build  on existing  events 

·  Develop  a  suite of add itiona l events a imed  a t 
ta rget market segments tha t anima tes the ma in 
town c entre and  links neighbouring  areas suc h as 
the c hurc h and  c ric ket p itc h, Cuttle Brook as key 
town assets 

Delivery 

·  Leadership  group  

Additional organisations 

·  Interest Groups 
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The full p rogramme of events c ould  be the first ac tion for 
the newly formed  arts and events management team 
and  should  c omprise the development of a  varied  
p rogramme of high qua lity events tha t c a ter in 
pa rtic ula r for the ta rget market segments.  Crea ting  a  
more c ohesive town c entre destina tion should  be a  key 
ob jec tive of the stra tegy.  They should  make use of 
existing  fac ilities as well as inform measures to identify 
suitab le venues for development.  A p rogramme of this 
type should  be heavily tied  in with wider marketing 
stra teg ies for the town. 

Ac tions 

·  Determine the ac tivities for an a rts and events 
group  

·  Rec ruit members to the group   

·  Colla te existing  event information 

·  Identify gaps 

·  Develop  solutions to fill identified  gaps 

·  Crea te a  full p rogramme of events 

·  Pub lic ise the programme 

What would suc c ess look like? 

Thame has a  va ried  programme of events 
tha t a ttrac ts d iverse and numerous 
aud ienc es and whic h is c oord ina ted by 
an effec tive and  c ompetent 
management group . 

Evidenc e 

There a re a  number of events tha t a re estab lished  or in development tha t need  c o-ord ina tion and 
pooling  of expertise, skills and  resourc es to build  a  year round  c a lendar tha t meets both c ommunity 
needs and  spec ific  segments of visitors, spec ific a lly rura l p roduc e, c ra fts and  agric ulture. 



Thame Distinc tiveness Study    Feb  2010 

118   

 

Objec tive Coordinating and developing local arts, c ulture and events  

A2 Feasib ility Study into Community Build ing Priority 

High 

Cost 

£20k 
(study) 

Timesc ale 

S/ T 

Desc ription 

Loc a l partners have identified  the lac k of c ommunity 
spac e within the town c entre and  tha t suc h a  fac ility c an 
underp in the town c entre’s role and  func tion in terms of a  
number of ac tivities. 

These are: 

·  Meeting  room spac e 

·  Disp lay spac e for a rts and  c ultura l ac tivity 

·  Plac e to host c onc erts, danc es and  p lays 

·  Community resourc e offic e and  tra ining  spac e 

·  Inc uba tor spac e for loc a l enterprise 

·  Showers, toilets and  c yc le storage fac ilities 

Whilst no spec ific  sites have been mentioned, the existing 
c a ttle market site has been identified  as a  possib le site by 
some c ommunity groups.  Other partners have a lso 
highlighted  tha t before looking  a t the development of a  
new fac ility, there should  be a  c omprehensive aud it of 
existing  c ommunity spac e tha t is owned  by the pub lic , 
c ommunity, volunta ry and  p riva te sec tor.  This would  
assess c urrent demand  in terms of bookings, types of 
ac tivities and  spec ific  gaps in p rovision in rela tion to room 
size, fac ilities, loc a tion and other spec ific a tions.  If a  
feasib ility study was agreed  by loc a l partners as a  key 
ac tivity then it should  inc lude deta ils of: 

All antic ipa ted  c ap ita l and  revenue c osts within the first 
five yea rs 

All inc ome genera ting  opportunities in the light of the 
c urrent ec onomic  c lima te 

Market researc h to ensure maximum oc c upanc y a t build  
c ompletion 

Identifying  potentia l enterprises and  selling  off p lan.  

The organisa tions to be ta rgeted  inc lud ing , but not 

Delivery 

·  Leadership  Group  

Additional organisations 

·  Loc a l c ommunity organisa tions 
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exc lusively, servic e delivery organisa tions and  priva te 
sec tor and  soc ia l enterp rises.  

Ac tions 

·  Stage 1 - To identify c urrent town c entre build ings 
and  premises tha t a re fit for purpose and to aud it 
them in terms of spac e, usage, linkage to town 
c entre and  other spec ific a tions; 

·  Stage 2a  – to understand  if there is a  surp lus of 
town c entre c ommunity spac e and  how best to 
use/ p romote the spac e; 

·  Stage 2b  – to identify whether a  feasib ility study 
into a  new provision needs to be undertaken.  If so, 
p roc eed  to stage 3; 

·  Stage 3 – proc ure and  c ommission a  feasib ility 
study into new p rovision. 

What would suc c ess look like? 

A stronger and more c ohesive 
c ommunity with the build ing  ac ting  as a  
foc a l point for day to day life and 
supporting  soc ia l enterp rise, volunteering , 
c rea tive industries, organisa tiona l 
development and  a  p lac e tha t has 
Thame’s identity. 

Evidenc e 

Anec dota l evidenc e tha t there is an under-provision of c ommunity spac e. 

 

 

Objec tive - Coordinating and developing local arts, c ulture and events  

A3 Town Centre Events Spac e Strategy and Plan Priority 

High 

Cost 

Interna l 
resourc es 

Timesc ale 

S/ T 

Desc ription 

The need  to understand  c urrent and future requirements 
for town c entre spac e to support outdoor events and 
festiva ls is a  key p iec e of intelligenc e tha t will have 
imp lic a tions for other p rojec ts suc h as tra ffic  
management (IF3) and  the development of festiva ls suc h 
as the Food  Festiva l (R3). 

This p iec e of work needs to identify how the town c entre 
is used  for outdoor events suc h as: 

Delivery 

·  Leadership  Group  

Additional organisations 

·  Loc a l event organisers 

·  South Oxfordshire Distric t Counc il 

·  Thame Town Counc il 
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·  Outdoor food  and d rink lic enses linked  to 
c ommerc ia l p roperties 

·  Informal street enterta inment 

·  Use of existing  pub lic  rea lm, c a r pa rks, etc  for 
spec ific  events and  festiva ls 

·  Use of tempora ry street c losures for la rger street 
events 

Consulta tion with a  wide range of loc a l g roups, 
organisa tions and  businesses on c urrent and future 
requirements will be needed  to asc erta in the demand  on 
town c entre spac e and  how this c an be managed  to 
ensure both ac c ess and  p rovision of events and  ac tivities 
ac ross the yea r. 

Ac tions 

·  To undertake an aud it of c urrent events and 
festiva ls in terms of spatia l requirements; 

·  To identify spec ific  event infrastruc ture 
requirements, e.g . elec tric ity/ wa ter p rovision, 
tempora ry signage, means of road / spac e c losure;  

·  To c onsult with sta tutory agenc ies on future 
requirements and  imp lic a tions on tra ffic , servic ing 
and  other loc a l needs; 

·  To feed  events stra tegy and  p lan into tra ffic  
management (IF3) study and  sc ope physic a l 
deta ils and  c osts. 

What would suc c ess look like? 

Thame has a  well ba lanc ed  series of 
pub lic  spac es tha t c an ac c ommoda te a  
yea r round  c a lendar of events and 
festiva ls, as well as p rovid ing  day to day 
spac e for other town c entre needs. 

Evidenc e 

There is a  signific ant lac k of a  keynote spac e for events with the town c entre, with the exc ep tion of 
using  existing  c ar pa rks and  the a rea  to the immed ia te frontage of the Town Hall.  A managed 
approac h to c rea ting  spac e for events needs to be developed . 

 

 

 

Other Arts and Culture Projec ts 

 

Develop  joint Midsomer Murders tra il with Thame and  Wa lling ford  
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IF1 – Better Cyc ling  Fac ilities 

IF2 – Develop  Loc a l Tra ils 

Investing in the 
town c entre 
environment and 
susta inable ways 
of travel  IF3 – Tra ffic  Management 

 

Objec tive - Investing in the town c entre environment and susta inable ways of travel  

IF1 Better Cyc ling Fac ilities Priority 

High 

Cost 

£unknown 

Timesc ale 

L/ T 

Desc ription 

In opening up Thame town c entre as a  loc a l 
shopp ing and  amenity destina tion, the need  to 
p rovide better c yc ling  fac ilities has been identified  so 
tha t loc a l residents as well as visitors to the area  c an 
ac c ess the town from neighbouring  villages or 
outlying  residentia l a reas. 

Key a reas tha t a  c yc ling  p rogramme should  address 
inc ludes: 

·  Provision of off-routes where physic a lly possib le 
tha t c an a lso be used  by pedestrians and 
other users; 

·  Feasib ility into c yc le lanes within existing 
highways; 

·  Provision of c yc le storage fac ilities in the town 
c entre inc lud ing  long stay storage and c yc le 
stands; 

·  Provision of c yc ling  information within on-street 
information boards; 

·  Enc ourage loc a l businesses to work towards 
green travel p lans and  to investiga te sha red 
fac ilities suc h as showers, loc kers and  
c hang ing p rovision; 

·  Enc ourage ac c ommoda tion p roviders and 
loc a l shops/ servic es to be ac tivity/ b ike friend ly 

Delivery 

·  Leadership  Group  

Additional organisations 

·  Oxfordshire County Counc il 

·  Sustrans 
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in terms of fac ilities and  information; 

·  To investiga te c urrent c yc le storage fac ilities 
on buses and  assess demand  for c ages, etc . 

·  To work with loc a l c yc le shops on b ike hire 
fac ilities; 

·  To investiga te the use of ped ic abs for loc a l 
transporta tion and  delivery of small parc els 
and  freight ac ross the town c entre 

·  Sa fety awareness c ampa igns. 

Any measures undertaken should  c onsider existing 
efforts to upda te existing  wa lking  and  c yc ling  maps.  
In pa rtic ula r, the existing Phoenix Tra il should  be 
utilised  and  tied  in with any efforts c arried  out to 
improve the towns c yc ling  fac ilities. 

Ac tions 

·  To review the emerging  loc a l transport p lan for 
the a rea  and  its polic y p roposa ls for c yc ling ; 

·  To estab lish a  green transport forum within 
Thame with a  c yc ling  sub  group ; 

·  To sc ope existing  p rovision and  identify gaps; 

·  To develop  a  town c yc ling  p lan tha t develops 
p roposa ls for routes, c rossings, storage, shared  
fac ilities, information and  
educ a tion/ awareness ra ising . 

What would suc c ess look like? 

A grea ter reduc tion in vehic ular tra ffic , 
with the town c entre’s environmenta l 
qua lity improved  and  the loc a l c ommunity 
possessing  a  better qua lity of hea lth, as 
well as an a lterna tive mode for visitors. 

Evidenc e 

Loc a l partners have identified  the lac k of c yc ling  infrastruc ture within Thame and  the opportunities 
tha t exist when most shoppers and  town c entre users live within five miles of the town and  the loc a l 
topography is rela tively easy to c yc le and  is c onvenient to use.  The need  to a lso appea l to the 
visitor market in rela tion to c yc ling  to neighbouring villages and hamlets from Thame, and  vic e 
versa  will enhanc e the genera l offer.   



Thame Distinc tiveness Study    Feb  2010 

123   

 

 

 

 

 

Objec tive - Investing in the town c entre environment and susta inable ways of travel  

IF2 Develop Loc al Tra ils Priority 

High 

Cost 

£50/  
75,000 

Timesc ale 

M/ T 

Desc ription 

The need  to extend  the experienc e for peop le visiting 
Thame has been identified  through this study p roc ess in 
order to enhanc e Thame as destina tion for spec ific  
visitor segments suc h as func tiona ls and  trad itiona ls; as 
well as p rovid ing a  key c ommunity resourc e for loc a l 
peop le. 

The development of a  linked  loc a l tra il tha t c onnec ts 
key historic a l, environmenta l, c ultura l and  na tura l assets 
needs to be delivered  so tha t visitors c an exp lore 
beyond  the main town c entre c irc uit, but take some 
time out to lea rn about Thame’s past, partic ipa te in 
ac tivities or just have a  p ic nic .  Collabora tion with 
existing tra ils should  be sought and  efforts to c ombine 
resourc es to develop  loc a l tra ils should  be sought. 

Figure 43 shows the outer c irc le of assets tha t need  to 
be linked  through a  number of measures: 

Delivery 

·  Leadership  Group  

Additional organisations 

·  Va rious c ommunity organisa tions 

·  21st Century Thame 
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·  Development of a  town tra il tha t links key 
meeting  p lac es and  points of interest; 

·  Physic a l signage 

·  Promotion of existing  maps and  lea flets 

·  Provision of interpreta tion boards – free stand ing, 
build ing  fixed  or within the floor spac e 

·  Exp lore use of MP3 tec hnology for information 
downloads from town c entre outlets; 

·  Assessment of sea ting , p ic nic  fac ilities, litter b ins, 
dog waste b ins and  other information a t various 
sites; 

·  Co-ord ina tion of marketing and promotion 
ac tivities for spec ific  events suc h as c ric ket 
ma tc hes, ha rvest festiva l, rec rea tion ground 
ac tivities, book events a t  lib ra ry, etc  within key 
town c entre information boards and  a t key 
ga teways; 

·  Delivery of loc a l tra il in terms of c ap ita l works and  
c o-ord ina tion with other p rojec t ac tivity. 

Ac tions 

·  Develop  loc a l tra il in terms of physic a l sc ope, 
land  ownership , initia l c onsulta tion; aud it of 
existing  tra ils – integra tion; 

·  Provide an information stra tegy tha t develops 
tra ils: 

·  Meeting  p lac e/ nodes information 

·  Way-markers 

·  On-site interp reta tive ma teria l 

·  Map  and  assoc ia ted  lea flet 

·  Co-ord ina tion of event/ ac tivity information 

·  Integra tion with Thame web-site 

What would suc c ess look like? 

An experienc e on foot tha t b rings 
together key c harac teristic s of a  
quintessentia lly English market town in 
terms of keynote build ings, open spac e, 
c ric ket ma tc hes, view out to open 
c ountryside and  loc a l events and 
ac tivities. 

Evidenc e 

Study visitor journey experienc e demonstra ted  the lac k of exp lora tion and  an awareness of wha t is 
beyond  the main High Street, whic h is having  a  resultant impac t on the average length of stay.  
Visitor stays need  to be inc reased  from 2-3 hours to a  full four hours, and  where possib le to extend 
into the early evening for opportunistic  ea ting out. 
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Figure 43 Thame Local Tra il Network 
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Objec tive - Investing in the town c entre environment and susta inable ways of travel  

IF3 Traffic  Management Priority 

High 

Cost 

£unknown 

Timesc ale 

S/ T – 
stud ies 

L/ T - 
p rojec ts 

Desc ription 

Thame town c entre does not have a  shopp ing 
environment tha t is c onduc ive to ma inta ining  its p lac e as 
a  key rura l servic e c entre and  as a  market town visitor 
destina tion. 

Key spac es within the town c entre are domina ted  by 
vehic ular tra ffic  with pedestrians taking a  sec ondary role 
in the hierarc hy of use.  This manifests in extensive on-
street pa rking whic h domina tes the street sc ene and 
obstruc ts opportunities for pedestrian c rossing , vehic les 
travelling  through the spac e a t exc essive speeds, 
queuing tra ffic  tha t genera tes noise and  fumes and  the 
lac k of permeab ility for pedestrians in terms of movement 
and  exp lora tion. 

This is having  an adverse effec t on the genera l amb ienc e 
and  c harac ter of the town, and  as some loc a l pa rtners 
have sta ted  – “ the town needs to slow down”  if it is to 
reta in its appea l to existing  shoppers but d raw in new 
visitors tha t a re a ttrac ted  by a  p leasant, sa fe and  d istinc t 
experienc e. 

To red ress this imba lanc e there is a  need  to investiga te 
c urrent tra ffic  use within the town c entre so tha t a  
p lanned  approac h to tra ffic  management is adop ted , 
and  c onsensus is reac hed  on a  number of issues: 

·  Who is c urrently using  the town c entre for vehic ula r 
use? 

·  Is this essentia l? Where is non essentia l going  to? 

·  Wha t a re the needs of c ommerc ia l business? 

·  Wha t is the demand  for parking  in the town c entre 
and  is there enough supp ly, assessing  future 
shoppers’  and  visitors’  needs?  Is it p roperly 
managed? 

Delivery 

·  Leadership  Group  

Additional organisations 

·  Oxfordshire County Counc il  

·  South Oxfordshire Distric t Counc il 
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·  How do other users use the town c entre – c yc lists, 
etc ? 

·  How a re pedestrians using  the town?  How a re 
they a rriving?  Orig in and  destina tion da ta?  Key 
desire lines, footfa ll c ounts, key nodes and  meeting 
p lac es? 

·  Wha t p lans do the town have for existing  and 
future events, ac tivities and  p romotiona l ac tivities?  
Wha t is the likely footp rint for these outdoor 
events? 

These types of questions will sta rt to build  sc enarios and 
op tions on how to manage tra ffic  and  the resultant 
imp lic a tions on other ac tivities.  Spec ific  a reas tha t suc h a  
study should  investiga te inc lude: 

·  Enhanc ement of the immed ia te approac h via  
North Street; 

·  Trea tment of the roundabouts a t the east and 
western approac hes into Cornmarket and High 
Street; 

·  Immedia te pavements 

·  Thame Museum frontages and  signage 

·  Pavement lic enses 

·  Tra ffic  management within Cornmarket and  High 
Street;  

·  Widening of pavements and  c rea tion of more 
informa l c rossing  points; possib le c ommunity a rt 
through the street 

·  Trea tment of Buttermarket; 

·  Resurfac ing  using  na tura l stone 

·  Co-ord ina te with shop  front improvement sc heme 

·  Enhanc ement of the ma in on-street c ar pa rk off 
High Street – sha red  spac e for events and  parking ; 

·  Advanc ed  signage and  information to the town 
c entre c a r parks and  periphera l destina tions, and  
genera l signage, to inc lude: 

·  Visitor orienta tion 

·  Way-markers 
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·  Interp reta tion 

·  Themed tra ils 

Examp les of these suggestions c an be found in Figure 44 
and  Figure 45. 

Ac tions 

·  To agree the sc ope of a  stra tegic  management 
study with the highway authority and  other key 
pa rtners: 

·  Current issues and  existing  pa tterns of use; 

·  To understand  the p roc ess and  its outputs and 
how these a re hand led ; 

·  To undertake the study; 

·  Existing  tra ffic  modelling  

·  Aud it of c urrent and  future needs 

·  Overlay of genera tors and  other ac tivity 

·  Sc enario testing  

·  Op tions appra isa l and  rec ommenda tions 

·  To understand  the imp lic a tions on emerg ing  pub lic  
rea lm and  highway improvements sc hemes. 

What would suc c ess look like? 

If tra ffic  reduc tions were made and 
the genera l town c entre environment 
was better managed, Thame would  
c rea te extended spac e for 
pedestrians, grea ter ac c essib ility, 
improved frontages, opportunities for 
events and  ac tivities, but still p rovid ing 
opportunities for d rivers to ac c ess the 
town in a  managed  way. 

Evidenc e 

Whilst no quantita tive tra ffic  da ta  has been c olla ted  as part of this study, observa tions show tha t 
the main town c entre a rea  is not c onduc ive to a  sa fe and  p leasant environment.  Vehic le speeds, 
volume and  genera l dominanc e detrac ts from Thame’s market town setting . 

 

 

Other Infrastruc ture and Fac ilities Projec ts 

·   

·  Ga teway signs – welc ome to Thame – linked to b rand  

·  Advanc ed  and  d irec tiona l signs to c a r pa rks and  town c entre a ttrac tions 

·  Event information signage – weekly markets, events and  festiva ls 

·  Event banner systems 

·  Develop  and  c o-ord ina te street furniture 
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·  Community a rt tra il 

·  Waste management – rec yc ling  points 
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Figure 44 - Thame Town Centre - Managing the Experienc e 
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Figure 45 - Managing the Traffic  Through Cornmarket/ High Street 
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M1 – To develop  a  marketing  stra tegy 

M2 – To p rovide an Online Ea ting  & Shopp ing Guide 

M3 – To p rovide a  Welc ome Pac k 

Inc reasing 
awareness of 
Thame as a 
destination 

 M4  – undertake a  PR c ampaign to p romote the b rand  

 

 

Objec tive - Inc reasing awareness of Thame as a destination 

M1 Develop a marketing strategy and town brand 
that illustrates the vision of Thame 

Priority 

High 

Cost 

£3,000 - 
£15,000 

Timesc ale 

QW - ST 

Desc ription 

Thame needs a  b rand whic h will position the town in the 
minds of potentia l visitors.  The b rand  should  a im to serve 
as a  joint identity for a ll sec tors in the town inc lud ing 
tourism hosp ita lity and reta il businesses.  The b rand  should  
a im to develop  on existing work tha t has taken p lac e as 
pa rt of this study to ensure tha t it is tied  in with the 
stra teg ic  d irec tion of the town. 

The adop tion of a  sing le brand for the town would  a llow 
Thame to reac h its ta rget aud ienc e more effec tively, 
ensuring  tha t ‘ one message’  for the town is being  sold  to 
visitors – thereby ac hieving  a  muc h stronger p resenc e in 
the visitor market than c ould  be ac hieved by ind ividual 
businesses and  c ommunity g roups working  in isola tion. 

Clea rly, any b rand ing or marketing  will need  to be 
integra ted  with sub -reg iona l and  other relevant stra tegies 
listed  in this ac tion p lan. 

Ac tions 

·  Appoint a  b rand ing spec ia list to work with the 
town to develop  a  Thame b rand  

·  Ac hieve c ommunity buy in through a  series of 
engagement tec hniques 

·  Undertake a  robust sc hedule of researc h and 

Delivery 

·  Leadership  group  

Additional organisations 

·  21st Century Thame 

·  Thame Town Counc il 
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Evidenc e 

See marketing  development p roc ess within report 

What would suc c ess look like? 

A destina tion tha t is familia r and  known 
to shopper and visitors.  A resultant 
impac t being  the types of visitor 
segments visiting , dwell time, 
expend iture, no of bed  night stays, wider 
impac t on loc a l businesses. 

 

 

Objec tive - Inc reasing awareness of Thame as a destination 

M2 To provide an Online Eating & Drinking Guide Priority 

High 

Cost 

£10k 

Timesc ale 

S/ T 

Desc ription 

To p rovide an on-line ea ting  and  drinking  guide as pa rt of 
Thame First development (R1), whic h will ra ise awareness 
of town c entre food and  d rink outlets, loc a l markets, 
events and  festiva l, loc a l food  tra il, loya lty c ard  and  other 
p romotions. 

This will be p rovided  through a  single web  porta l tha t is 
c onnec ted  to shopp ing, a rts and c ulture and  other town 
c entre ac tivity, with a  spec ific  members sec tion. 

The on-line fac ility should  a llow peop le to book, view 
menus of the week, wine rec ommenda tions, Thame 
c hef’s favourite rec ipes, etc  as well as help ing with 
c hoic e and  rec eiving  offers through reg istered  ema il 
subsc rip tions. 

Ac tions 

·  Sc ope p rojec t with key pa rtners 

·  Undertake market researc h with Thame food  and 
d rink sec tor and  loc a l residents 

·  On c ompletion of market researc h, design on-line 
fac ility, researc h, develop  ed itoria l, user genera ted 
c ontent maps, menus, tip  of the week, d irec tory, 
etc  

·  Pilot web-site; feedbac k; refine 

Delivery 

·  Leadership  Group  

Additional organisations 

·  21st Century Thame 
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What would suc c ess look like? 

A stronger food  and  d rink identity tha t is 
well used  ac ross the weeks and  months 
by loc a l residents and visitors tha t has a  
Thame persona lity, using  loc a l p roduc e 
and  ta lent. 

Evidenc e 

Lac k of awareness of loc a l food  and  d rink offer within town.  Need  to build  a  more d iverse and 
c ohesive identity for food  and  d rink tha t appea ls to both loc a l residents and  visitors. 

 

 

 

Objec tive - Inc reasing awareness of Thame as a destination 

M3 To provide a Welcome Pac k Priority 

High 

Cost 

£5,000 

Timesc ale 

Q/ W 

Desc ription 

An effec tive means of marketing  Thame to visitors, new 
residents, emp loyers or potentia l investors, would  be to 
c rea te a  simp le branded , generic  folder linked  to a  town 
b rand . This would  p rovide the p la tform for a  variety of 
app lic a tions, with relevant inserts added  ac c ord ing  to 
the needs of the intended  rec ip ient. Inserts c ould  inc lude 
Thame key fac ts and  figures, shops and  servic es d irec tory, 
poc ket size map , d isc ount vouc hers, loya lty c a rd  form, 
events p rogramme, etc .  

All of this information would  add itiona lly be supp lied  via  
the town web  porta l.  

Potentia l uses c ould  inc lude: 

·  Group  visitor enquiries – from tour opera tors 
running spec ia list tours of Thame, Oxfordshire and 
the Chilterns for examp le. The pac k c ould  inc lude 
deta ils of ac c ommoda tion, restaurants, le isure 
fac ilities, visitor a ttrac tions and  a  guide showing 
the history of the town and  the loc a tion of basic  
fac ilities. 

·  Investment /  c ommerc ia l enquiries or new 
businesses. In this c ase, the pac k c ould  p rovide 

Delivery 

·  Leadership  Group  

Additional organisations 

·  21st Century Thame 
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information on renta l levels, house pric es, the 
employment and  skills base, ava ilab le business 
support and  possib ly deta ils of ava ilab le premises 
or sites for development. 

·  New or potentia l residents. The pac k c ould  be 
supp lied  to esta te agents and  c ould  p rovide 
deta ils of sc hools, emp loyment, town events and 
festiva ls, loc a l and c ommunity servic es and 
telephone numbers of essentia l loc a l servic es. 

·  Ac c ommoda tion Providers. The Welc ome Pac k 
c ould  be used to inform hotel, B&B and non-
servic ed  ac c ommoda tion guests about wha t 
Thame and  Distric t has to offer. This c ould  help  to 
enc ourage guests to extend  their stay in the a rea , 
or c ould  influenc e business visitors to return for a  
leisure visit in future. 

Ac tions 

·  Prepare b rief for pac k with loc a l partners in terms 
of pac k, inserts and  means of upda ting , etc  

·  Proc ure and  produc e pac ks 

·  PR launc h 

·  Distribute to key outlets and  c ommunity networks 
What would suc c ess look like? 

A more c ohesive destina tion tha t 
p romotes itself a t points where visitors 
and  investors require information.  New 
residents to the a rea  a re aware of wha t 
their town has to offer and  embeds them 
into the loc a l Thame sc ene. 

Evidenc e 

Lac k of self p romotion with town in terms of key a ttrac tions, shops and  amenities, events and  festiva ls, 
etc . 

 

 

 

Objec tive - Inc reasing awareness of Thame as a destination 

M4 Undertake a PR campaign to promote the 
brand 

Priority Cost 

£20k - 

Timesc ale 
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High £40k ST 

Desc ription 

A c a refully designed  pub lic  rela tions (PR) c ampaign is 
required  to roll out the newly designed  brand.  This should  
set out guidelines to ensure tha t the b rand  is used  widely 
and  c orrec tly and  well as provide an overa ll marketing 
stra tegy for the town.  This may inc lude the produc tion of 
va rious town lea flets and  pub lic a tions as well as 
upgrades to any existing  websites, to ensure the b rand  is 
adop ted .  Other ma teria l suc h as town bags c a rrying  the 
b rand  should  be c onsidered  as pa rt of the stra tegy. 

This should  c omprise the p roduc tion of a  marketing  kit 
based  on the new Thame b rand , whic h will p rovide 
businesses and  c ommunity groups with a  unified  suite of 
ma teria ls to use on c ards, signage, town information and 
advertising  /  PR materia ls. 

In add ition, the stra tegy should  c onsider the c rea tion of a  
network of towns to p romote the region as a  whole.  This 
would  require effec tive c ollabora tion with neighbouring 
c ommunities. 

Delivery 

·  Leadership  Group  

 

Additional organisations 

·  Other town’s Leadership  groups 
(Henley & Wa lling ford ) 

·  Oxfordshire Tourism Group  

·  TEAM 

Ac tions 

·  Develop  a  stra tegy for marketing  Thame 

·  Produc e nec essary ma teria l to support the 
stra tegy 

·  Carry out the stra tegy 
What would suc c ess look like? 

Thame has a  c omprehensive marketing 
stra tegy tha t enc ompasses a ll aspec ts of 
the c ommunity 

Evidenc e 

Work elsewhere has shown tha t the adop tion of a  unified  stra tegy, even within a  small c ommunity, 
c an have a  strong impac t in terms of b ring ing the business c ommunity together, as well as p romoting 
the town to the outside world . 

 

 

Other Marketing and Awareness Projec ts 

·  Estab lish joined  up  p romotion of Thame within South Oxfordshire and  the Chilterns 
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5.3. Delivery Mec hanism 

The delivery mec hanism is an essentia l pa rt of ensuring  the suc c essful delivery of the 
ac tion p lan.  It is essentia l tha t the delivery pa rtnership  itself is adequa tely equipped  
with the nec essary skills needed to deliver the rec ommenda tions set out in this p lan.  
It will a lso need suffic ient fund ing  in order to c arry out the work needed to instiga te 
and  c oord ina te the suggested  ac tions.   

It is suggested  tha t a  suitab le delivery mec hanism for the effec tive delivery of this 
management p lan will be known as the “ Leadership  Group”  developed  as a  result 
of the South Oxfordshire Distinc tiveness Study.   

It is expec ted tha t the ‘ c ore’  of the leadership  group  should  c omprise representa tion 
from the business assoc ia tion, the town pa rtnerships, the town c ounc il, the d istric t 
c ounc il as well as other identified  ac tive interest g roups.  Collec tively, these 
representa tives will c a rry the flag  of the ‘ leadership  group ’  and  will take responsib ility 
for c oord ina ting  the delivery of the ac tion p lan.  Tha t is not to suggest tha t these 
ind ividua ls will be responsib le for the delivery of a ll of the rec ommenda tions more 
tha t they will be the links between the va rious organisa tions and ind ividua ls from 
within those organisa tions who a re nec essary in order to c a rry out spec ific  ac tions.   

The leadership  group  should  a t the c entre of the rad ia l, with links d irec tly into other 
organisa tions /  g roups needed  to c a rry out an ac tion.  In effec t, for the delivery of 
eac h ac tion the c ore leadership  group  will determine the persons, organisa tions and 
fund ing bod ies required  to c a rry out the ac tion p lan and  will effec tively estab lish an 
‘ac tion p rojec t sub-group ’ .  This g roup  will work together to suc c essfully deliver the 
ac tion as spec ified  in this p lan.  

For example, if an ac tion requires the development of a  physic a l struc ture, the 
p lanning department a t the d istric t c ounc il would  need  to be c onsulted  and  the link 
to tha t department would  c ome from the leadership  group ’s Distric t Counc il 
representa tive.  Simila rly, if an ac tion requires buy in from the reta il sec tor of the 
town, the leadership  group ’s Thame First rep resenta tive would  provide the nec essary 
link.  Relevant persons from the ac c ommoda tion sec tor who would  be key in the 
delivery of an ac tion whic h required  the bac king  of the ac c ommoda tion sec tor 
would  be dra fted  in to c a rry out tha t pa rtic ula r ac tion. 

At a  minimum therefore, the leadership  group  is expec ted  to c omprise the following: 

Figure 46 - Leadership Group Core Composition 
Organisa tion Number of 

Representa tives 

Business 
Assoc ia tion 

2 – 4 

Town Counc il 2 – 4 
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Interest Groups 2 – 4 

Distric t Counc il 1 – 2 

Tota l 7 – 14 

Sourc e: Miller Researc h (UK) Ltd . 2009. 

Onc e estab lished , the c ore leadership  group  should  a rrange to meet on a  regula r 
basis to a rrange the delivery of the ac tion p lan.  Ac tion sub -groups will be 
estab lished  by rec ruiting  the nec essary persons to ensure the delivery of the ac tion. 

Clea rly the leadership  group  for Thame should  work c losely with its c ounterpa rts in 
South Oxfordshire, to ensure joined -up  ac tivity and  to maximise the benefits of 
networked  delivery ac ross the whole a rea . 

 

5.4. Monitoring Distinc tiveness 

It is impera tive tha t c ontinua l p rogress monitoring is undertaken to assess the impac t 
of any ac tions c a rried  out.  Tab le 10 lists a  number of c riteria  whic h c an be assessed 
a t regular interva ls to monitor p rogress. 

Table 10 -  Monitoring Distinc tiveness 
Level Theme Measurement 

High 
Level 

Reta il 
Distinc tiveness 

� ·  See survey report 
methodology  

·  Reta il ·  Distribution of c ity c entre 
use by use c lass order 

·  New floor spac e c rea ted  

·  Priva te sec tor investment 
levered  

·  Renta l levels 

·  Vac anc y ra tes 
(p rimary/ sec ondary) 

·  Pedestrian footfa ll 

·  Dwell time 

·  Level of reta il expend iture 
reta ined  

Thematic  
Level 

Reta il, Tourism, 
Hosp ita lity 

·  Tourism ·  Visitor sa tisfac tion levels 

·  Inc rease in bed  night stays 
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·  Inc rease in visitor 
expend iture (day and  
overnight)  

·  % of linked  trips to other 
a ttrac tors  

·  No of food rela ted  events 
and  festiva l 

·  Hosp ita lity ·  Perc entage of loc a l food 
sourc ed  

·  Diversity in food  and  d rink 

�

·  Markets ·  Inc rease in pa tronage 

·  Dwell time 

·  Inc rease in number of sta lls 
selling  loc a l p roduc e 

·  Inc rease in frequenc y of 
markets 

·  Inc rease in number of sta lls 

Infrastruc ture & Transporta tion ·  Pedestrian footfa ll 

·  Dwell time 

·  Moda l shift 

·  Reduc ed  ac c ident ra te 

·  Reduc tion in a ir pollution 

·  Inc reased hea lth and  well 
being  

·  Arts & Culture ·  Visitor sa tisfac tion levels 

·  Dwell time 

·  %age of return trips 

·  Inc reased  visitors to other 
South Oxfordshire towns 

�

·  Marketing  & Awareness ·  No of web  hits on Thame 
sites 

·  Inc reased  visitors to Thame 

·  Inc rease in visitor 
expend iture (day and  
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�
overnight) 

·  Inc rease in bed  night stays 
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Append ic es 

Append ix 1 - List of Organisa tions Consulted  During the Proc ess 

·  21st Century Thame ·  Swagger 

·  Abbotts Offic e Solutions ·  TAL Festiva l Ltd  

·  Age Conc ern ·  Thame & Distric t CAB 

·  Business Link ·  Thame Barns Centre 

·  CMAG ·  Thame Cinema 

·  County Counc illor ·  Thame First 

·  CPM ·  Thame Leisure Centre 

·  Fraser Hamilton ·  Thame Museum 

·  Friends of Thame and  Distric t 
CAB ·  Thame Players 

·  FTG(Thame)Limited  ·  Thame Resident 

·  Girl Guides 
·  Thame Servic e Sta tion 

Ltd  

·  Hives Planning 
·  Thame Servic e Sta tion 

Ltd  

·  Inner Wheel Club  of Thame ·  Thame Show  

·  Lamb Arc ade ·  Thame Town Counc il 

·  Lord  Williams’  Sc hool ·  Thame Town Counc il 

·  Monkey Business Images ·  Thame Youth Thea tre 

·  Planet Business Interiors Ltd  ·  Thames Va lley Polic e 

·  Prac tic a l Business Support Ltd  ·  The Spread  Eagle 

·  Rota ry Club  of Thame ·  Tilly Nilly 

·  Rumseys ·  Towersey Festiva l 

·  Sec reta ry, Thame Museum 
Trust ·  Wha t©s Cooking 

·  St Marys Thame Footba ll Club  ·  Wha t©s Cooking 
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Append ix 2 - Deta iled  Market Segments 
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Append ix 3 - Brand ing Conc ep ts 
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