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Executive Summary

Introduction

Thisreport documentsthe findingsof a study to develop the distinctiveness of Thame
and to agree a unique selling point for the town. The work, which had been
commissoned by South Oxfordshire District Council (SODC) in June 2009, forms part
of a wider project looking at the three townsof Henley, Thame and Wallingford using
a common approach. The requirement for thisproject wasidentified in the previous
South Oxfordshire’s Market Towns Srategy for 2007-11 which indicated a need ‘to
introduce measures which improve the economic vitality and viability of South
Oxfordshire’s market town centresand which willencourage more viststo be made
to the townsby both local residentsand vistorsfrom a wider area.” In addition, the
Oxfordshire Economic Development Srategy highlightsa number of generic threats
that market town’s face which include loss of independent shops, the conflict
between the historic market town context and the needsof modern busnesses, the
impact of retail leakage, and traffic congestion. SODC required that this work
should inform and support the work of the council towards thriving market towns.
Therefore itsaimsare to:

Highlight the unique characteristics of each town and how these could be
used to develop each of their unique selling points through a marketing
strategy and other mechanisms;

Secure agreement on the best way to promote the town’sdistinctiveness;
Build the capacity of each town to deliveritsvison; and

Encourage entrepreneurship to secure the long-term sustainability of the
project ratherthan rely on grants.

In compiling this study for Thame, we have worked with 21% Century Thame
Partnership, Thame FHrst, representatives of the Town Council, local busnesses and
other Thame stakeholders.

Methodology

Our approach to meeting the objectives of this study was based on a hybrid
methodology, combining aspects of our well-established Retail Distinctiveness and
Market Town Welcome models.

These latter models provide a means of looking at the offer available to resdents
and vistorsin each town and the attitude of retail and hospitality businessestowards
their current clientele. Hence, although focusing on retail and tourism, the models
use these sectorsasan entry point for a more holistic appraisal of how beneficiary
townswork in theirregional and sub-regional contexts.

The approach taken wasasfollows:

Sage 1- Agreement of Aims, Objectives and Approach to the Work (client
inception)

Sage 2 - The Baseline Position for Thame



Sage 3 —Digtinctiveness Survey
Sage 4 - Workshopsand Community Engagement
Sage 5—-Analyssand Reporting



Baseline Summary

The Lockwood report noted that Thame had above average pressures on its retail
offer, with High Wycombe posing a key threat, although Aylesbury is also in its
catchment. The Retail and Leisure Needs Assessment reported that Thame was
performing well in retail terms, despite increasing competitive pressures. However,
the need to diversfy the town’s comparison offer was highlighted as a means of
maintaining market share. An acute shortage of potential retail stes in the town
could hampersuch development. A key site in the town isthe SODC owned cattle
market, which could provide space for larger retail units and a specialist food and
drink quarter. Development optionsfor thisare currently being consdered.

The town has some diverse architectural styles, including some notable gothic
buildingsand may offer potential for tours.

The Thame Market Town Action Plan listssa number of actionsin the following areas:
Facilitiesforyoung people / cattle market relocation / community centre
Marketing Thame
Cycling
Parking
Town square
Town centre activitiesto attract shoppers
Evening activities

Retail Distinctiveness Overview

The Retail Distinctiveness™ survey carried out in Thame, as part of the primary data
gathering, is based on a customised version of the Retail Distinctiveness model
developed for ONE NorthEast by Miller Research, which has been run in eighteen
townsacrossthe UK. It wasincluded in ourapproach asit helpsto provide a holistic
look at a given town and its retail, hospitality and physical / heritage assets. The
original rationale for the Distinctiveness model wasto counter the “cloning” of town
centres and to aid thinking in creating and preserving vibrant small communities —
especially rural market towns.

In response to our key findingsin ONE NorthEast’s Retail Distinctivenessreport of July
2006, we concluded that in order to achieve retail distinctivenessin market towns, it
wasimportant to achieve the right balance in relation to range and choice for both
local people and vistors. The existence of national retailers in market towns was
therefore not identified asa threat but an opportunity if the right scale and level of
complementaritiesare achieved. In thisproject the general health of Thame’sretalil
offer and itsvitality and viability has been assessed, so that we can understand its
general condition, before measuring its distinctiveness in terms of the mix of
independent shops, food and drink, marketsand other attractors.



Vitality and viability has been briefly surveyed, to provide context for the work. As
noted above, the vitality and viability elements of the Retail Distinctiveness model
include factorssuch as:

Customer Satisfaction levels;
Accessibility;
Footfall;
Investment;
Confidence or Retail Performance;
Retailer Representation;
Retail Diversty; and
Vacancy Rates.
The retail distinctivenesssurvey focuseson a number of areas:
The independent retail offer;
Food and drink;
Customercare;
The town context;
Townscape;
Sreetscape; and
Sreet elementsand furniture.

Overall, for a town of its sze, Thame is relatively vibrant but could accommodate
some missing shopsand services. ltscompactness, availability of parking, and ease
of getting around are key selling points with its physical environment projecting a
rural character at times. Its market town character underpins its unigueness, along
with itsmarketsand village atmosphere. There are strong independent retail clusters
which can act as anchors for building the town as a retail destination including
ladiesfashion, health and beauty, home and gifts, jewellery and local produce.

Workshop Outputs
Three workshopswere held forthe Thame group.
Workshop 1 on the 14t October 2009 covered a number of activities:
- FRact-finding trip to Woodstock for 25 local Thame representatives,

- A visitor journey to Thame to understand how visitors perceive the
town centre through a number of vistor ssgments;

- Sharing of retail distinctivenessfindings;
-  Shaping areasof action and review previousmarket town ideas.

Workshop 2 on the 11" November 2009 provided the opportunity for over 30
Thame representatives to listen to the interim findings of the overarching



study, allowing some time to network with partnersin Henley and Wallingford.
The workshop also introduced Miller Research’s marketing associate Seve
Capell who led a marketing workshop which led to Thame developing a
“mood board” and development of a creative brief.

Workshop 3 on the 24t November 2009 was the final local sesson, where
Seve Capell presented a range of brand options for Thame and Miller
Research presented itsemerging delivery plan. Feedback wasreceived on
the brand options with over 30 people prioritising ideas and checking if they
would have a meaningfulimpact forthe town centre.

Best Practice Trip

As part of the first formal workshop sesson, local partners took a vistor journey to
nearby Woodstock to understand how the bushess community was creating a
distinctive destination. Whilst it was acknowledged by the coach party that
Woodstock hasa different role and function to Thame, some key lessonswere learnt:

Destination place —underpinned by Blenheim Palace;

Oxfordshire Museum isa central attraction and facility within the main street —
museum, café, TIC, sculpture garden — provides a number of functions —
educational, relaxation, food and drink, tourist information;

Town Hall — makes good use of immediate space — public realm, seating,
planting, focal space;

Contained and compact — ease of navigation in terms of shop frontages,
colours, style, footways, smple landscaping;

Diverse food and drink offer in terms of coffee houses, pub food, hotels and
within museum —wide appeal,

Smple and legible pedestrian sgnposting;
Pavements well managed in terms of A Boards, tables and seats, general
cleanliness, and
Mature treesframe the streetsand add to the character.
Choosing Market Segments

The group waspresented with a seriesof market segmentsbased on the ArklLeisure
model. By reviewing these, the group decided which segments were most
appropriate astargetsfor Thame. It isimportant not to overlook the importance of
local resdents, even though local resdents are essentially one of the eight market
segmentswhen they choose to vist their town for any reason other than to fulfil their
autonomous consumption of goods and services. For this reason and for the
purpose of the visitor journey, an additional market ssgment - the ‘local residents' -
was developed to accompany the top three chosen at the first workshop. The
chosen segmentswere:

Traditionals;

Functionals;
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Cosmopolitans;, and

Local Residents

The Visitor Journey

In order to see Thame objectively, workshop participants were encouraged to see
their town asa first time vistor might. The stakeholder group wastherefore, split into
four groups and each was charged with the task of assuming the identity of a
particular ssgment. Each group wasthen asked to identify the expectationsof their
market segment, upon a vist to Thame. Personalities and a brief for each of the
market segments were developed to make them more easly identifiable. In
summary, all four market segmentswere disappointed with some aspect of their vist
to Thame. The most postive trip was noted by the local residents who
acknowledged the good gift shops and other niche shops such as fashion, books
and butchers. Their trip wasonly let down by the lack of colour in the town and the
lack of places to secure their bikes or what routes to take them on. The
Cosmopolitans and Functionals noted the town’s ‘scruffy appearance’ and poor
shop frontages. These segments, aswell asthe Traditionals were disappointed with
the overall quality of dining although there were some exceptions. All three
segments also pointed out the traffic noise and poor navigation / sgnage around
the town.

Branding

Developing a destination and promoting its individual charms invariably involves
change and in particular, change in people’s perceptions. A well informed town
brand can be an effective catalyst for achieving widespread buy-in to a town’s
ambition to achieve itsaltered state. Whether the town plansto undergo immense
physical changesorifit sSmply requiresa change in the attitudesof the people who
live and visit the town, a brand can provide the impetus.

Through the seriesof engagement workshopsaspart of thisstudy, Seve Capell from
Capell Creative explored the subtleties of market town branding with the Thame
stakeholdergroup.

The stakeholder groups were presented with a number of well known brands from
acrossthe UK and asked to critique them against a number of criteria. This exercise
intended to make the audience behave and think like marketing managers to
prepare them for their task of creating a marketing brief for their town. They were
asked to create a ‘mood board’ which defined the personality of their town. They
were to identify colours, photos, images, words and fonts — write messages,
headlines, dogansand wordsto capture the town’spersonality. Thisinformation was
developed by Seve Capell to form initial branding concepts based around
separate marketing messages. They are:

Thame4Me;
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Thame - Market Town Charm; and
Aim for Thame.

Action Plans & Delivery

The Strategy

The strategy for Thame isintended to steer the long term direction of the town. It is
the culmination of the evidence base presented in thisreport and setsout the scope
of Thame in achieving advantage over its competitors by utilisng and influencing
the resourcesand competenciesat itsdisposal. The strategy for Thame isset out as
follows:

Vision —The desred future state / aspiration of the organisation
Aim —The overarching purpose of the strategy

Srategy - The long term directional plan that utilised the towns assets /
resourcesto develop competitive advantage

In compiling the strategy for developing distinctiveness, we should consider the key
assetsof the town. These were agreed to be:

ltsmarket town characterand strategic location;
Arealand approachable experience that hasa village atmosphere; and

A compacttown centre thatisa good base forthe Chilterns.

Oursuggested strategy for achieving the vision wassummarised asto:

Create a town and country experience to increase exploration, dwell times
and visitor spend.

Promote the town as a place to relax, explore and indulge through strong
postioning of the town’sbrand and rural market town offer.

Build on the current independent offerto meet and exceed expectations

Objectives

This led directly into a set of themed objectives to underpin priority
recommendationsforaction, asfollows:

Increasing quality and spend in retail, tourism and hospitality

Coordinating and developing local arts, culture and events

Investing in the quality of the town centre environment

Increasing awarenessof Thame asa real market town destination
Actions

Increasing quality and spend in retail, tourism and hospitality

12



Rl —Thame Hrst Development
R2 —Shop Font Improvements
R3 — Build on Thame Food Festival

R4 —Provision for Market Enhancements

Coordinating and developing local arts, culture and events

Al-Develop Annual Programme
A2 —Feasibility Sudy into Community Building

A3 —Town Centre Events Space Srategy and Plan

Investing in the town centre environment and sustainable ways of travel

IFL — Better Cycling Facilities
IF2 — Develop Local Trails

IF3 — Traffic Management

Increasing awareness of Thame asa destination

M1 —To develop a marketing strategy
M2 —To provide an Online Eating & Shopping Guide
M3 —To provide a Welcome Pack

M4 —Undertake a PRcampaign to promote the brand

The actions listed above were analysed in terms of their deliverability and the likely
impact on achieving the town’svision and detailed descriptionsof each formulated
the action plan.

Delivery Mechanism

The delivery mechanism isan essential part of ensuring the successful delivery of the
action plan. It isessential that the delivery partnership itself isadequately equipped
with the necessary skillsneeded to deliverthe recommendationsset out in thisplan.

13



Thame Distinctiveness Study Feb 2010

1. Introduction

Thisreport documentsthe findingsof a study to develop the distinctiveness of Thame
and to agree a unique selling point for the town. The work, which had been
commissoned by South Oxfordshire District Council (SODC) in June 2009, forms part
of a wider project looking at the three townsof Henley, Thame and Wallingford using
a common approach. The original brief for the study brief outlined how the
requirement for an action plan for the three towns arose from South Oxfordshire’s
Market Towns Strategy for 2007-11. Thisstrategy adopted asitsvison:

“To introduce measures which improve the economic vitality and viability of South
Oxfordshire’s market town centresand which willencourage more viststo be made
to the townsby both local resdentsand vistorsfrom a wider area.”

The strategy recognised the threat to market townsfrom a decline in distinctiveness,
increasing traffic congestion and associated parking problems and a relatively
limited range of shops. It echoed the point made in the wider Oxford shire Economic
Development Srategy that market towns face a set of more generic threats, such
as

Loss of independent shops — with subsequent impact on towns capacity to
defend their distinctiveness, through declining membership of Chambers of
Commerce and similargroups,

Conflict between the historic market town context and the needsof modern
busnessand retail practices;

Impact of supermarketsand retail leakage to other major centres; and
Traffic congestion.

All three towns had previoudy completed Market Town health checks, which
resulted in action plans being developed. These focused on events and other
means of promoting town centres to attract more visitors. However, it was
recognised in the Market Towns Srategy that the built environment of the town
centresalso needed to be upgraded to stem further decline. Three key strandswere
id entified, relating to:

Competitiveness, making the towns more welcoming destinations for locals
and vistorsalike;

Quality, recognisng the importance of providing an offer which will draw
people into town; and

Consumer FHiendliness, as a critical element of continued economic
wellbeing.

There are some generic actionssupported by SODC which apply to all three market
towns, including measures to promote increased retail space, development of a
vacant property register, encouraging information sharing and developing
sustainable partnershipsto deliver action in town centres.

MILLER®
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Thame Distinctiveness Study Feb 2010

In compiling our proposal for this piece of work, we recognised that each of the
three towns enjoys a different set of circumstances and characteristics. Hence we
were careful to suggest that each required a tailored approach to the work, to
ensure that previous efforts were not duplicated and that maximum emphass was
placed on achieving a clear vision of where each town wantsto go and how they
are to get there. SODC required that thiswork should inform and support the work of
the council towardsthriving market towns. Itsaimsare to:

Highlight the unique characteristics of each town and how these could be
used to develop each of their unique selling points through a marketing
strategy and other mechanisms;

Secure agreement on the best way to promote the town’sdistinctiveness;
Build the capacity of each town to deliveritsvison; and

Encourage entrepreneurship to secure the long-term sustainability of the
project ratherthan rely on grants.

In compiling this study for Thame, we have worked with 21% Century Thame
Partnership, Thame FHrst, representatives of the Town Council, local busnesses and
other Thame stakeholders. The subsequent sectionsof thisreport lay out the baseline
postion, our assessment of the factors affecting distinctiveness, and reports of a
series of workshopsto build local consensus, develop a common vison and devise
practical actionsto fulfil thisvision. The report isintended to be a working document
and it is hoped that its subsequent adoption will provide a starting point for local
delivery and action to create a more successful market town.

1.1. Methodology

Our approach to meeting the objectives of this study was based on a hybrid
methodology, combining aspects of our well-established Retail Distinctiveness and
Market Town Welcome models.

These latter models provide a means of looking at the offer available to resdents
and vistorsin each town and the attitude of retail and hospitality businessestowards
their current clientele. Hence, although focusing on retail and tourism, the models
use these sectorsas an entry point for a more holistic appraisal of how beneficiary
townswork in theirregional and sub-regional contexts.

In previous work, our research has demonstrated different issuesin every town, but
with common themesof close relevance to the development of Market Townsboth
as viable places to live and as attractive destinations for vistors. Generic issues
include, forexample:

Variable customer service with little added value;

Poor evening-time offer and many shops/ cafesnot open on Sundays/ Bank
Holidays;

Lack of investment in public houses by remote landlords — especially some
pub chains;

15
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Lack of choice and differentiation amongst public houses — with a strong
emphasison weekend “vertical drinking” market;

Lack of high quality accommodation for vistorsand busnesstourists;
Predominance of short break and day tourism;

Lack of a local food culture and few opportunities to showcase local and
distinct produce; and

Difficultieswith parking, sgnage and orientation.

The approach taken aspart of thiswork isset out in more detail below.

Sage 1- Agreement of Aims, Objectivesand Approach to the Work
(clientinception)

An initial meeting with SODC confirmed the aims of the study and highlighted some
local issues of relevance to the work. At this meeting it was agreed that although
Thame isa prosperous, relatively successful town in many ways, with a high level of
recognition and excellent natural setting, it suffers from a number of key issues,
including:

Retail leakage to larger neighbouring towns;
Sgnificant traffic and parking difficulties, and

Relatively low capture of spend from the many visitorswho come to the town.

Hence it was agreed that our study should focus on three key areas of attention,
within an overall context of building sustainability® for the town and its hinterland
(see Hgure 1):

Building the vistor economy, to increase footfall and maximise the retained
spend from those already using the town;

Managing retail leakage, through improving the independent and mid-tier
national retail offer to retain more local spend and to increase the propensity
of those living on the margins of the current catchment to use Thame astheir
choice of shopping destination; and

Maintaining and developing the character, culture and community of
Thame, to ensure that any change doesnothing to compromise the excellent
natural, built and historic assetsof the town.

The focus on visitors is not limited to traditional concepts of tourism, but rather it
recognisesthat anyone who livesor works outside the town itself isin effect a vigtor.

1 Qustainability here includesall aspectsof people, place and planet.

16
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Thame Distinctiveness Sudy Feb 2010

The attraction of vistors can provide a sufficient boost to the retail and hospitality
sector to both stem the tide of retail leakage and to provide critical mass to

maintain the viability of otherwise marginal businesses — both independent and
nationally owned.

As will be shown in the section on distinctiveness, vistors to market towns are
especially attracted by independent shopsand by local food and drink, aswell as
the social and environmental factors that go to comprise a market town. These
factorsare also generally highly valued by those who choose to live in market towns
themselvesand so, in many ways, the factorsthat attract vistorscan be said to be
those that make a town more distinctive to everyone.

) MILLER
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FHgure 1 —Approach: Key Factors

Managing
Retail Leakage
through a
Stronger Offer

Building the

Visitor
Economy

Sustainability

Maintaining
Character and
Community

Stage 2 - The Baseline Position for Thame

The baseline section comprised a brief review of all available documentation that
wasidentified asbeing of relevance to the preparation of thisstudy. The purpose of
thisstage wasto establish a clear understanding of the current position of Thame in
its sub-regional context and of work carried out to date. This aimed to satisfy two
needs:

To ensure that we had a clear understanding of work carried out and the
current issuesin Thame; and

To map current information, allowing usto devise a detailed approach that
would fillany gaps, but not duplicate what hasalready been carried out.

Stage 3 —Distinctiveness Survey

In this stage, we carried out our Retail Distinctiveness survey, which assessed the
retail and vistor offer in Thame. This comprised a visual distinctiveness survey, a
vitality and viability survey, a series of business interviews across the area to provide
a qualitative boost to the survey findings, and a ‘mystery shopper analyss of
customer service in the town.

The results were subsequently analysed to provide an overall measure of
distinctivenessin Thame.

Sage 4 - Workshopsand Community Engagement

M IEIV__N_I;_MERQ
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During this stage of the study we engaged with a group of key stakeholdersin the
town (see Appendix 1 for a list of organisations consulted), through a series of
workshops:

Workshop 1 presented the evidence base and introduced the concept of
vistor market segmentsto the group;

Workshop 2 involved assigning rolesto groups of stakeholders, based on the
market segments and going on a ‘journey to Woodstock’ on a bus. During
the trip, stakeholders were asked to think about their expectations of a day
out in Thame in their respective roles. On arrival back at the town, the group
walked around for an hour as first-time vistors would, to see how their visit
matched up to their expectations. The results were then discussed in an
action planning sesson in the Spread Eagle hotel in Thame;

Workshop 3 utilised a joint busness networking event for all three towns,
hosted by South Oxfordshire District Council, to provide the backdrop for a
workshop sesson on branding market towns. This aspect of the event was
hosted by our associate Seve Capell, principal of Capell Creative. At the
session, the group developed “mood boards’ for each town, using images of
place, colour, fonts, people and events. Each also looked at a vison for their
town and the results provided a creative brief for the development of some
initial branding conceptsforeach town;

Workshop 4 presented the conceptsto the Thame group for feedback and
discusson. The second half of the session took themes from the previous
elementsof the work and used these asa basisfor prioritising actions.

Stage 5 - Analysisand Reporting

The outputsfrom the elementsdescribed above have been brought together in this
report, along with some more detailed actions for consderation. We present these
as projectsto be further developed and taken forward by the stakeholder group,
which we have termed the “Leadership Group” for Thame.

We have striven to ensure that the actions within the plansreflect a combination of
documented evidence, community aspirations and a sustainable vison for Thame
asa vibrant, attractive market town for residents, businessesand visitors alike.
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2. Baseline

2.1. Regional
SEEDA Regional Economic Strategy

The vision for the South East region in what is the third Regional Economic Srategy
(RES) isforit to be a world classregion achieving sustainable prosperity. Stting within
the context of the Integrated Regional Famework for sustainable development and
the South East region’s spatial strategy, this RES sets out two primary goals, to set
targetsto ensure successismore widely accessble; and to identify the importance
of quality of life asa competitive advantage.

The RESrecognises three key challenges for the region: the global challenge; smart
growth; and sustainable prosperity. The global threat and opportunity from
emerging economies is identified and the RES subsequently emphasses the
requirement to invest in success. To achieve smart growth, the RESstatesa necessty
for the region to inved in potential by raising levels of enterprise, productivity and
economic activity, especially in currently underperforming areas, communities and
individuals.

The Thames Waterway Plan

The Thames Waterway Plan was developed by the Environment Agency on behalf
of the River Thames Alliance in order to promote healthy growth in the use of the
freshwater Thames for communities, wildlife, business and leisure. The Rver Thames
Alliance, surrounded by other action-orientated partnerships, acts as a focal point
for the plan. The plan formulated four objectivesto act asa core set of priorities to
work towards. These were:

Improve and promote access and information for all users (on water and
land);

Improve and maintain the river infrastructure, facilities and services for all
users

Contribute to enhanced biodiversity, heritage and landscape value in the
waterway corridor; and

Increase use of the riverand itscorridor.

Sustainability isalso a key part of the plan and thisdocument aimsto be a plan for
sustainable development of the River Thames. Both the government and the South
East of England RDA have produced sustainable development strategiesand these
were applied and incorporated throughout the development of the Thames
Waterway Plan.

Oxfordshire Economic Development Srategy

The Economic Development Srategy for Oxfordshire over the period 2006-2016 was
developed by the Oxfordshire Economic Partnership (OEP) which comprisesa group
of private business people, plusrepresentatives from a wide range of organisations

MILLER®
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including Learning and SKkills Council (LSC), Business Link, Oxfordshire County Council
and the University of Oxford.

The aim of the document wasto present the vision of the partnershipsand how they
aim to achieve this vison. OEP's vison is to realise Oxfordshire’s potential as a
pioneering, productive, world-class economic sub-region. The strategy looks at
maximising the opportunities to pave the way for long term sustainable economic
growth through developing the County’s capacity for innovation, busness and
personal development, research and education, and the effective management of
itshigh quality environmental assets.

The strategy separates this vision into four key issues. the international environment;
the business environment; skills development; and infrastructure. Within these four
sections, fifteen themeswere identified:

Promoting Oxford shire;

Developing international links;

Encouraging enterprise and entrepreneurship;

Exploiting the commercial potential of the science and technology base;
Removing barriersto growth;

Businessclustersand support networks;

Maximising opportunitiescreated by technology innovation and utilisation;
Connecting education and busness,

Widening participation in learning, training and the labour market;
Investing in workforce development;

Securing investment in infrastructure;

Land use;

Transport;

Housing; and

Natural and built environment.

The dtrategy details the background to each theme including the position
Oxfordshire assumes in relation to the national and international situation and then
attemptsto explain what can be done to achieve the vision through thistheme. The
strategy provides a series of next steps for each theme that support the vison and
finally detailshow progresswillbe monitored.

Market Towns Presentation — Oxfordshire Data Observatory

The Oxfordshire Data Observatory isan online portal that allows the userto access
information on recently released datasets, mapsand reportsfor key indicators and
popular dtatistics. The webste provides information on the people, places,
environment and economy of Oxfordshire and was set up by the Oxfordshire
Partnership in 2004 to improve access to data for and in relation to Oxfordshire

®
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communities. In addition to existing as a ‘one stop shop’ for statistical information,
the observatory also carries out research to underpin strategic policy, project
manages research on behalf of other clients, helps to inform policy development
and runsa enquiry service responding to a range of issuesincluding the economy.

MILLER
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2.2. Sub- Regional
SODC Retail and Leisure Needs Assessment

In November 2007, South Oxfordshire District Council (SODC) appointed Roger Tym
and Partners (RTP) to undertake a Retail and Leisure Needs Assessment (RLNA). This
study formed an important element of the evidence base for the South Oxfordshire
Local Development Famework (LDF) and was intended to guide town centre
management within Didcot, Henley, Thame and Wallingford.

The study looked at several different aspects of retail and leisure needsin the area
that would support the evidence base. It went on to assess comparison and
convenience shopping patternsand to assessthe area’sleisure activities. The study
also looked at future retail need by carrying out quantitative and qualitative analysis
on the area’sretail growth alongside predicted population growth. Srategies were
developed for each of the towns in the study offering action points on the
development of retail and leisure needs.

The Shopping Sudy indicated that the economic health of Thame town centre was
underpinned by the Waitrose and Co-op supermarkets, which fulfiled an important
anchor role. The town centre® economy also benefited from the fact that, unlike
Henley and Didcot, there wasno diversion of food trade to out-of-centre stores. The
scale of comparison goods shopping was relatively small, reflecting the close
proximity of Aylesbury and Oxford, but shopperswere mainly content with the retail
and other service facilitiesavailable and with the attractive appearance and layout
of Thame town centre. The Shopping Sudy recommended that the plan® strategy
for Thame town centre should focuson:

encouraging new uses that would either add diversity to the range of uses
presently found in the centre, or create a modest increase in comparison
shopping floorspace;

exercising a strict control over non-shop uses in defined primary shopping
frontages whilst adopting a more flexible approach to proposals for change
of use elsewhere;

resisting proposals for expansion of convenience goods shopping in out-of-
centre locations and adopting a cautious approach to proposals for retalil
warehousing in such locations; and

proposing land-use and traffic management measures derived from the
preparation of an integrated transport strategy for the Thame area by the
local highway authority, that would improve accessbility to the town centre
by allmodesof transport.

South Oxfordshire Local Plan 2011
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The South Oxfordshire local plan guidesdevelopment in the district and sets out the
Council®policies for the use of land. The plan also makes specific proposals for the
use of particular stes, desighates areas of particular value and forms the bass for
decisonsmade on planning applications.

This Local Plan has been prepared within the strategic framework provided by the
Oxfordshire Sructure Plan and sts within the context of national and regional
planning guidance issued by the Government. The overall aim of the plan is:

‘To seek to improve the quality of life of present and future resdents of
South Oxfordshire and make provison for further development in
accordance with the Oxfordshire Sructure Plan, whilst protecting and
enhancing the natural and built assetsof the district.’

Fom thisoverall aim, sx key objectives, which form the basis of sections of the plan,
have been developed asfollows:

Protecting and enhancing the natural and built environment;
Encouraging sustainable and high-quality development;
Meeting the social needsof the rural and urban communities;
Qupporting the localeconomy;

Supporting the vitality and viability of town centres; and

o g > w Nk

Promoting a sustainable transport strategy.

The Local Plan identifiesthe need to support the vitality and viability of the four main
town centres in the district - Didcot, Henley-on-Thames, Thame and Wallingford - in
the local hierarchy of town centresand describesthe planning strategy for the four
centresbased on the latest available survey information and research. The section
then setsout the Council®@planning policieswhich aim to maintain and enhance the
centresby:

Securing development for appropriate town centre uses on certain dtes
allocated fordevelopment within the plan;

Encouraging development for appropriate town centre uses on other
unforeseen stes within the town centres where that development is
acceptable improving the environment, character and quality of each
centre;

Encouraging diversity of usesin the centres by bringing back into beneficial
use disused orunderused upperfloors;

Preventing the loss of dwellingsthat contribute to the diversity and vitality of
each centre;

Preventing out-of-centre development proposals that would harm each
centre; and
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Protecting shop usesthat underpin the vitality and economic viability of the
centres.

Market Towns Strategy and Action Plan

The market towns strategy and action plan was developed collectively for the
market towns of Henley, Wallingford and Thame to counteract the decline in
economic activity of their respective retail offers. By developing the strategy and
action plan, two of the council’s strategic objectives are supported: maintaining
and improving the economy; and maintaining and enhancing the environment. The
action plan enables swift commitment to certain projects to address some of the
problemsfaced in these market towns. The actionshave also been developed to fit
within a larger coherent framework for the townsbased upon their distinctive needs.
The strategy’svision isto:

‘Introduce measures which will improve the economic vitality and viability of
South Oxfordshire’s market town centres and which will encourage more visits
to be made to the towns by both local resdents and vistors from a wider
area.’

The strategy identifiesthree key strandsthat work towardsa focuson not only events
and promotion of the town but also improving the built environment within the town
centres. These help to ensure that the above vison is realised and were:
competitiveness, quality and consumer-friendliness. Using these three strands, the
action plan then listsactionsunder each category identifying whether they are short
term (December 2006 —March 2008) or medium term (April 2008 —March 2011).

South Oxfordshire Partnership Community Strategy 2004-2009

The Community Strategy for South Oxfordshire wasdeveloped by the Local Srategic
Partnership for the area namely South Oxfordshire Partnership (SOP). Its main aim
was to set priorities for improving the quality of life for people living in the area. The
strategy wasinformed by consultationswith over 760 individualsand acted to form a
cohesve framework for organisations from the private, public, voluntary, community
and faith sectorsto work towards. The strategy detailed a series of key local issues
and put together a joint set of actionsfor the organisationsto work towardsthrough
targeting resources.

The strategy details a vison with supporting aims, interlinking themes, actions and
targets. The South Oxfordshire Partnership’svision isthat:

‘South Oxfordshire should be an attractive, successful, vibrant and safe place
where people choose to live, work and vist. It should be a place where
everyone can enjoy a good quality of life and a strong sense of community.’

The consultations with the public and key organisations generated seven aims that
encompassthe vision. These were, in order of priority:

1. Create safe townsand vilagesand reduce fearof crime;

2. Improve people’shealth;

®
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3. Improve educational attainment and lifelong learning;

Improve rural transport;

4
5. Protectand improve the environment;
6. Increase housing provision; and

7

Support a thriving economy;

To achieve the above aims, SOP realised that four inter-linking themes would be
necessary to work towardsthroughout the duration of the strategy. These, although
comprising direct actions, would inform the conduct of the organisations in
achieving the aims. The overarching themeswere:

Community Involvement;
Partnership Working;
Equality; and
Sustainability.

To complete the strategy, an action plan was created to list the key activities that
would contribute towardsachieving the aims. Each action wasdelegated to a SOP
member organisation that would assume the lead on delivery. Each year during the
strategy the action plan was updated to include progress and to amend where
necessary.

To evaluate the success and progress of the strategy, SOP developed a set of
monitoring indicators called targets. Throughout the strategy, SOP monitored the
targetsand allocated resourceswhere required. The last summary report released in
2008 showed that SOP had achieved 10 out of the 13 targetsfor 2007/8 and 9 out of
12 of the actionsforthat period. Of the actionsand targetsthat were not met, SOPis
working to address these issues within the subsequent Sustainable Community
Srategy 2009-2026.

South Oxfordshire Sustainable Community Strategy 2009-2026

The South Oxfordshire Sustainable Community Srategy replaces the previous
community strategy that ran out at the end of March 2009. The purpose of the
strategy hasn't changed from the preceding version however the means to
achieving the vison has. The strategy has incorporated sudtainabilty as an
overarching theme rather than just one of four inter-linking themes and the number
of aimshave been focussed.

South Oxfordshire Partnership’s vison for the Sustainable Community Strategy states
that the region willbe an attractive, successful, vibrant and safe place forpeople to
live. It aims to provide the people with a good quality of life, a strong sense of
community and accessto services and facilities that are required to support good
health and socialand economic well-being.

®
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Rather than the seven aims of the preceding strategy, the Sustainable Community
Srategy focuseson three core aimsto achieve the vision:

Economy;
Environment; and
Thriving Communities.

Within each aim, the strategy highlights the key issues, the vison and aims for that
strand, the delivery (including delivery partners), the crosscutting issues, the
consultation method and data (explaining why the specific aim was selected) and
measuresthat will be put in place to monitor progressthroughout the lifetime of the
strategy.

To complement the strategy, Annex A details all surrounding existing strategy and
plansthat contribute towards achieving the aimsand objectives of the Sustainable
Community Srategy until 2026.

South Oxfordshire District Corporate Plan 2008 — 2012

The South Oxfordshire District Corporate Plan 2008-2012 lays out a set of strategic
objectivesand corporate priorities, which will provide a framework for the Council’s
activity over the specified time period. The plan began by asking the public what
their priorities forimprovement were. Thiswas matched with a series of consultations
and workshops across the district aimed to identify what the priorities were for the
Council itself. Following this, the plan was formulated using the evidence base
gathered through the prior activities.

The plan formulated a vison to help guide the objectives:

In working towards our vison we will be guided by the values of listening, learning
and leading. We want to ‘listen’ to what resdents needsand expectationsare and
to what they think of the way in which we provide services. We want to ‘learn’ from
what resdentstellusso that we can make improvementsto servicesto betterreflect
theirneeds, and to learn from othersabout better waysto provide services. We want
to ‘lead’ by working on behalf of resdents and with other service providers to
addressissuesof concern to the communities of South Oxford shire.

In brief, the strategic objectives and corporate priorities within the plan are as
follows:

Managing our business effectively

Provide value for money services that meet the needs of our resdents and
service users, and

Provide equality of accessto our services.
Protecting our environment
Reduce the amount of waste we send to landfill;

Reduce energy use from our own operations; and

®
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Keep the district clean and tidy, and tackle environmental crime such as
litter, graffiti, fly tipping and abandoned cars.

Delivering homes for all

Increase the supply of housng in the district, including affordable housing;
and

Prevent homelessnessand improve housing options, particularly for vulnerable
groupssuch asyoung people and olderpeople.

Supporting Economic Growth

Support creation of vibrant market towns; and

Promote businessgrowth and the creation of new jobs.
Transforming Didc ot

Plan for the expanson of Didcot as a major centre of population and
employment in Southern Oxfordshire; and

Develop a thriving town centre with a widerrange of facilities.
Helping People Feel Safe and Secure

Tackle crime and antisocial behaviour; and

Maintain low levelsof fear of crime and antisocial behaviour.
Improving Opportunities, Activitiesand Support for Young People

Increase accessto a wide range of activities for young people, which meet
their needs; and support young people at risk of committing antisocial
behaviourand crime.

Strengthening Local Communities

Support local groups to provide services and solutions in their local
communities; and

Advocate and influence on behalf of our communities on important local
issuesforwhich we are not the main provider.

The plan concludeswith a spending plan and then a set of key actions, targetsand
measures that will determine specific activity for the Council and act asa measure
of successoverthe course of the plan.

2.3. Local

Summary

MILLER®
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Thame was noted by Lockwood (see
section below) as having above average
pressures on its retail offer, with High
Wycombe posng a key threat, although
Aylesbury is also in its catchment. The
Retail and Leisure Needs Assessment
reported that Thame was performing well
in retail terms, despite increasng
competitive pressures. However, the need
to diversfy the town’s comparison offer
washighlighted asa meansof maintaining View of Buttermarket

market share. An acute shortage of

potential retail stesin the town could hampersuch development. A key site in

the town is the SODC owned cattle market, which could provide space for larger
retail unitsand a specialist food and drink quarter. Development options for this are
currently being considered.

tions in terms of urban desgn, including the
__additional car parking capacity, improved
d the creation of a new outdoor space by

lilities such as a leisure centre, arts centre in
> for redevelopment) and a theatre, which is
there is sgnificant demand for community
B und the town. Communication between the
: town could be improved and there may be

..... hke more use of the town itself. Thame, of all
three towns included in this study (including Henley and Wallingford) is possibly the
most lacking in a USP. Having said this, the town doesretain an identity as a true
market town and itsrural linksare emphassed by its major annual agricultural show,
annual fair and its food festival, held in
September.

The town has some diverse architectural
styles, including some notable gothic
buildingsand may offer potential for tours.

The Thame Market Town Action Plan listsa
numberof actionsin the following areas:

Facilities for young people / cattle
market relocation / community
View of a store at Thame market centre

Marketing Thame
Cycling
Parking

MILLER@
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Town square
Town centre activitiesto attract shoppers

Evening activities

Lockwood Report
Introduction

The report wascommissioned in July 2005 for South Oxfordshire District Council, with
the appraisal focussng on three main elements:

An assessment of the retail performance of the centre usng store takings
data from national multiplesand from local businesses;

A key performance indicator appraisal undertaken by a broad based group
of local business people following the Lockwood Survey snapshot approach;
and

A critical assessment of the strengths and weaknesses of the town from a
consumer'spoint of view.

The Action Plan element of the work issplit into three themes:
1. Creating a more competitive place;
2. Creating a higher quality place; and

3. Creating a more customer friendly place.

Appraisal

The report identified a number of issues including poor quality toilets, traffic issues
marring an attractive shopping environment, narrow footways especially in the
Buttermarket area, general maintenance of street furniture, accessbility for
pedestrians, shortage of parking on market days and declining standards in the
guality of shop fronts.

Action Plan
Some of the key recommendationsinclude:
Creating a more competitive place, by:

- Encouraging car drivers to use Thame by instaling advance
electronic signage forcarparksat key entry points,

- Establishing additional car parking by utilisng privileged parking
and by linking the Co-operative and Woolworthscar parks;

- Creating a paved square within the Cornmarket that provides a
focal point for activitiesand events; and
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- Excluding cars from the Cormmarket area on market days so that
the market can be relocated.

Creating a higher quality place, by:
- Upgrading shop-fronts;

- Carmying out a five step plan of action to guide and influence
desgn standardsand harnessprivate sectorinvestment;

- Establishing a core group of enthusaststo ‘jump start’ the process,
and

- Using colourand gold leaf on street furniture.
Creating a more customer friendly place, by:

- Making the town centre more attractive to ‘grey shoppers and
families by improving toilet provison and undertaking DDA?Z
appraisalsand improvementsspecifically in the Buttermarket area;

- Developing high quality accessroutesinto the centre; and

- Improving provison for cyclists.

The study also looked at the performance of storeswithin Thame, by assessing fifteen
representative businesses. The analysis identified a progressve deterioration in
trading conditions since the 1990s highlighted by declining takings over the 2001 to
2004 period. The report identifiesthat local factors may be deterring shoppersfrom
vigting the town aswellasgeneral detrimental customer trends.

The report also analysed the findingsof a Lockwood survey questionnaire which was
completed by a broad based panel of local businesspeople, which sought viewson
the quality of town centre provison and other facilities. The Lockwood survey looks
at the headings of Capturing, Catering and Caring. Some of the key messages
include:

Toilet provison needsattention,;
Lack of CTIV resultsin a low security score;

Car parking provision is an issue especially on market day, as cars are
displaced from Upper High Sreet; and

Generallack of marketing and promotion.
South Oxfordshire Market Towns Action Plan - Thame
Introduction

The Market Town Action Plan (MTAP) updates SODC’s market town strategy, taking
into account a number of previous studies, including the towns plan and health-
check, research undertaken since the beginning of the strategy (inc. Lockwood),

2 Disability Discrimination Act.
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on-going work by the council and the ‘Shaping South Oxfordshire Market Towns
Future’ consultation events. It also incorporates various comments from key
stakeholders.

The plan highlights the priorities that the SODC economic development team will
take lead on delivering in each of the towns (Henley, Thame and Wallingford) in the
next three years (April 2009 to March 2012). In addition, the action plan identifies
areas where the council will work in partnership with other bodies to support
economic growth and the creation of vibrant market towns.

Fecific actionsin the market towns action plan which relate to the delivery of this
study include the following:

Marketing Thame3

Gatherbaseline data to understand vistorsmotivationsand establish the role
of tourism in the economy of Thame. The establishment of a baseline will allow
progressto be monitored. Visitor survey to be repeated biannually;

Establish baseline economic data in order to understand the current situation
and needs, and monitor economic trends;

Improve access to information on Thame for vistors and residents by
developing an enhanced web presence;

Develop and promote Thame’s distinctiveness to visitors and residents by
identifying opportunitiesforincreased economic activity;

Develop a marketing strategy;

Produce guidelinesto implement a unified high quality ‘town look’, building
on the conservation area characterappraisal;

Undertake a PRcampaign;

Appoint a town centre coordinator to implement marketing activities and
circulate information:;

Diverdfy information points, including using the Museum and local businesses;

Encourage Thame Town Council to review how they provide vistor
information with a view to providing at least one information site at week-
ends;

Support the development of a loyalty card scheme;

Qupport measuresto increase the Thame offer to vistors, potentially including
trails, wi-fi and festivals;

Improve navigation of the town through better sgnage;

Establish joint Midsomer Murders Trail with Wallingford, Henley and surrounding
villages;

3 Action T2 in the Market Town Action Plan
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Develop town centre activitiesto attract shoppers,
Develop a new online shopping, eating and drinking guide; and

Develop and promote evening activities.

MILLER®
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3. Retail Distinctiveness Survey

3.1. Introduction

This section of the report provides the results of the Retail Distinctiveness survey
carried out in Thame, aspart of the primary data gathering. The work isbased on a
customised version of the Retail Distinctiveness model developed for ONE NorthEast
by Miller Research, which has been run in eighteen towns across the UK. It was
included in ourapproach asit helpsto provide a holistic look at a given town and its
retail, hospitality and physical/ heritage assets.

The original rationale for the Distinctiveness model wasto counter the “cloning” of
town centres and to aid thinking in creating and preserving vibrant small
communities—especially rural market towns.

Primary market research in urban centres helped to define the factors which
contribute to a successful small town. Four hundred people were interviewed on-
street in Leeds and Newcastle and asked to think of a small town that they visited
regularly. They were asked to think about the aspects of that town that they found
attractive and what made them go there. Examples shown in Fgure 2 included a
sense of the town setting, a countrysde context, a lesscrowded or rushed shopping
experience, and the availability of local produce.

FHgure 2 - Market Towns: Main Attractors

Less Crowded

Quieter

Fresh Air

Local Produce

People Friendlier

Slower Pace of Life

0% 10% 20% 30% 40% 50%
Proportion of Responses

Source: Retail Digtinctiveness Research, Miller Research (UK) Ltd.

In terms of the retail offer, the main attractorsfor visitors, shown in FHgure 3 were gifts,
arts and craft shops, along with speciality food retailers. Home items, outdoor
equipment and independent clothing shopswere also featured.
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Fgure 3 - Market Towns: Retail Attractors for Visitors

| |
Gifts

Arts / Crafts
Books / Antiques
Speciality Food
Home Items

——

Outdoor Activities

0% 10% 20% 30% 40% 50% 60%
Proportion of Responses

Source: Retail DigtinctivenessResearch, Miller Research (UK) Ltd.

These factors, along with othersfrom the original surveysand complemented by the
results of a series of focus groups, led to a working definition of the variables
affecting Distinctiveness, asshown in Hgure 4.

FHgure 4 - Overall Variables Contributing to Market Town Retail Distinctiveness

MILLERQ
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i Historic
[ environment within
' arural setting

Presence of a Good range of independent

mark:et, mcludmg Market Towns Retail shops and services .
farmers’ and specialist Distinctiveness | underpinned by essential

markets shops and services

Local Produce —
linked to
events, festivals and
rural shows

Source: Retail Diginctiveness Research, Miller Research (UK) Ltd.

The survey results give a profile of the town, which can be benchmarked against
neighbouring orcomparatorlocations, or used to assessthe impactsof regeneration
projects.

The model becomesmore meaningful, however, when combined with a vitality and
viability assessment shown in Fgure 5. This allows the respective town to be
benchmarked asboth a distinct destination for vistorsand asa local service centre
for residents. The model can then be used more effectively to consider comparator
centresand can be used to plan what sort of offera community wishesto develop.

Fgure 5 - What is Retail Distinctiveness?

Vitality & Retail

. o epe Distinctiveness . as .
Viability Distinctiveness

The overall model comprises the elements listed in Table 1, which have all been
covered to some extent in the Thame survey.

Table 1 - Retail Distinctiveness, Vitality and Viability Indicators
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Theme Activity

Vitality and Viability

Diversity, accessbility, rental levels, satisfaction levels
(primary market research results), footfall, vacancy
rates, accessbility, etc

Retail Distinctiveness

Visual Assessment Shop-fronts, shop-windows, shop-floor goods, local
products, accessbility

Food and Drink Assessment Segmentation, quality, local produce sourcing,
customercare, locational issues

Markets Assessment Hequency, types, coverage, layout and
stallsequipment, user mix, management

CustomerCare Welcome, knowledge of product, added value

Retail Environmental Public space, built environment, accessbility, street
Assessment furniture, signage, event space, street care

Source: Miller Research (UK) Ltd

The following sections of this report present some brief contextual background to
Thame and itsretail and hospitality offer, along with the Distinctiveness survey results.

This leads into some broad areas for consideration, with regard to increasing the
competitivenessof Thame asa destination forresidentsand visitors alike.

3.2. Measuring Distinctiveness

In response to our key findingsin ONE NorthEast’s Retail Distinctivenessreport of July
2006, we concluded that in order to achieve retail distinctivenessin market towns, it
wasimportant to achieve the right balance in relation to range and choice for both
local people and vistors. The existence of national retailers in market towns was
therefore not identified asa threat but an opportunity if the right scale and level of
complementaritiesare achieved. In thisproject the general health of Thame’sretalil
offer and itsvitality and viability has been assessed, so that we can understand its
general condition, before measuring its distinctiveness in terms of the mix of
independent shops, food and drink, marketsand other attractors.

3.3. Measuring Vitality and Viability

Vitality and viability has been briefly surveyed, to provide context for the work. As
noted above, the vitality and viability elements of the Retail Distinctiveness model
include factorssuch as:

Customer Satisfaction levels;
Accessbility;

Footfall;

MILLE ®
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Investment;

Confidence or Retail Performance;
Retailer Representation;

Retail Diversity; and

Vacancy Rates.

Customer Satisfaction levels

The level of customer satisfaction covers issues such as resdents use of the town,
perceptions of the retail and hospitality offer and overall attractiveness of the town
asa retail centre forresidentsand visitors. In thisproject we have used background
interviews with businesses as well as research of existing information to inform this
indicator.

Accessibility

An important factorin the vitality and viability of a town centre isitsaccessbility. This
can be measured in termsof the availability of car parking, public transport services
and the ease of pedestrian and cycle movement through the centre. Within our
model, accessbility israted underthe following headings:

Carparking - Supply and management;
Public transport - Level of provision; and

Pedestrian / Cycle - General accessbility: Provison of pedestrian and cycle
routesand facilities.

Footfall

Footfall is the measurement of pedestrian flow within a town centre environment,
which demonstrates activity which may lead to direct purchases or an association
with town centre related uses. In this project, we have not had accessto a footfall
count and so an estimate has been used, based on very limited observations of
Thame.

Investment

Analysis of rental levelsand commercial yieldscan provide a useful indication of the
retail performance of a town centre. They are generally measured in termsof ‘Zone
A’ rates, orthe primary retail area.

As part of this study property consultants Alder King analysed rental levels and
commercial yields.

Confidence or Retail Performance

The measurement of investor confidence in a town, asillustrated by demand from
retailersand property investment yields hasbeen estimated. It will focus primarily on
national and regional retailers, asa balanced range of independentsisaccounted
forin the retail distinctivenesselement of the survey.

MILLER®
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Retailer Representation

Thisis an analysis of the present representation of retailersin the town centre, using
existing information (e.g. GOAD, Experian) aswell asa refresh of primary data where
necessary. It will look at the type of shops and services currently in the town to
identify gapsin provision.

Diversity

The diversity of town centre uses is a measure of how much space isin use for
different functions, such as shopping, offices, cultural and entertainment activities,
restaurants, accommodation, community and educational uses and housng,
amongst others. More specifically, the retail diversity includes an assessment of the
proportionsof:

Convenience outlets - supermarkets, off-licences, grocers, bakers, butchers
and newsagents.

Comparison outlets - general retail outlets, launderettes, video shops,
showroomsand D.LY.

Service outlets - banks, building societies, hotels, estate agents, solicitors,
offices, post offices, restaurants, cafesand takeaways.

Other town centre uses, such as post offices, public houses, community
centresetc.

A visual survey of Thame hasbeen carried out to assessdiversity.
Vacancy Rates

The presence of vacant ground floor units within a town centre isa visble indicator
of how the town istrading. Vacant unitscan be due to factorssuch asthe location
of the unit, immediate environmental conditions, servicing facilities, ownership, and
the degree of confidence in investing in the town centre.

Vitality and Viability Results

The results of our headline survey of vitality and viability for Thame are shown in
Fgure 6. The “potential” bars refer to our weighted model, based on market
research elsewhere (discussed above), displaying the maximum score that can be
achieved for each indicator. The “index” level is the score for Thame. Overall,
Thame is postioned very much where it might be expected on vitality and viability,
given itssize and location.

Hgure 6 - Vitality and Viability
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Customer Satisfaction levels

The level of customer satisfaction covers issues such as resdents use of the town,
perceptions of the retail and hospitality offer and overall attractiveness of the town
asa retail centre forresidentsand visitors.

South Oxfordshire District Council commissioned* a visitor survey for each of the three
towns of Henley, Thame and Wallingford. Thiswork wascatried out in the summer of
2009. More than 1200 individuals were interviewed on-street in the three market
towns.

We have reviewed the report of this study and used it to analyse customer
satisfaction. The report indicates that there is a generally good degree of
satisfaction with regard to placesto eat, atmosphere and attractions in the towns
but a lower degree of satisfaction with public toilets - particularly in Thame.
However, respondents stated that they were more satisfied with shops and nightlife
in Henley than Thame.

Likes and Dislikes

The responses of people regarding their likes and didikes are shown in Table 2 and
Table 3respectively:

4QandA Research.
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Table 2 - Likes (most frequent responses)

Thame

Fiendly place/friendly people

Has everything here/everything
need

Market town/Ancient market town

Good shops

Small/lcompact

Source: South Oxfordshire Vistor Sudy (2009)

Table 3 - Dislikesimost freiuent resionses)

Not enough shops/not
variety of shops

enough

Difficult to park/not enough parking

Toilets are not good/toilets need
improving

Fecific shop missing

The results of the vigitor survey shown in FHgure 7 indicate that 93% of respondents
were satisfied with the ease of finding their way around, and 87% were satisfied with
the town’s atmosphere. Places to eat (70%) received a ‘good’ satisfaction rating,
and 60%were also satisfied with the selection of shopsin Thame. Just over half of all
respondents (54%) are satisfied with the attractionson offer.

On a negative note, 55% of respondents stated that they were dissatisfied with the
public toiletsand 41%were unhappy with the nightlife in the town.

FHgure 7 - Satisfaction with Featuresin Thame (%)
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Fgure 8 - Likelihood of recommending town (%)
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Fgure 8 illustratesthe likelihood of vistorsrecommending the town asa place to visit.
Giving a score of one to ‘very unlikely’ and five to ‘very likely’ provides an overall
mean for recommendation of 4.41 across the three towns. Henley is scored the
highest at 4.64, followed by Thame (4.47) and Wallingford (4.13). Thame is slightly
above the mean score illustrating a dight biastowardspositive recommendationsfor
the town.

Visitors were then asked how likely they would be to return to the town. 93% of
vistorswould be likely or very likely to return, with 95% of vistorsto Thame stating that
it would be very likely that they would come back to the town. 94% felt that it was
likely or very likely that they would return to Wallingford and 85% felt that they would
return to Henley.

Very few respondentsin the townsfelt that it wasunlikely that they would return.
Accessibility

An important factorin the vitality and viability of a town centre isitsaccessbility. This
can be measured in termsof the availability of car parking, public transport services
and the ease of pedestrian and cycle movement through the centre.

There isa good supply of car parking within the town centre that isprovided through
either on-street or off-street parking provision. Off-street car parking provison is
located within Cornmarket and High Sreet, outsde Thame Town Hall and within
Upper High Sreet aswell asadjoining resdential side streets (where permitted). On-
street parking provision allows for a 1 hour stay between 8am and 6pm with no
return with 1 hour.

Off street parking provision isprovided at:

MILLER®
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Waitrose carpark—approx 170 spaces—2 hoursmaximum stay
Cattle market carpark—approx 70 spaces—free stay

Upper High Sreet car park — approx 50 spaces — varied length of stay
dependent on day of week; no return within 1 hours—free stay

Dorchester Place car park —65/70 spaces—1 hr free stay; 80p for 2 hrs; £1.50
for 3 hrs;

Hgure 9 - Getting Around Thame

Source: Miller Research (UK) Ltd.

Additional customer only car parksare to the rear of the Sopread Eagle Hotel and the
former Woolworthsstore.

Whilst supply of car parking is good, the sgnage to the car parks is poor. This is
egpecially true with the Dorchester Close car park asyou arrive from North Street or
the M40 (Oxford). A lack of repeater and directional signsis a key issue aswell as
pedestrian sighage once you have arrived in the car parks.

Public transport is well provided for with a number of services including the 280
(Aylesbury & Oxford) and the 261 (Aylesbury, Thame, Oxford) stopping in the town
centre. The main town centre busstop isat a strategic location outsde Thame Town
Hall with linksto the train station.

General accessbility isreasonable with dropped kerbs at crossng points, on-street
parking provison with four disabled parking spacesoutsde Thame Town Hall. There
isa good seriesof pedestrian fingerpostsacrossthe town centre at key nodes. There
is however limited places to sit across the town centre with the exception of the
area around Thame Town Hall and the space alongside the public toilets. The town
centre isvery compact, relatively flat and is accessble to most people, although
navigation beyond the main shopping areasneedsto be improved. There islimited
provison for cyclists within the town centre in relation to dedicated cycle routesand
facilities for cycle storage. Through traffic along Cornmarket and High Sreet does
create a hostile environment for shoppers and visitors and does not provide much
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opportunity for dwelling and enjoying the market town environment. FHgure 9
providesa selection of imagesto illustrate accessroutesaround Thame.
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FHgure 10 - Thame Town Centre

Source: Miller Research (UK) Ltd.

45




Thame Distinctiveness Study Feb 2010

The town centre of Thame islocated at a strategic postion within the town aswell as
its stuation to the M40 road corridor. The town isaccessed from the West via the
A418 and the M40 which in turn links Oxford with Aylesbury and other towns in
Buckinghamshire and Bedfordshire. Smaller roads such as the A4128 connect
Princes Risborough to the town and smilarly, the B445 leads South to Chinnor and
the A329 linksto Abingdon and other South Oxford settlements.

The town centre is linear with smaller sescondary streets feeding into it as shown in
Fgure 10. Bell Lane and North Sreet provide access from the North to Waitrose, its
associated car park, and the roadsleading into the main primary shopping streets of
High Sreet, Cornmarket and Buttermarket. Secondary shopping streets exist within
Upper High Sreet - the section of High Street that isbeyond the roundabout junction
with Bell Lane. The focal point of the town centre is Thame Town Hall, stuated in the
centre of the High Sreet.

Within our model, accessbility israted under the following headings:
Carparking - Supply and management;
Public transport - Level of provision; and

Pedestrian / Cycle - General accessbility: Provison of pedestrian and cycle
routesand facilities.

Footfall

Footfall is the measurement of pedestrian flow within a town centre environment,
which demonstrates activity that may lead to direct purchases or an association
with town centre related uses. In this project, we have not had accessto a footfall
count and so an estimate has been used, based on very limited observations of
Thame.

Observational data wastaken midweek in August 2009. A key generator of footfall
in Thame are the main car parks. Footfall therefore gravitates towards the north
eastern edge of the town centre where reasonable footpath widths exist. Ped estrian
footfallpeaksbetween 10am and 2pm.

In relation to the south side of the main primary area, key draws are Newitt & Sons
(Butchers), Boots the Chemist and the Co-operative grocery store. Controlled and
uncontrolled crossing points along Cornmarket and High Sreet are used by
shoppers, but traffic speeds and parked cars limit the volume of cross town
movement.

Investment

Analyssof rental levelsand commercial yieldscan provide a useful indication of the
retail perfformance of a town centre. In this study, we have researched local
agents viewson current rental yieldsand demand for premises.

Given the current lack of market activity, rental levels quoted primarily reflect a
general tone of rentsbased upon transactions which are now up to 18 monthsold.
Historically, Buttermarket and the lower end of High Sreet have been the Town’s
primary shopping streets in terms of footfall and rental levels, where Zone A rents
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range from c. £35 to £40. These are comparatively lower than comparable market
towns of this size and is probably due to the lack of a critical mass of multiple
“brand” namesand the proximity of stronger centressuch asAylesbury.

The secondary retail pitches of North Street and upper end of High Sreet have
attracted Zone A rentsof £25 to £30.

Confidence or Retail Performance

The measurement of investor confidence in a town, asillustrated by demand from
retailers and property investment yields has been estimated. Recent information
from Shop Property, an industry standard and the leading database for retailer
requirement (Table 4) intelligence indicatesthat there are currently twelve operators
seeking representation in Thame. Thisincludesnine Al retailersand three for A3 use.
Notably, some of the Al interest is from lifestyle brandsthat the town is missng, with
the A3 interest from coffee houses that attract family and general shoppersto a
town such as Thame. Some discount fashion interest is indicated which would
addresssome of the missing fashion linesin the town.

Table 4 - Retailers seeking location in Thame
Retailer Hoorspace (sq ft)

Between The Lines 600 2,000
Costa 1,000 1,500
Fat Face Lid 1,000 2,000
Edinburgh Woollen Mill 1,500 3,000
Monsoon Accessorize Ltd 600 2,150
British Heart Foundation 600 1,000
Phase Eght 700 1,500
Timpson Ltd 100 500

Caffe Nero 800 2,000
Oddbins Ltd 500 700

Subway 600 2,000
Peacocks 4,500 5,500

Source: Shop Property, December 2009
Retail Diversity

The diversity of town centre use is a measure of how much space is in use for
different functions, such as shopping, offices, cultural and entertainment activities,
restaurants, accommodation, community and educational uses and housng,
amongst others. A visual survey of Thame wascarried out to assessdiversity.

In addition to its retail and associated services, the town centre has the following
neighbouring uses, contributing to itsoverall diversity forlocal people and vistors:
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Library and tourist information centre

Police station

Thame Town Hall and tourist information point
Thame Museum

Neighbouring local churches

Retailer Representation

This is an analysis of the present representation of retailers wanting to come into a
town centre. It focuses primarily on national and regional retailers, as a balanced
range of independentsisaccounted for in the retail distinctiveness element of the
survey.

Thame town centre has 22,276 sgm of class A1-A5 floorspace which is the second
lowest in the district, above Wallingford and some 8,880 sqgm (40%) of this is in
comparison use.

Fgure 11 showsthat a total of 126 retail and service unitsare stuated within Thame
town centre. 72% of the town centre isconvenience and comparison retail (Al) with
13% being banks and financial services (A2), 4% being cafes and restaurants (A3),
6%drinking establishments (A4) and 5%being fast food takeaways(A5).

FHgure 11 - Types of Shopsand Services

5%
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A2

A3
m A4
m A5

Source: GOAD 2009
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Fgure 12 shows the distribution of ground floorspace within Thame town centre by
retail use class (A1-Ab). It revealsthat whilst the number of A1l unitscoversalmost 75%
of the total number of units, the actual floor space islessthan a third. Thisindicates
that the unitsare of a small to medium footprint, as with most market town centres,
with financial services only having 17 town centre units but occupying almost the
same space. A significant proportion of unitsoccupy large frontageswithin the town
centre such asproperty agents, High Sreet banksand associated financial services.
Interestingly public houses have more or less the equivalent number of premises
acrossthe town centre asrestaurants, but have almost 40% more floorspace.
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FHgure 12 - Distribution of Town Centre Hoor space
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Source: GOAD 2009

Thame is predominantly an independent shopping destination with approximately
10% of its retail offer being occupied by nationals. Table 5 indicates the range of
national retailers present within the town centre.

Table 5 - National Retailers Present in Thame

Retail

Bootsthe Chemist Pre zzo Barclays
Cargo HSBC Bank
Clinton Cards Loyds
Co-operative Convenience Sore Bank
Johnsons Nat West
Martins

Oxfam

Robert Dyas

Sainsburys (under refurbishment at time of

survey)

Seamer Trading

Waitrose

Whittals Wine

Source: GOAD 2009

Whilst previousanalyssdemonstrated the distribution of retail and servicesacrossthe
use classes, it is important to also understand the range of shops and services
available within convenience, comparison and service areas. Hgure 13 indicates
the typesof shopsand servicesthat are provided for:
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FHgure 13 - Distribution by Types of Goods and Services
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Source: GOAD 2009
Notable gapsin the retail offerinclude:

Food & drink — Adequate variety of operators, but limited ‘quality’ offer. Lack
of good/high quality restaurants, cafes & delicatessen (other than butchers).
There isgood range of ltalian and Ehnic cuisine but a specific lack in British
and local food and drink, in addition to a family based offer.
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Greengrocers and fishrmongers — fruit and vegetables whilst provided by the
three town centre based food storesis not that visble within the street offer,
although a fishmongerdoessell at the weekly outdoor market.

Variety, department and catalogue — probably due to the size of the town
there is no local department store or catalogue based outlet. These are
usually provided by individual, independent outlets that provide home,
furniture, clothing and giftware.

Fashion —Absence of retailerscatering foryoung and mid range fashion.
Vacancy Rates

The presence of vacant ground floor unitsin a town centre is a visble indicator of
how the town istrading. Vacant unitscan be due to factorssuch asthe location of
the unit, immediate environmental conditions, servicing facilities, ownership, and the
degree of confidence in investing in the town centre.

At the time of the survey (August 2009), Thame had a relatively low number of units
that were vacant. Only 3 units within the primary shopping frontage of Cornmarket
and High Sreet were vacant which were the former Woolworths ste, the Abingdon
Arms and a ground floor former solicitor's office, next door to the lingerie shop on
High Sreet. This equates to 2% of the whole ground floor retail stock, which is
significantly below the national UK average (currently 8.5%). However snce the
survey, the former Woolworths is being refurbished into a Sainsbury’s community
foodstore and we understand that the Abingdon Armsisto be reopened asa pub.
No othervacant town centre unitswere identified at the time of the survey.

3.4. Retail Distinctiveness Overview

In compiling the distinctivenessmethodology, we set a number of guiding principles,
which underpin the actual variables measured through the town survey work. These
include:

Distinctiveness is not neat: it is not marketing, it is fuzzy, overlapping, and
necessarily inclusive, and impossible to pin down precisely;

Local people have primacy: if they feel a place isdistinctive, then it is—and
thiscan be used to draw in outsiders;

Distinctiveness must be authentic: what is distinctive is not usually susceptible
to marketing unless it has genuine roots — often historic roots — in the places
where itisclaimed;

Assets are more than just economic: they might be a communal memory
about a place or a sense of good neighbourliness. They will not always be
assets that can be exploited economically, though they may make
economic exploitation easier;

Smallthingsare asimportant asbig things: it isthe texture that makesa place
authentic asmuch asrecordable economic assets, and very smallchanges—
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like sgnage or the removal of very small eyesores — can enhance people’s
sense of authenticity asmuch asanything that requiresmajor investment;

Distinctiveness requires a sense of responsbility: building distinctiveness
normally requires new local institutions or practical alliances capable of
bringing local stakeholderstogetherto make thingshappen;

History gives depth to a place: it givesadded dimensons — but it hasto be
about history alive and welltoday, rather than just about the past which leads
to deadness.

The retail distinctivenesssurvey focuseson a number of areas:
The independent retail offer;
Food and drink;
Customer care;
The town context;
Townscape;
Sreetscape; and
Sreet elementsand furniture

Within each of these variables, some smple indicators have been developed which
can be easdly surveyed in the target town. The scoring foreach of these isweighted
back to the results of the original market research, to ensure that important factors
are given greater dgnificance in the results.

Independent Retalil

Thame isdominated by independent retailerswhich provide a rich mix of interesting
shopping for a town of its size. The independent sector has a number of strong
clusters in relation to specific goods and services as well as by location. Hgure 14
hasbeen created which depictsthe activitiesof all businessesin Thames. The size of
the word relates to its frequency, so the larger it is, the more times that word has
been cited. Itisevident that ladiesfashion, hair, health and beauty and home-ware
are key clusters. Jewellery, butchers, bakeries and books are also frequently cited
and asa result act assupporting activities within the independent retail offer for the
town.

5Goad Networks, modified 06/10/2009, sslected outlets—use classAl, A2, A3, A4, A5, ASG, B1, B2, D1, D2.

53



Thame Distinctiveness Sudy Feb 2010

FHgure 14 - Independent Retail Clusters: Word Cloud

Source: Miller Research (UK) Ltd.

Thame doesnot have a distinct independent retail area or street: some outlets are
sat alongsde national retailers, mainly due to the difference in size of adjacent
propertieswhich constrainsinvestment from multiples.

However, there are areasof Thame that project themselvesasbeing a collective of
distinct retailers, e.g. the mix of shops and services on Upper High Sreet such as
Greens, the Aga Shop, Rumsey’s, the floristssand further along, the Delphine Art shop
and bakers. North Sreet isalso a key destination forshoppersseeking Ladies Fashion
with a parade of shopsvisble on arrival from the northern.

There are also some isolated but destination based retailers such as What's Cooking
(delicatessen), Rosemary and Time (clock shops) and Gallant (menswear shop) which are a
direct draw for shoppers and have a resultant link to other town centre businesses (see
imagesin

Fgure 15). There are emerging retail clusters such as jewellers that possess a
distinctively personal touch, selling specialist itemsthat require collective marketing

asan additional retail attractor.

FHgure 15 - Distinctive Independent Retail: Images
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Source: Miller Research (UK) Ltd.

The survey of independent retailers focuses on the types of shops described as
important to the vistorappeal of a small town. The variablesmeasured include:

Whetheropening hoursand daysare displayed;
The extent of local ordistinct produce in the shop window display;
The extent to which thisiscarried through onto the shop floor within;

Coheson: Isthe retailera memberof a specialist trade group orlocal business
association?

Doesthe shop open beyond the standard 9-5day?
How many daysa week are the premisesopen?

Fnally, doesthe town have an “iconic retailer” —that isthe kind of shop that
will make vistorsgo out of their way to visit?

Fgure 16 below showsthe quality of the independent retail sector in relation to key
indicators. Key messagesinclude:

Just half of the independent retailersdisplay their hours of businessclearly;

The majority of local businesses take pride in their shop window displays in
terms of presentation, display local produce or specialist goods, other
information and thistendsto carry through to the shop floor;

Less than a third of independent businesses present to their customers that
they are members of a trade association, have attained a specific
accreditation or are members of independent retail initiatives such as fair-
trade, dow food, guild of...... , federation of small busnessesand or members
of local business networks such as Thame Frst. Overall, there isnot a sense in
Thame that there is a networked business community through joint
marketing/promotionsand awarenessraising;

In relation to opening hours some bushesses do close for lunch or operate
half day closings (Wednesdays) which can impact on consumer confidence
acrossthe overall retail offer.

FHgure 16 - Distinctiveness Survey: Results for Independent Retail
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Source: Miller Research (UK) Ltd.

Food and Drink

The market town of Thame isperceived to have a food and drink offer that isbuilt on
itsrural setting, itsagriculture and itsfarming culture, so it issurprising that the food on
offer is not of distinct Thame origin. It is represented by a traditional cafe culture,
European and ethnic cuisne with limited British or regional based menus. Fgure 17
shows the dominance of segments within the food and drink sector. The size of the
word relatesto its frequency, so the larger it is, the more times that word hasbeen
citeds. There isa strong pub scene but a distinct lack of family offer. Additionally,
there isa limited range of quality local food.

FHgure 17 - Distinctive Food and Drink Clusters: Word Cloud

Source: Miller Research (UK) Ltd.

6 Goad Networks, modified 06/10/2009, sslected outlets—use classAl, A2, A3, A4, A5, ASG, B1, B2, D1, D2.
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Independent food and drink is scattered across the town centre with a cluster of
public house, restaurants and gastro pubs in High Sreet, centred on the junction
with Bell Lane. The Rising Sun, The Thatch and other quality eateriesare within a short
distance. Acknowledging the continued investment in the Soread Eagle Hotel and
itsstrategic location asthe sole High Sreet accommodation provider, thisfacility has
great potential in termsof anchoring the town asa food destination.
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Fgure 18 shows the segmentation of food and drink in Thame with popular dining
and pub food representing half of the offer and only 8% in fine dining or specialist
cuisne. Overa quarter of the food and drink sectorcomprisescoffee and tea shops
and caters for the daytime custom that visits the weekly markets and town centre
shops.
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FHgure 18 - Food and Drink Segmentation

Fine Dining /
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Source: Miller Research (UK) Ltd.

FHgure 19 - Distinctive Food and Drink: Images

Source: Miller Research (UK) Ltd.

The food and drink survey looks at premises selling hot food and drinks — both
alcoholic and non-alcoholic. The variablesmeasured include:

Whetheropening hoursand daysare displayed;

The extent of local or distinct produce on the menu and whether it is
acknowledged;
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The diversty of the food and drink offer, in terms of Fne Dining/Specialist,
Popular Dining/Pub Food, Fast Food or Takeaway and Coffee Bar/Tea Shop;

Coheson: Is the retailer a member of a tourism group or local busness
association?

What hoursare the premisesopen —isit just daytime, just evening orboth?
How many daysa week are the premisesopen?

Fgure 20 below shows the quality of the independent food and drink sector in
relation to key indicators. Key messagesinclude:

Only a third of food and drink busness display opening hours, which
constrainsplanning for vistorson short stay breaks;

Less than a fifth of food and drink business overtly display the use of local
produce within their menus;

There are numerous pubs, coffee houses and cafes but restaurants and fine
dining tend to lack breadth and quality which does not project a positive
identity for Thame;

Food and drink businesses do not display any associations with local food
promotions, apart from SODC’sFood Hygiene starrating scheme;

Most establishments tend to be open across the whole day and the whole
week leading to an accessble offer forshopperand evening time visitors.

Hgure 20 - Distinctiveness Survey: Resultsfor Independent Food and Drink

Source: Miller Research (UK) Ltd.
Customer Care

A mystery shopperisused to assesscustomer care, by visting the shop or restaurant
unannounced to the retail assstant or shop owner. Miller Research undertook a 10%
sample of local businesses during mid week viststo a number of shops, food and
drink outletsand other services.
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Miller Research scrutinised the quality of customer care they receive in a number of
areasincluding:

Initial welcome: the length of time taken to greet the mystery shopper;
Fiendly service: the degree of friendlinessdemonstrated;

Wilingnessto engage: readinessto devote time to the mystery shopper,
Knowledge of products; and

Attention to detailand added value to customer service.

Ourinitial pilot market research into retail distinctivenessdemonstrated that shoppers
expect a more personalised and higher quality customer care experience than
larger urban centres. ltisclearthat a number of specialist independent retailersare
providing distinct shopping experiences with green packaging, voucher and
incentive schemes, bespoke products and examples of added value in terms of
home delivery, local knowledge and vistor information. Hgure 21 and FHgure 22
provide illustrative examplesof such distinctive customer care.

Hgure 21 - Distinctive Customer Care: Images
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FHgure 22 - Presenting Distinctiveness: Images

Source: Miller Research (UK) Ltd.

Fgure 23 below shows the quality of Thame’'s customer care in relation to key
indicators. Key messagesinclude:

Thame projects a warm welcome to vistors and embraces its village
atmosphere, with shop-workers being friendly after the initial welcome in
terms of understanding the shoppers requirements, reason for their vist and
assisting them with the purchase;

Most shop-workers and serving staff had a good knowledge of productsin
terms of technical knowledge, comparison items, referrals, source of local
food and recommendations;

Of the busnesses sampled, there was a strong culture of added value in
terms of gift wrapping, packaging, promotion of other retail-related events,
complementary chocolates, amongst others.

Fgure 23 - Distinctiveness Survey: Results for Customer Care

Source: Miller Research (UK) Ltd.
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Markets

Markets can be fundamental to the quality of shopping and the overall vistor
experience in market towns, asthey are often part of the traditional scene, having
traded for centuries and creating market days that bring in local resdents and
vistorsfrom further afield.

With good management and organisation, marketscan also add life both to market
placesand main streets, complementing local shops, cafesand eating placesand
other attractions. They also provide an opportunity for people to showcase local
produce and provide the link between the town and itsimmediate countryside.

Hgure 24 - Thame General Market

Source: Miller Research (UK) Ltd.

Thame hasa number of markets: a weekly market held on a Tuesday and a farmers
market held on the second Tuesday of each month. The marketsare held in the car
park next to Montesson Square and are run by Thame Town Council. Miller Research
surveyed the weekly market on Tuesday, 4 August 2009. Hgure 24 provides
illustrative imagesof the Thame market.

The quality of the market can be fundamental to the overall retail distinctiveness of
a town. The market issurveyed on the following points:

Fequency of occurrence;
Opening hours;
Number of stalls;

Overallvibrancy; and
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Promotion of local or distinct goods.

Fgure 25 below showsthe quality of Thame’sweekly general market customer care
in relation to key indicators.

Key messagesinclude:

Good critical size of market with a number of fruit and vegetable alls,
fishmonger, artisan bread maker, plantsand flowers, clothing, hats, footwear,
beltsand otherdry products,

The general market was observed to run from early morning through to mid
afternoon, often dictated by volume of customers,

The frequent nature of the market does put Thame on the map for shoppers
and visitorswith it being seen aspart of the overall attractiveness of the town
centre;

The general market hasa good number of stallsthat are diverse in nature and
create a critical massthat is attractive to shoppers. ltslocation on the edge
of the primary shopping area provides animation to the town centre and
attractsin-direct trade;

The layout of the market createsa vibrant atmosphere that allowsfor “market
banter” and reflects the personality of the town. Conversations with stall-
holdersdemonstrated a strong loyalty to the market and a sense that it wasa
strong market in trading terms;

A number of stallssuch asfruit and veg and the artisan baker were displaying
local produce.

Hgure 25 - Distinctiveness Survey: Results for Markets

Source: Miller Research (UK) Ltd.

The Town Context
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This first part of the survey of physical elements of the town isbased on a smple set
of indicators to assess the quality of the town setting in its wider landscape, along
with the initial impressonsgained from the quality of approach to the town:

How doesthe town fit in itswider landscape? Isthere a perception of it fitting
in with the surrounding countryside?

How doesit announce itself?

Isthere a sense of arrival?

Isthe entrance to the town impressive? Clean? Well Maintained?
Perception of setting.

Fgure 26 shows the results of the town context element of the survey. The town
centre is set within a contained suburban setting, but open country is never far
away. The linear pattern of the town centre spreads west towards the church of &
Mary. The linear form of the centre isfocussed on the Town Hall, which occupiesan
idland position within the broad high street.

Approach by vehicle

Park Sreet and High Sreet form the axis of the approach from the east and west.
There are car parks to the rear of the main shopping street, attached to
supermarkets, and additional spaces within the body of the main street east and
west of the Town Hall.

Approach by foot

The approach from Waitrose car park isthrough a newly created shopping arcade
which isvery active. The footwaysfrom either end of the town are of generouswidth
although traffic speedsare a concern and crossing pointsrelatively limited.

Hgure 26 - Distinctiveness Survey: Results for Town Context

Source: Miller Research (UK) Ltd.
Townscape

This part of the survey provides a visual assessment of how well the elements of the
town fit together to create a cohesve character. The following items are
consdered forthispurpose and the resultscan be found in Fgure 28.
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How complete is the streetscape? Is it continuous, or is there a mix of
architectural style and age of buildings?

Doesthe town offera sequence of spaceswhich invite exploration?

Are there accessble public spacesthat people want to use, to relax, meet
othersand passtime?

Isthere a market? If so, doesit add to the character of the town?
Townscape.

Historic character.
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Hgure 27 - Thame Town Centre: Images

Source: Miller Research (UK) Ltd.

Thame has an unusually broad market place reflecting its historic role as a market
town. The local place names, Buttermarket and Cornmarket reflect thisrole. Much of
the historic core remains, with a typically English collection of diverse 2-3 storey
buildingsin traditional materials: mellow brick Georgian townhouses and shops with
generous windows, rendered shop buildings, a rural Victorian Town Hall in brick.
Fgure 27 providesimagesof Thame town centre.

There are a few new buildings of 1970s-80s vintage which are poorly finished and
detailed, and detract from the local characteron the north side of the High Street.

Sequence of spaces

This is a linear centre based around a broad market space. Much of the space is
taken up, when there are no markets or events, with a virtual sea of car parking
which detracts from the historic character of the town. The more intimate space
around Buttermarket hasbeen repaved and given a more pedestrian nature, which
suitsitsmore intimate scale.

There isa distinctly different feel to Cornmarket and High Sreet which are broaderin
scale, and have an “any town” feel because of the dominance of traffic. There is
little sense of a central place asin Henley and Wallingford. Because of this, many of
the more interesting and comfortable spaces are found off the main road- the
Shambles, Greyhound Walk, Svan Walk, Buttermarket for examples. The most
obviousgreen space isthe War Memorial garden at the end of Upper High Sreet.

Use of Public Space

67



Thame Distinctiveness Study Feb 2010

The town is busy and thriving, but the flow of pedestriansis kept to the sdewalks of
the High Sreet and there are some delaysin crossing the busy road.

The contribution of the market (place)

The large open spacescan be well used for large events and fairs. At other times
howeverthe large open expansesof tarmac and parking have a degrading effect.

Hgure 28 - Distinctiveness Survey: Results for Townscape

Source: Miller Research (UK) Ltd.
Streetscape

The streetscape element of the survey looks at how the street fixtures and fabric
contribute to the distinctivenessof the town.

Thispart of the survey includes:
The use of appropriate building and paving materials;

The extent to which the shop facades and shop windows are appropriate
and contribute to the character of the town; and

The state of maintenance of the street — street cleaning, lack of vandalism or
graffiti.

The results of the streetscape element of the survey can be found in Fgure 29 and a
narrative follows.

Appropriateness of building materials

In general the mix of brick, render, stone and half timbering with traditional frontages
and pitched roofs is typical of local county towns. This reaches its best and most
diverse expresson in areassuch asthe junction of Buttermarket with North Sreet- a
riot of styles, materialsand scalesthat isutterly English.

Appropriateness of paving materials
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The high point in materials are the areas of stone and setts which have been
introduced around Buttermarket, being much more in sympathy with scale and
pedestrian character.

BHsewhere, there istoo much tarmac and blandness.
Shop facadesand character

There are many good shop facades, in scale and harmony with buildings they
occupy, and many of these are matched by attractive and informing shop window
displays. They form the majority, but only just. There are also some real monstrosities
which stand out, such asthe now defunct Woolworths.

Cared for streets
The streetsare well maintained.

Hgure 29 - Distinctiveness Survey: Results for Streetscape

Source: Miller Research (UK) Ltd.
Street elements and furniture

The street elements section examines the contribution of the street fittings to the
overall distinctiveness, including:

The appropriatenessof the street furniture, plantersand signage;
Doesthe lighting contribute to the town’scharacter?

Are there treeson the street and do they fit with the built environment?
Are hanging basketscontributing to the overall effect?

Sreet furniture/lighting /signage.

The results of thissection of the survey can be found in FHgure 30. The furniture style is
largely reproduction Victorian in style with some more modern lighting columns and
seats, all finished in black, unobtrusive and appropriate to the local style.

Sreet trees

There are a number of trees around the parking area on Upper High Street, which
have a dignificant effect in softening an otherwise harsh environment

Planters/baskets
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The Memorial gardensare the most spectacular display of greenery and colour, but
there are plenty of hanging baskets around the town which add to the display. In
relation to the overall scale of space, there could be more.

FHgure 30 - Distinctiveness Survey: Results for Street Hements and Furniture

Source: Miller Research (UK) Ltd.

3.5. Overall Distinctiveness Profile

Overall, Thame rated a total of 355 pointsout of a potential score of 600. By plotting
the overall distinctiveness score against that for vitality and viability, we can see
Thame in relation to other towns that have been through the Retail Distinctiveness
process. The majority of these at present are in NE England, but the results show
some interesting comparators.

This is shown in Hgure 33, with Thame demonstrating for its size of town centre it is
relatively vibrant but could accommodate some missng shops and services. Its
compactness, availabilty of parking, and ease of getting around are key selling
points with its physical environment projecting a rural character at times. Its market
town character underpins its unigueness, along with its markets and village
atmosphere. There are strong independent retail clusters which can act asanchors
for building the town as a retail destination including ladies fashion, health and
beauty, home and gifts, jewellery and local produce.
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Fgure 31 indicatesits profile of distinctiveness. The chart showsthe relative strengths
of the town and areasforimprovement. Key messagesare:

There are some strong clustersof independent retail sectorsasshown in Hgure
32 such as ladies fashion, health and beauty, books, home-ware, gifts and
jewellery with emerging growth in fresh produce. The offer however lacks
cohesiveness in terms of marketing and positioning within the town centre
and itsimmediate hinterland;

Food and drink needsto be more diverse and present a better range and
guality of offer that appealsto local families, day-trippersand vistors on short
stay breaks. Food needsto be honest rather than exclusive and needs to
present the identity of Thame through the eating environment in terms of
local sourcing, presentation, knowledge of produce and become vistor
focussed;

There needsto be a stronger association and network between town centre
shops and services so that vistors have confidence in the experience in
relation to opening times, customer care, visitor information;

Thame needs to establish a well connected business community which
presents an integrated product that will result in extended dwell times,
increased expenditure, repeat vistsand greater customer satisfaction;

Thame’'s warm welcome is evident in local shops and busnesses with some
busnessesdemonstrating a clear knowledge of their productsor servicesand
tending to go the extra yard. There is a need to look at how the whole
busness community promotes the town through joint marketing and other
initiatives,

The weekly and farmers markets are key attractorsand underpin the market
town feel for Thame. The sze, range of stallsisgood and contributesto the
range of good and servicessold in Thame town centre; and

In physcal terms, Thame is a linear centre based around a broad market
space. Much of the space istaken up, when there are no marketsor events,
with a virtual sea of car parking which detractsfrom the historic character of
the town. The built environment is generally strong, but a number of
frontagesalong High Sreet detract from the overall market town feel.

By plotting the overall distinctiveness score against that for vitality and viability, we
can see Thame in relation to other towns that have been through the Retall
Distinctiveness process. The majority of these at present are in NE England, but the
resultsshow some interesting comparators.

This is shown in Hgure 33, with Thame demonstrating for its size of town centre it is
relatively vibrant but could accommodate some missng shops and services. Its
compactness, availability of parking, and ease of getting around are key selling
points with its physical environment projecting a rural character at times. Its market
town character underpins its uniqueness, along with its markets and village
atmosphere. There are strong independent retail clusterswhich can act asanchors
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for building the town as a retail destination including ladies fashion, health and
beauty, home and gifts, jewellery and local produce.
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Hgure 31 - Distinctiveness Survey : Overall Results
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FHgure 32 - Distinctive Thame Clusters
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3.6. Plotting Distinctiveness

Fgure 33 - Distinctiveness Scatter gram

Source: Miller Research (UK) Ltd.
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4. Workshop Outputs

4.1. Engagement

Four workshopswere held for Thame stakeholders, who were recruited through a mix
of channels:

21 Century Thame Partnership and itsconstituent groups
Thame Frst

The Town Council

South Oxfordshire District Councillorsand Officers

Database of town representatives attending the South Oxfordshire Market
Townsnetworking event in 2008

Direct approachesto town centre businesses

Throughout the process, those who
could not attend the sessonswere kept
informed of progress via e-mail and
information on the SODC website.

Engagement in developing distinctive

market towns is important in terms of

building capacity, confidence

amongst partners as well as reaching

consensus on areas for action. Over

the five month study, the following Thame Workshop
opportunities for engagement have

occurred:

One to one meetingswith key local partnerssuch asThame Town Council, 21
Century Thame Partnership, Thame Frst and South Oxford shire District Council;

Interviews with local businessesto understand their concerns, ideasand how
they wish to engage in future actions;

An initial presentation to Thame Frst on 239 September 2009 to share initial
findingson how distinctive Thame is;

Workshop 1 on the 14t October 2009 covered a number of activities:
- Fact-finding trip to Woodstock for 25 local Thame representatives,

- A visitor journey to Thame to understand how visitors perceive the
town centre through a number of vistor segments,

- Sharing of retail distinctivenessfindings,

- Shaping areasof action and review previousmarket town ideas.
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Workshop 2 on the 11t November 2009 provided the opportunity for over 30
Thame representatives to listen to the interim findings of the overarching
study, allowing some time to network with partnersin Henley and Wallingford.
The workshop also introduced Miller Research’s marketing associate Seve
Capell who led a marketing workshop to develop a “mood board” and a
creative brief for the town.

Workshop 3 on the 24t November 2009 was the final local sesson, where
Seve Capell presented a range of brand options for Thame and Miller
Research presented itsemerging delivery plan. Feedback wasreceived on
the brand options with over 30 people prioritisng ideas and checking if they
would have a meaningfulimpact forthe town centre.

4.2. Best Practice — Trip to Woodstock

Aspart of the first formal workshop session, local partnerstook
a vigtor journey to nearby Woodstock to understand how the
busness community was creating a distinctive destination.
Whilst it was acknowledged by the coach party that
Woodstock has a different role and function to Thame, some
key lessonswere learnt:

Destination place —underpinned by Blenheim Palace;

Oxfordshire Museum is a central attraction and facility
within the main street — museum, café, TIC, sculpture

garden — provides a number of functions -
educational, relaxation, food and drink, tourist
information;

Town Hall — makes good use of immediate space —
public realm, seating, planting, focal space;

Contained and compact —ease of navigation in terms
of shop frontages, colours, style, footways, smple
landscaping;

Diverse food and drink offer in terms of coffee houses,
pub food, hotelsand within museum —wide appeal;

Smple and legible pedestrian signposting;

Pavements well managed in terms of A Boards, tables Imagesof Woodstock
and seats, general cleanliness;

Mature treesframe the streetsand add to the character.

4.3. Choosing Market Segments
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In order to see Thame as a vistor, workshop participants were encouraged to see
their town asa first time visitor might. Prior to carrying out the exercise on the street,
the group was presented with a series of market ssgments based on the ArkLeisure
model. By reviewing these, the groups decided which segments were most
appropriate astargets for Thame. The ArkLeisure model is a segmentation model
based on the valuesand beliefsof people who engage in leisure and tourism. Based
on a database of approximately 150,000 UK resdents, the model categorises the
motivational drivers that influence leisure and tourism choices. The model identifies
eight segments(depicted in Hgure 34) positioned against two axes. The vertical axis
indicates the market segment’'s propensty to innovate whilst the horizontal axis
ilustratesa segment’sdegree of independence. Those personswho find themselves
at the uppermost portion of the model willbe those who are the market innovators—
that isthe first to try out new things. These typesof people are categorised as‘'Syle
Hounds, ‘Cosmopolitans or ‘Discoverers. To distinguish between these one
consdersthe level of independence of the group. ‘Syle Hounds are seen asmass
market product and service consumers whilst ‘Discoverers are their polar opposte
and are more likely to embrace independence in their market demands. At the
opposte end of the scale will be those who are less likely to innovate — the
sustainers. This group is made up of people who are less likely to try new things
hence are titled ‘Habituals and ‘Functionals. A full description of Arkenford’s
ArkLeisure market sesgmentscan be found in Table 6.

Hgure 34 - Ark Leisure Model

Table 6 — ArkLeisure Market Segment Descriptions
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Cosmopolitans

Cosmopolitans are strong, active confident individuals, who do what they want
rather than following any particular fashion. Cosmopolitansview themselvesas stylish,
but individuality rather than fashion ismost important. They are quite happy to adopt
traditional values when they feel they are appropriate. They are comfortable to try
thingsthat are out of the ordinary. Whilst early adoptersof new ideasthisisnot based
on fashion trends but on their personal interest in new products and opportunities.
They will be the early to try out new products, especially in the field of new
technology (boys & their toys?). However, they still value and seek functionality in
their purchases. They are a high-spend market who will buy expensve alternatives.
For thisgroup, to be given individual attention isvery important and they will pay for
it. They are risk takers; this is reflected in their purchases, but also in their desre for
things that are new and different and provide them with new challenges, both
physical and intellectual. Thisincludesan appreciation of art and culture. Life for this
group is full and active, yet peace and relaxation is stll valued in the right
circumstances.

High Street

The High Street segment is generally externally referenced. They are interested in
fashion brands. Style ismore important than functionality or individuality. Thisis born
out by the fact that they care what othersthink, which may hold their choice back a
little. They will not be the first to adopt but are keen to follow along when a fashion
has been established. They will adopt products and services earlier than most, and
are prepared to spend money on getting a good service. They are prepared to try
new and different things, although these are likely to have been tested by othersand
are therefore experiencesthat are new to them asindividualsasopposed to new to
the market. They are an active segment moderately interested in intellectual
pursuits, artsand culture.

Habituals

Habitual people are most likely to value a more relaxed pace of life. They are strongly
traditional, and very resistant to any expenditure. Though thisispossbly a reflection of
their poor means. They are probably strongly resistant to change. They will make
purchase decisonson function rather than style. Fashion haslittle value to thisgroup.
They are also very risk averse and show little interest in new options or opportunities.
Thisgroup hasand spendslittle money, not for brands or for service. They find it hard
to justify expense of any sort. They have no interest in artsor culture.

Discoverers

Discoverersasthe name suggestsare independent of mind. They are the group least
likely to be worried about what others might think. They are little influenced by style or
brand unlessit represents values they are seeking. Function far out rates style as a
purchase driver. Thisdoesn® mean that they do not spend their money. In fact, this
group are quite high spenders, and value new products and servicesaswell asnew
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experiences. However, they will judge their value for themselves. If the product suits
their needs and is right then they will spend their money. They value good service.
They live a relatively relaxed pace of life. They enjoy intellectual challenges but arts
and culture are not really an important part of who they are.

Traditionals

The Traditional segment isa main stream market whose members are relatively self
reliant and internally referenced people with possbly tendencies towards being
sustainers. The Traditional ssgment are not brand-averse, although brand isnot a key
purchase driver, however they do tend to be more likely to hold more traditional
values. Functionality isfar more important than style. Whilst thisgroup are not swayed
by products with style and individuality, they will still go for something out of the
ordinary. They value good service, and this is something that they will pay for,
egpecially individual attention. However, they are unlikely to justify spending on
expensive alternatives. They tend to live life at a relaxed pace, and enjoy intellectual
challenges, artsand culture.

Functionals

Functionalsare very resistant to spending and appear pretty self reliant. They are very
price driven and value functionality strongly over style. They are very traditional in
their values, and are not prepared to pay for fashion, style or ‘individuality’. Service is
something that they expect asopposed to something they will pay extra for. Whilst
they are not early adoptersthey are interested in new experiences, and are happy
to try new things. They also enjoy intellectual challenges, artsand culture.

Syle Hounds

Syle Hounds are very fashion conscious, and keen not to be seen as old fashioned.
They like to be part of the latest trends and therefore quite strongly influenced by
others, though they have the spending powerto do what they want. They are very
brand focused; they see fashion asbeing stylish. They are early adopters, and will go
for things out of the ordinary, probably believing that they are setting fashions.
Limited responsbility means that if they have money they are prepared to spend it.
They find it easy to justify buying expensive alternativesand will pay for better service.
Syle Hounds are risk takerswho like to try new and different thingsand they live a full
and active life, but active doesnot mean serious sports. Peace and relaxation in the
traditional sense is not sought out fun and excitement is what definesa good time.
They haven’'t much interest in more ‘sophisticated’ arts, or cerebral activities.

Followers

Followersare a group that isstrongly influenced by othersaround them. They have a
similar aversion to what might be considered old fashioned as Style Houndsbut much
less interest in new and fashionable options. They avoid risk and not particularly
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interested in trying new options. They will not take many risks in life, and lag behind
other marketswhen it comesto new productsand services. Whilst they are unlikely to
value thingsthat are new and different, they will try things that are new to them as
individuals. They do value service, but not necessarily individual attention. They have
little interest in intellectual challenges, arts & culture. They are not a very active day
vist segment.

Source: Arkenford / Visit Britain

Further research for Tourism SE7 using the ArkLeisure model to understand market
segmentation in the South East of England shown in Table 7 revealed the most
prevalent market ssgmentsin Thamesand Chilternsto be (in order):

1. Cosmopolitans;

2. High Sreet;
3. Traditionals; and
4. FRunctionals;

7Locum Consulting 2007.
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Summary

Thame identified “traditionals, functionals and cosmopolitans’ as its key segments
with High Street seen as being present in towns that have more multiples such as
Aylesbury and High Wycombe.

The segmentschosen by the stakeholder group were the market segmentsthat are
influenced most by its existing customer base and by Thame’s market town identity
in terms of its history, links with agriculture and its potential for food and drink, and
exploration. The town identified its rural market town identity as a major strength
and saw the benefits it could have in attracting functionals, traditionals and
cosmopolitans. Whilst each segment demands a different complete set of
attractors, their affinity for culture and history was felt to be the commonality that
could be exploited to increase their presence in the town. Thame already has a
number of attractors for these market segments and with the addition of a few
improvementsin certain areassuch asthe range of accommodation and range of
independent shops, the value of these groupsto the town could be significant.

Table 7 - Visitor Segments: Thames and Chiltern

Thames Whole Mean Income Family
a.nd Population ACE £
Chiltern
Cosmopolitans 19% 15% 42 26,000 34%
High Streets 16% 21% 42 22,150 32%
Traditionals 16% 12% 56 20,000 20%
Functionals 15% 9% 53 16,300 25%

Source: Tourism SE

4.4, The Visitor Journey

When carrying out a segmentation exercise it is important not to overlook the
importance of local resdents, even though local residents are essentially one of the
eight market segments when they choose to vist their town for any reason other
than to fulfil their autonomous consumption of goods and services. For this reason
and for the purpose of the visitor journey, an additional market segment the ‘local
resdents wasdeveloped to accompany the top three chosen at the first workshop.
The market segmentsfor the vistor journey were therefore;

Traditionals
Functionals

Cosmopolitans
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Local Residents

To set the scene for the vistor journey, the coach party from Woodstock returned to
Thame in their four vistor ssgments. Each group on the coach wasasked to identify
the expectationsof their market ssgment, upon a visit to Thame. Personalitiesand a
brief for each of the market ssgments were developed to make them more easly
identifiable. A summary of thisis detailed below (full descriptions can be found in

Appendix 2):
Table 8 - Thame Visitor Pen Portraits

Traditionals

Mike & Sue

Age 55 and 52. Both taken early
retirement from working in local
government. Daily spend dlightly
below average. They are travelling
by carand have brought their
Labrador, Goldie. They are having a
short break, and plan to stay in self-
catering accommodation.

Cosmopolitans

Jack & Olivia

Both aged 28 and work in media and
computing. Jack and Olivia want a
boutique hotel or restaurant with
roomsfora weekend in Thame. They
have travelled by train & taxi, from
London. Daily spend significantly
above average.

Functionals

Fank and Brenda

Aged 68 and 65, both retired aftera
lifetime of running a small business. Daily
spend significantly below average. They

have travelled by public transport and
are looking to explore local heritage and
other sightsand attractions. They expect
good service asa right.

Local Residents

Smith Family

Family of four live in Haddenham.
Husband and wife in early 50swith two
children aged 14 and 16. Moderate daily
spend. They are meeting friendsin Thame
to have lunch and do some shopping.
The kidswillgo and do theirown thing for
a few hours.

The most prevalent market sesgmentsin Thamesand Chilternsare (in order):

1. Cosmopolitans

83



Thame Distinctiveness Sudy

Feb 2010

2. High Sreet

3. Traditionals

4. Functionals

Fndings

In terms of the visitor journey the four groups of visitors experienced the following
during their trip:

Traditionals —Mike and Sue

Their Perception

Town full of history

Nice place

experience

to visit

Place to sit out —local park

and

Looking for a dog friendly pub

forlunch

Need to find a bookshop that

hasbookson the local area

Aswe are self catering —need to
sells fresh

find a shop

that

produce forour meals

Thame should be a historical

experience

Functionals —Fank and Brenda

Their Perception

Charity and pound shops

Perhaps some sweet and toy

shops
Child friendly
Would be

looking

for

a

Their Experience

Nowhere to st and eat
Lack of quality dining

Doesn’'t seem to be the right
accommodation for our sort of

group

A lot of pubsnot many cafes
Where’sthe town’shistoric trail
Very busy with traffic

Poor signsand pavements

No greenery

Disappointed by whole
experience — not sure if we want
to come back —just vist once

Their Experience

Shop fronts — very run down —
need painting

Couldn’t find any traditional
placesto eat nora kidsmenu

Couldn't find accommodation
but heard that there was a
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Beefeater pub with kidsmenu

May come with a picnic — st by
river and feed ducks
Thame seems to be a good

place to vist due to itsgood bus
route

Aware of weekly market and
may want to go on historic trails

Expect it to be relaxed and a
satisfying day out!

Jack and Olivia —Cosmopolitans

Their Perception

Antique and boutique shops
Outdoor clothing shops

Some nice gastro pubs — fine
dining
A very good up-market hotel

Would use Thame as hub to visit
places of local interest such as
Chinnor Railway

We would expect to see art
galleries, local shows and
festivals, hot air balloon rides,
good food!

We hope to see a sow pace of
life with quality shops and
distinct offer

We hope to feel rested, learnt
something new, recharged our
batteries and want to return
again!

Travelodge
Too fartoo walk to playground

Museum had a difficult road to
Cross

Thame had great wide
pavements!

Too much traffic!
Wasn't a place to spend a day
Tendsto serve resdentsnot visitors

Needs more sSgnage, crossngs,
greenery, pedestrian areas and
more seating

Their Experience

S ruffy shop fronts
Not enough decent restaurants

Limited town centre
accommodation

Lack of self catering
Missing an art gallery!

Lack of information on attractions
outsde of the town such as
Chinnor Railway

Liked the open streetsand spaces
Traffic noise ishigh

Sgnage not great!

Tourist information isshocking

There is no heart of the
community

Route to museum not pedestrian
friendly

Feela bit disappointed at the end
of the visit
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Smith Family —Local Residents
Their Perception

e Should have a pizza place for
the kids

e Seen as a local place for food
shopping

e Hope to go fora swim and some
bowling

e ltshould be contemporary
* Abase to plan otheractivities
e Avibrant place to shop

» Aplace forfamilies

Their Experience

Some good gift shops
Hasa Waitrose!

Places to have some treats such
as Rumsey® and perhaps Prezzo
for lunch

Some niche shopssuch asfashion,
booksand butchers

Liked the free parking
Lack of colourin town

If we wanted to cycle in, no place
to secure our bikes and wouldn’t
know where cycle routesare

Encouraged at end of vist —some
things are hidden...need to
explore more

The resultswere then discussed in a wider action planning session which developed
a headline analysis of the town from a vistor perspective under a number of
headings. These headings shown in Fgure 35 were retail and tourism, arts and
culture, infrastructure and transport, and marketing and awareness.

FHgure 35 - Key Themes
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These discussions, which are summarised in Table 9, formed the basisfor subsequent
action plan development.
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Table 9 - The Visitor Journey: Impressions and Ideas

Retail & Tourism Arts & Culture
50/50 grant scheme for shop fronts - Midsomer Murders Trail
Architectural signage scheme - Raisng awareness of the existing cultural offer in the town
Farmers market outside Town Hall inc the museum
Reconfigure Co-op car park - Develop an annual programme of events
Football club park and ride - Lterary Festival
High Street - part closure - shared space? - More eating and drinking leaflets
Nice environment - flowers, seating, bins, sitting out - Improve the public space at the centre of the town to
Ambience related projects- let@ slow it down... increasescultural offer
Thame delivery service - Community radio station - more long term
Design a town brand - ArtsCentre - for exhibition and where you can do art
Market Thame - but get product right first - Update walking and cycling map
Need more buy into Thame 1st . Forward planning - Carnival Programme
More community use if cattle market isrelocated - Awareness- Cohesive Marketing
Local produce - more advertising - Advocacy - Pride in the Town
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Town Look guidelines

Redesign the links between High Street and Swvan Walk
Upgrade Streets specifically the Buttermarket
Shopmobility scheme

Residents parking scheme

Improve gateway signsinto Thame

Remove traffic signsand look at shared space approach
Homezone in town centre

Create public space on perimeter of Cricket Pitch
Riverside Walk

Standardise street furniture and A Boards

Improve shop fronts

Claim ownership of the Shambles

Blue plaque scheme or historic building trail

Waste reduction schemesand recycling points
Improved pedestrian sighage - touch screen facilities
Assess needs and co-ordination/marketing of parking provision
Research into outdoor events space in town

Subject to research, creation of a town square

Better Cycling

Facilities

Develop safe cycling/pedestrian network

Better cycling information

Improve town signage

Diverdfy information points- "you are here!"
Explore potential for a brown sign to bring people
into Thame

Review gateway signage from Oxford
Town centre co-ordinator

Develop a marketing strategy
PRcampaign

Enhanced web presence for Thame
Branding Thame

Naming/branding clusters of the town
online eating and drinking guide

Business Directory & Database

Thame 1st needs to establish representation of
busnesses

Welcome pack forresdents

Utilise the current Town Council newsletter
Marketing Thame asa hub

New online shopping guide

Celebrate through awards

Promotion of artsand culture

Traditional Media Marketing

Social Media
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Conclusions

In relation to the vistor experience there are some key messagesthat need to be
taken into account in furthering Thame asa shopping and visitor destination.

Quality of the town centre environment —main town centre area lacksplaces
to st and dwell. Traffic dominatesthe experience with no sense of having the
opportunity to relax. A general lack of signs, interpretation, trails and visitor
information. Public space needsto be enhanced for eventsand activitiesas
well as more greenery. Some shop fronts needs some improvement asthey
erode the generalambience of the place.

Lack of diversity in food and drink —the town centre doesnot have the range
and gquality of placesto eat out during the daytime and evening for families,
children and couplesthat are visting on short day trip or staying overnight.

Limited accommodation — there is limited awareness of the range of
accommodation that is close to Thame as well as located within the town
centre. Thisincludesserviced and non serviced accommodation especially
forthose that are exploring the area.

Some strong niche shops — visitors identified Thame as having some niche
retail sectorssuch asfashion, booksand a growing number of local produce
outlets. Neverthelessthere are some gapsin the market such asart, galleries,
lifestyle and antiquesaswellasotherbespoke shops.

4.5. Branding

Developing a destination and promoting its individual charms invariably involves
change and in particular, change in people’s perceptions. A well informed town
brand can be an effective catalyst for achieving widespread buy-in to a town’s
desre to achieve its altered state. Whether the town plansto undergo immense
physical changesorifit smply requiresa change in the attitudesof the people who
live and visit the town, a brand can provide the impetus.

Through the seriesof engagement workshopsaspart of thisstudy, Seve Capell from
Capell Creative explored the subtleties of market town branding with the Thame
stakeholder group. Hismessage wasclear. Atown can use a brand to change the
way it is perceived. To do this, the town needs a clear objective that can be
trandated into a brand and marketed at its target audience. At the workshop,
Seve identified the following factors as being essential in the creation of a strong
brand; a strong town brand must:

Be distinct, creative and appealing;
Communicate strengths (Unique Slling Points);
Settown apart from the competition;

Create a personality; and

Be more than just a logo.
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Further still, Seve discussed the factorswhich make a strong brand successful. They
include ownership, flexibility, practicality, consistency and relevance. A town brand
needs to be ‘owned’ by the community. By being a part of the development
process, you have ownership of it,

and are therefore more likely to

support and drive it. A brand

needsto be flexible so that it can

apply to a number of scenarios

and it also needsto be practical so

that it is sustainable. It also needs

to provide a consistent message so

that the objective and image it

portrays is clear and not

conflicting. Fnally, a town brand

must be relevant to the overall

vison of the town. If a brand can  Fgure 36 - Marketing Brief: Mood Board Image
master these factors then it has

every chance of achieving the

desred change in the town. In many respects, the town’s external image isits most
influential. A town brand is at the forefront of thisimage and itsimpact should not
be underestimated.

The stakeholder groups were presented with a number of well known brands from
acrossthe UK and asked to critique them against a number of criteria. This exercise
intended to make the audience behave and think like marketing managers to
prepare them for their task of creating a marketing brief for their town. They were
asked to create a ‘mood board’ which defined the personality of their town. They
were to identify colours, photos, images, words and fonts — write messages,
headlines, dogans and words to capture the town’s personality. Thame’'s mood
board isshown in Fgure 36 and the key messagesare depicted in Fgure 37.

The main messages captured by the mood board were that Thame is one of the
only market towns in South Oxfordshire with a cattle market and these intrinsic
gualities need to safeguarded and used in promoting the town. There is an
overwhelming sense that the place isreal and approachable and that there is a
vilage atmosphere with very friendly people. It hasa strong architecture in relation
to itsred brickswhich form the palette of the town.
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Fgure 37 - Mood Board: Key Messages

Within the immediate vicinity of the town centre, people identified the need to link
with historical and environmental assets such as Cuttle Brook, Rycote Chapel, the
Town Hall, & Mary’s Church and the River Thamesaswell asitsrich cultural and arts
traditions. In terms of typefaces, Thame wantsto embrace its traditional values but
project a fresh identity. When looking at colours, the mood board captured the
town’srural setting and its position within the landscape. Outdoor colourscombined
with earthy redsfrom the town’sarchitectural makeup were identified to embody a
richnessand quality.

The board was presented by a spokesperson who explained the rationale behind
the decisons. Following this, Seve developed a number of concept brands for
Thame. These concepts are not complete brands and are solely provided as
illustration of the potential an effective branding concept could have for the town.
Further work on the brands, including robust research and testing would need to be
undertaken before distribution.

The creative rationale set by local partner organisations in Thame led to the
following initial brand concepts:

“Celebrate what we’ve got”
Focusin the crossfamily appeal
The mix of shops, market, history
The charming atmosphere
Something 4 everyone

Unique brand: Thame’'sproperty

The initial branding conceptsfit into three main categories, based around separate
marketing messages. An extract of each category is shown below with a shon
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narrative from Seve Capell explaining how the brand works. The full conceptscan
be found in Appendix 3.

Thame4dMe

Brand focuseson a “stamp” device that iscontained and portable and that
ischangeable in termsof colours, ssamp isrustic and bleedsaway;

The ‘4" device leads the campaign into various sectors, markets and
activities;

“4 Me” makesit personal and directs people into Thame, from a local base
and when choosing a short stay break;
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This option can be used across all media as the “stamp” is compact and
relatively easy to manage when applying on letterheads, menus, web
homepages, postercampaignsand other media.

Thame - Market Town Charm

#1

#3

#5

#2

#4

#6

The focus here ison creating a differential between Thame and competing
centresin relation to itsmarket town charm and being upmarket;

Using Thame asa replacement for Time aswell ascombining the two words
starts to show relationships between the place and the typesof activity and
fun you can have;

The option plays with colours, a range of contemporary typefaces, lines for
emphasisand differing placements of straplines.
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Aim for Thame

Aim for Thame isfocussed on directing shoppersand visitorsto Thame asa place to
explore food, bargain hunt, seek out fashion, indulge in culture and explore the town
and itsrural countrysde;

The marker that fronts the words represents suggested sectors of activity within a
wide suite of sub-brandsthat specifically targetstaste and ssgmentsof vistors;

Soryboards connect imagery that evoke a destination with the “Aim for Thame”
brand signposting people to the place;

This option, asin Thame4Me is personal to the place and talks about its people in
termsof producers, creators, hosts, etc.
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5. Action Plans & Delivery
5.1. The Strategy

The strategy for Thame isintended to steer the long term direction of the town. It is
the culmination of the evidence base presented in thisreport and setsout the scope
of Thame in achieving advantage over its competitors by utilisng and influencing
the resources and competencies at its disposal. To achieve this it is essential that
Thame has a detailed appreciation of its strengths (unique selling points) and
understands how they can be developed to create distinctiveness. This process has
aimed to identify these strengths aswell as put in place a deliverable action plan
that if carried out, will help promote Thame asthe distinctive destination it wishesto
be. Underpinning this process is the strategic direction of Thame set out in this
strategy. The issuesthat have been consdered aspart of thisstrategy include:

The scope of the town’s offer. This determines what can be influenced to
enhance the town’sappeal.

The advantage of the town over itscompetitors. Fundamentally this aimsto
answer the question: what has Thame got that other townshaven’'t and how
canthisbe used to attract more visitors?

Srategic fit with the external environment. This considers the postioning of
the town in relation to the extent to which it meetsclearly identifiable market
segmentsneeds.

The town’s resources and competencies. Having established Thame’s
strengths it is essential to consider how they can be used / developed to
provide competitive advantage.

The valuesand expectationsof stakeholders. It isessential that the strategy is
driving towards the expectations of the stakeholderswho are responsble for
delivering the strategy.

A SWOTanalysis of Thame was carried out during the study asa way of identifying
the key issues that willimpact on the delivery of the town’s strategy. By analysing
the SWOT, the issues that will have the greatest effect on the strategy can be
established. These are listed in FHgure 38.

FHgure 38 - Thame SWOT. Key Issues

Srengths Weaknesses
- Srategic location with a village - lLackofa cohesve identity and offer
atmosphere

Dominance of traffic within heart of town
Market town character including a centre

cattle market and street markets Lack of town centre management

Comparstane fulepemliar el Varied environmental quality

Opportunities Threats
Srong rural shows and festivals that - Neighbouring centressuch asAylesbury

can be betteraligned to the town Limited space to accommodate new
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Proximity of countrysde, recreation, development
churches, cricket field

Emerging food and drink sector

Throughout the project processa number of key strengthshave emerged. The retall
distinctiveness survey highlighted the need for more animation of shop fronts in
keeping with the town’s historical market town context, greater promotion of local
food and local produce generally, and to extend the opening hoursby developing
an early evening and evening offer. The visitor journey identified specific market
segment based issuesthat need to be addressed which included:

Poor quality of the public realm, shop frontsand placesto sit out;
Limited opportunitiesto explore beyond the town centre;
Lack of town centre accommodation;

Not much for the family;

Some strong niche shops but missng gaps such as lifestyle, more art and
galleries;

Development of additional activitiessuch asbiking, walking, eventsetc; and

Fnally, the workshop session on branding identified a number of key strengths that
the town should build upon. The main message from this sesson wasto build on its
vilage atmosphere, its market town character and potential to be an independent
retail destination. Having considered the evidence base presented throughout this
report and summarised above, the strategy for Thame isset out asfollows:

Vision —The desred future state / aspiration of the organisation
Aim —The overarching purpose of the strategy

Srategy - The long term directional plan that utilised the towns assets /
resourcesto develop competitive advantage

Vision

In consideration of the above, a draft town centre vison was put forward to
stakeholders at the final workshop. The stakeholders supported the vison
unanimoudy and felt that the words were appropriate to its sense of place and

community. It should be noted that thisvision relatesto Thame asa destination. The
aspiration of Thame asa destination could be...

Thame isa Real, Vibrant
and Fiendly Market Town
Which isProud of its Past
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and isEasy to Getto and
Explore Fom
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Aim
Underpinning thisvision a set of practical aimswas put forward that would need to
be achieved if the vison wasto be delivered.

To build a local identity that servesitslocal population
and through itsmarket town personality attract shoppers
and visitorsto a destination that isrealand haswarmth

Strategic Capabilities (assets)

A market town setting known for itsagriculture, weekly
markets, iconic rural showsand festivals, and its proximity
to a rich range of local heritage and cultural attractions
through an accessble green environment and strategic

connectionsthroughout the region.

Srategy

In compiling the strategy for developing distinctiveness, we should consider the key
assetsof the town. These were agreed to be:

ltsmarket town characterand strategic location.

Arealand approachable experience that hasa village atmosphere.

A compacttown centre thatisa good base forthe Chilterns.
Oursuggested strategy for achieving the vision wassummarised asto:

Create a town and country experience to increase exploration, dwell times
and vistor spend.

Promote the town as a place to relax, explore and indulge through strong
postioning of the town’sbrand and rural market town offer.

Build on the current independent offerto meet and exceed expectations

Objectives
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This led directly into a set of themed objectives to underpin priority
recommendationsforaction, asfollows:

Increasing quality and spend in retail, tourism and hospitality

Coordinating and developing local arts, culture and events

Investing in the quality of the town centre environment

Increasing awarenessof Thame asa real market town destination
Actions

This led directly into a set of themed objectives, to underpin priority
recommendationsforaction asfollows:

Retail & Tourism To increase quality and spend in retail, tourism and hospitality

Arts, Culture To coordinate and develop local arts, culture and events
Infrastructure, ; . . .
_ To invest in the town centre environment and sustainable waysof
Facilities &
: travel
Transportation
Marketing & ; L
g To increase awarenessof Thame asa destination
Awareness

The stakeholder group was presented with a list of possble actions under each
objective, which included ideas to address issues highlighted during the research
process, as well as some actions from within the earlier Market Town Action Plan.
Participants were asked to vote for three actions under each objective, with the
highest scoring proposalsbeing taken forward for prioritisation.

The actions listed above were analysed in terms of their deliverability and the likely
impact on achieving the town’s vison. The results of this can be seen in
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Fgure 39 overleaf. Deliverability relatesto the town’s ability to be able to carry out
the action and aswould be expected, consideration must be given to the amount
of resourcesneeded to carry out the action.
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FHgure 39 Action Priorities

The actions that are located towards the top right of the graph in
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Fgure 39 are those which will have the greatest impact on achieving the vison as
well as being most likely to be delivered. Building on Thame Food Festival,
developing local trails and providing shop front improvements are actions that are
thought to have the most impact upon the town, given current levels of
deliverability.

The action that is expected to have the greatest impact is traffic management,
although it is also one of the actions that is expected to be the most difficult to
deliver. It isrecommended that consderation is given to thisgraph by the people
charged with the task of carrying out the action plan.

The following action plan offers a detailed description of the priority actions which
includesthe following items:

Description

Priority

Cost

Timescale

Delivery

Actions

What would successlook like?

In addition, under each theme a number of lower priority actions are listed. These
actionshave also emerged as a result of thisprocessand should be consdered for
delivery following the completion of the priority actions.

The chosen actionsundereach theme were asfollows:

Increasing quality and spend in retail, tourism and hospitality

Rl —Thame Hrst Development
R2 —Shop Font Improvements
R3 — Build on Thame Food Festival

R4 —Provision for Market Enhancements

Coordinating and developing local arts, culture and events

Al-Develop Annual Programme
A2 — Feasibility Study into Community Building

A3 —Town Centre Events Space Srategy and Plan
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Investing in the town centre environment and sustainable ways of travel

Increasing awareness of Thame as a destination

M1 —To develop a marketing strategy
M2 —To provide an Online Eating & Shopping Guide
M3 —To provide a Welcome Pack

M4 —Undertake a PRcampaign to promote the brand
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5.2. The Action Plan

R1 —Thame Frst Development
R2 — Shop Font Improvements
R3 —Build on Thame Food Festival

R4 — Provision for Market Enhancements

R1 Thame Hrst Development Priority Cost Timescale
High £25000 9T
peryear
(3years)
Description Delivery

Support forthe established Thame Frst BusnessGroup has - Leadership Group
been identified asa key priority by local partnersasit the
focus for networking, joint promotion and activity,
leaming and general development activites. It is * Oxfordshire Town ChambersNetwork
currently run on a voluntary basisby representativesfrom . BusnessLink

local business and requires resourcing if it is to have an

enhanced role within the town.

Additional organisations

Key areasof activity that Thame Hrst requiresinclude:

Secretariat support and organisation of meetings,
eventsand ongoing development;

Development of a busness directory and
database that can facilitate mail outs, networking
and updates;

Development of virtual Thame webste that is a
showcase for Thame, promoting local goods and
services to resdents, vistors and shoppers, closely
integrated with the adopted Thame brand; and a
members section that signposts business support,
training initiatives, seminars and networking
opportunities;

Annual Seminar Awards. The holding of an annual
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employer seminar and awards ceremony. Awards
could be presented for aspects of Thame life such
as

Retail impact - the retailer having greatest positive
impact on the town’simage

Best new busnessidea

Most sustainable businessinnovation
Best contributor to Thame asa brand
Best marketing campaign

Fnest customer care

Opportunity to discuss progress on delivery of the
Thame action plan and to agree prioritiesand next
steps. Participants could receive advice on
busnesssupport and training opportunities, or help
with marketing through breakout workshops.

‘Local Champions - A network of local champions
could be established, to represent the views of
busnesses from sub-areas of Thame on whichever
form of management organisation is devised to
take the project forward. These championswould
act as agents for Thame, exchanging information
and views, etc.

Development of strong cluster of “destination
busnesses’. Innovative merchandising, PR support
and shopfront / exterior design. Linked busnesses
and destinations - “a menu for Thame”, “made in
Thame” or “something for the home”, joint
marketing and promotional activities, themed trails
and sub branding of these sectorswithin the town.

Training and Advisory Programme (see example in
FHgure 40). An initial diagnostic and development
of bespoke training plan. Sgnposting through a
comprehensive training manual. Collaboration
and networking with other retailersto develop the
critical massof demand to be able to commission
specialist training at a convenient time and
location for businesses.

Basc - merchandisng and marketing, e-
commerce, local sourcing, window displays,
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effective customer care and adding value;

Advanced level course could include promoting
Thame and itsarea, specialist knowledge of goods
and services,

Successful achievement of this level could be
linked to grant aid, e.g. architectural
advice/shopfront improvement grant.

Actions

To discuss with Thame Frst existing management
and resource arrangements. To identify gaps and
develop a busnessnetworking and support model.
To discussthe proposed part time market town co-
ordinator post for Thame and itsrole in supporting

Thame HArst;
_ ) What would success look like?
To develop a five year businessplan for Thame Hrst

that addresses drategic objectives, activities, A ¢0-ordinated group of local busnesses

resourcesand relationship with other partners; that work to complement other town
activities and work to a common quality

standard and way of working so that
Thame projectsitself asa place to invest,
vist and enjoy.

To develop areas of activity outlined within this
project proposal.

BEvidence

Whilst there is a relatively active business
networking group through Thame Hrst,
the organisation will require resource and
direct project support if it is to develop
and deliver a more distinct Thame for
shoppersand visitors.

FHgure 40 - Training and Advisory Programme

Shop floor 4 . )
* Networking
e Specialist Knowledge
_ _ * Window displays * Promoting Thame and
* Diagnostic « Merchandising South Oxfordshire
* General housekeeping « Local sourcing » Architectural Advice
e Compliance ¢ Shop front improvements

¢ ICT — marketing
Street level e Customer care
e Adding value

T X \_ y, L Upper Storey
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R2  Shop Font Improvements Priority Cost Timesca

High  £100,000 over 3 ©
years(matched 50% M/T
by private sector)

Description Delivery

The provison and promotion of a busness - Leadership Group
improvement scheme for commercial frontages
within Thame town centre. The targeted scheme
should be aligned to a suite of town centre busness *~  hame Frst
support that enhances the broader retail, hospitality

and visitor product.

Additional organisations

It will specifically provide a grant scheme that will
support capital investment for owners of buildings
within primary and secondary shopping frontages.
This will support mainly the frontages of those shops
and premisesthat are identified asrequiring support,
but the scheme would also assist with rear elevations
that are prominent within the town centre and do not
give a good visual impression of the town.

Through the development of an approved style
guide developed by South Oxfordshire District
Council in partnership with Thame Hrst and other
partners, the scheme would provide a 50% public
sector grant with the remaining 50% met by the
private sector. The scheme would run in conjunction
with the training and advisory programme.

The scheme would assist with improvements to the
main elevations, shop windows, signs and fascia,
doorways, rainwater goods and other associated
detalils.
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Actions

To undertake an assessment of commercial
frontageswithin Thame town centre in termsof
ownership, condition, prominence, relationship
to adjoining properties,

To develop a style guide in partnership with
local businesses so that provides a supportive
toolto levering private sector investment;

To develop application forms and guidance
notes, and monitoring procedure/forms;

To raise awareness of the scheme within the
town;

To meet potential applicants and co-ordinate
responses in relation to street level needs and
possble envelope schemes;

To co-ordinate applications and roll out of
programme;

To publicise completed shop improvements
and linkageswith other distinctivenessprojects.

BEvidence What would success look like?

Physical condition of specific shop fronts and key- A co-ordinated palette of colours,
note buildings within Thame town centre that is materials and details that re-enforces
having a resultant impact on continuity of street Thame’s architectural style and
scene, footfall, dwell time and expenditure. This is underpins its unique selling point,
creating a fragmented and indistinct shopping and thereby creating a distinct rural market
vistor destination in specific areasof the town centre. town destination.

Fgure 41 - Shop Font Improvement Scheme
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R3 Build on Thame Food Festival Priority Cost Timescale
High £10,000 9T
peryear
(3 years)
Description Delivery
Thame’s Food Festival has become a permanent fixture - Leadership Group

on the annual calendar of events. The September event
animates the main Town Hall area of the town centre
with a diverse range of stallholders, chef demonstrations © BBO Food Group

and associated entertainment. . Thame Town Council

Additional organisations

Local cheese, chutney, fruit and vegetables, meat, . <gyuth Oxfordshire District Council
yogurts and pre-prepared tasters from local restaurants
and event caterers were among the dozens of varieties
of edible delights on offer to vistors, both local and from

Oxfordshire Rural Community Counclil
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as far afield as Oxford, Marlow, Wooburn Green, Suffolk
and even a family from Amsterdam.

To build on this success, the Food Festival needs to
explore how it can broaden itsimpact across the town
and the wider rural economy. Key areasthat the Festival
could addressinclude:

Increasing the number and diversty of stallsso that
more producers attend and a stronger critical
massforthe eventisachieved;

Looking at how town centre venues, e.g. Thame
Museum, the Spread Eagle, Thame Town Hall, local
churches, restaurants etc can host tasters, chef
demonstrations, debate, book signings, amongst
others;

Investigate how the Food Festival could build
relationships with local primary and secondary
schoolsaspart of a healthy living initiative, working
towardsa young people’scookery academy over
the Food Festival;

Identifying how it can make links with food and
drink attractors within its rural hinterland and other
shows and Fedtivals, e.g. Thame Show, Towersey
Festival, so that an integrated experience is
achieved beyond the festival day;

Develop the marketing for the event and to ensure
it works with the broader marketing strategy for the
town so that the festival stimulates a wider food
and drink culture for Thame;

Actions

Assess current organisational needs and review
performance of the Food Festival to date; id entify
opportunities for growth and synergy with other
town centre activities;

Meet with network of hospitality, arts/culture,
community groups, schoois to id e ntify
opportunities for developing activity within the
Food Festival programme and how these can form
local produce projects and initiatives across the
year;

Develop a five year busness plan for the Food

[ R - - - [ T | R .
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What would success look like?

The Food Festival is a dggnificant
showcase event for Thame that sits
alongside other flagship events such as
Thame show, putting it on the map asa
place for local food and a year round
destination that is known for its local
produce, quality food and drink outlets
and a strong sense of community.

BEvidence

The second Food Festival was celebrated as a huge success in Thame with one producer stating
that, "l didn®expect so many people. Our stall took more money at the festival, than we have ever
taken at any other event!" Proprietor, The Oxford Cheese Company. There is a real passion for
growing the Festival and to develop Thame asa food destination.

FHgure 42 - Thame Food Festival: September 2009
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R4 Provision for Market Enhancements Priority Cost Timescale
High £50,000 M/T

Description Delivery

This proposal is for the provison of water and electricity - Leadership Group

points within the current market location in Montesson

Additional organisations
Place carpark.

. : . ) Thame Town Council
This would provide direct supply to market traders that is _ - _
metered and would form part of their rental costs to - South Oxfordshire District Council

Thame Town Council. . Oxfordshire County Council

The supply would be subject to the proximity of the
nearest existing facility and the length of trenching and
fixing detailsto be installed.

This would provide a quieter power facility and would
assist in attracting more stallholders, specifically in food
and drink.

Actions

Agree layout of market in relation to proposed
supply provision;

Undertaken radar survey and statutory service
discussions;

Prepare cost and specification for works;

What would successlook like?
Implement works.

A quieter market environment in relation
to removal of generators. Simulate new
stalls, specifically in food and drink
sector.

Evidence

The workshops carried out as part of this study as well as existing work carried out by Thame Town
Council with market traders.
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Other Retail & Hospitality Projects

Quarterly food forum for hospitality and food/drink sector

Meet the buyer event —hospitality, food shops—speed dating
Promotional nights—chef talks, meet producers

Linkswith marketing and awareness

Menu cards

Localfood directory

Thame food and drinkcard

Develop local pilot produce fund

Qupport forinnovation, branding, processing, packaging

Local food trails

Collaborative marketing

Linked food and heritage events—Thame Museum

Work with schools

Explore feasbility of cluster of market stallsin front of Town Hall
Co-ordinated information market signsat key gateways

Provison of town information stall

A signage policy fortraders

Provison of a food creche forrefrigerated food and pick-up service
Srategy to integrate with wider town centre activities eventsprogramme

Establish incubator stalls for the market to encourage casual arts, craft and food producersto
selltheirgoodsand to encourage more community exchange of goodsand produce.
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Actions: Arts, Culture & Events

Coordinating and Al-Develop Annual Programme

developing local
arts, culture and

A2 —Feasbility Sudy into Community Building

events A3 -Town Centre Events pace Srategy and Plan

Objective - Coordinating and developing local arts, culture and events

Al

Develop Annual Programme

Description

An events strategy which sets out intentions to develop
and coordinate existing activities whilst also mapping Additional organisations
the future of new events should be developed. Thame
has an excellent strategic location and a number of
flagship events such as Thame Show, nearby Towersey
Festival and the growing Thame Food Festival. The
events strategy should aim to capitalise on this, by
producing a coordinated series of events and should
consderthe following elements:

Establish a dedicated arts and events
management team

Develop and promote a full coordinated
programme of eventsincluding sporting fixtures

Build on existing events

Develop a suite of additional events aimed at
target market segments that animates the main
town centre and linksneighbouring areassuch as
the church and cricket pitch, Cuttle Brook as key
town assets

Priority Cost Timescale
High £2k - £50K ST-LT
(E2k for setting
group and
programme of

events, £50k for
development  of
events)

Delivery
Leadership group

Interest Groups
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The fullprogramme of eventscould be the first action for
the newly formed arts and events management team
and should comprise the development of a varied
programme of high quality events that cater in
particular for the target market segments. Creating a
more cohesve town centre destination should be a key
objective of the strategy. They should make use of
existing facilities as well as inform measures to identify
suitable venues for development. A programme of this
type should be heavily tied in with wider marketing
strategiesforthe town.

Actions

Determine the activities for an arts and events
group

Recruit membersto the group

Collate existing event information
Identify gaps

Develop solutionsto fill identified gaps
Create a fullprogramme of events

Publicise the programme

Bvidence

What would successlook like?

Thame hasa varied programme of events
that attracts diverse and numerous
audiences and which is coordinated by
an effective and competent
management group.

There are a number of events that are established or in development that need co-ordination and
pooling of expertise, skillsand resourcesto build a year round calendar that meets both community
needsand specific ssgmentsof vistors, specifically rural produce, craftsand agriculture.
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Objective Coordinating and developing local arts, culture and events

A2 Feasibility Study into Community Building

Description

Local partners have identified the lack of community
space within the town centre and that such a facility can
underpin the town centre’srole and function in termsof a
number of activities.

These are:
Meeting room space
Display space forartsand cultural activity
Place to host concerts,dancesand plays
Community resource office and training space
Incubator space forlocal enterprise
Showers, toiletsand cycle storage facilities

Whilst no specific sSteshave been mentioned, the existing
cattle market site hasbeen identified asa possble site by
some community groups. Other partners have also
highlighted that before looking at the development of a
new facility, there should be a comprehensive audit of
existing community space that is owned by the public,
community, voluntary and private sector. This would
assess current demand in terms of bookings, types of
activitiesand specific gapsin provision in relation to room
size, faclilities, location and other specifications. If a
feasbility study was agreed by local partners as a key
activity then it should include details of:

All anticipated capital and revenue costs within the first
five years

All income generating opportunities in the light of the
current economic climate

Market research to ensure maximum occupancy at build
completion

Identifying potential enterprisessand selling off plan.

The organisations to be targeted including, but not

Priority Cost Timescale

High £20k ST
(study)

Delivery

Leadership Group
Additional organisations

Local community organisations
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exclusvely, service delivery organisations and private
sectorand social enterprises.

Actions

Sage 1 - To identify current town centre buildings
and premisesthat are fit for purpose and to audit
them in terms of space, usage, linkage to town
centre and other specifications;

Sage 2a — to understand if there is a surplus of
town centre community space and how best to
use/promote the space;

Sage 2b — to identify whether a feasbility study
into a new provision needsto be undertaken. If so,
proceed to stage 3;

Sage 3 — procure and commisson a feasbility
study into new provision.

Bvidence

What would success look like?

A stronger and more  cohesve
community with the building acting as a
focal point for day to day life and
supporting social enterprise, volunteering,

Anecdotal evidence that there isan under-provision of community space.

Objective - Coordinating and developing local arts, culture and events

A3 Town Centre BEvents Space Srategy and Plan

Description

The need to understand current and future requirements
for town centre space to support outdoor events and
festivals is a key piece of inteligence that wil have
implications for other projects such as traffic
management (IF3) and the development of festivalssuch
asthe Food Festival (R3).

This piece of work needsto identify how the town centre
isused foroutdoor eventssuch as:

creative industries, organisational
development and a place that has
Thame’sidentity.
Priority Cost Timescale
High Internal ST

resources
Delivery

Leadership Group
Additional organisations
Local event organisers
South Oxfordshire District Council

Thame Town Council
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Outdoor food and drink licenses linked to
commercial properties

Informal street entertainment

Use of existing public realm, car parks, etc for
specific eventsand festivals

Use of temporary street closures for larger street
events

Consultation with a wide range of local groups,
organisations and businesses on current and future
requirementswillbe needed to ascertain the demand on
town centre space and how this can be managed to
ensure both accessand provision of eventsand activities
acrossthe year.

Actions

To undertake an audit of current events and
festivalsin termsof spatial requirements;

To id e ntify specific event infrastructure
requirements, e.g. electricity/water provison,
temporary sgnage, meansofroad/space closure;

To consult with statutory agencies on future Whatwould successlook like?
requirements and implications on traffic, servicing
and otherlocal needs;

Thame has a well balanced series of
public spacesthat can accommodate a
To feed events strategy and plan into traffic year round calendar of events and
management (IF3) study and scope physical festivals, aswell asproviding day to day
detailsand costs. space forothertown centre needs.

Bvidence

There isa sgnificant lack of a keynote space for events with the town centre, with the exception of
using existing car parks and the area to the immediate frontage of the Town Hall. A managed
approach to creating space foreventsneedsto be developed.

Other Artsand Culture Projects

Develop joint Midsomer Murderstrail with Thame and Wallingford
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IF2 —Develop Local Trails

IF3 — Traffic Management

IFL — Better Cycling Facilities

Objective - Investing in the town centre environment and sustainable ways of travel

IFL Better Cycling Facilities

Description

In opening up Thame town centre as a local
shopping and amenity destination, the need to
provide better cycling facilitieshasbeen identified so
that local residents as well asvistors to the area can
access the town from neighbouring villages or
outlying residential areas.

Key areasthat a cycling programme should address
includes:

Provison of off-routeswhere physically possible
that can also be used by pedestrians and
otherusers;

Feasbilty into cycle lanes within existing
highways,

Provison of cycle storage facilities in the town
centre including long stay storage and cycle
stands;

Provison of cycling information within on-street
information boards;

Encourage local busnesses to work towards
green travel plans and to investigate shared
facilties such as showers, lockers and
changing provision;

Encourage accommodation providers and
local shops/servicesto be activity/bike friendly

Priority Cost Timescale
High funknown LT
Delivery

Leadership Group

Additional organisations
Oxfordshire County Council
Sustrans
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in termsof faciltiesand information;

To investigate curmrent cycle storage facilities
on busesand assessdemand forcages, etc.

To work with local cycle shops on bike hire
facilities;

To investigate the use of pedicabs for local
transportation and delivery of small parcels
and freight acrossthe town centre

Safety awarenesscampaigns.

Any measures undertaken should consider existing
efforts to update existing walking and cycling maps.
In particular, the existing Phoenix Trail should be
utilised and tied in with any efforts carried out to
improve the townscycling facilities.

Actions

To review the emerging local transport plan for
the area and itspolicy proposalsforcycling;

To establish a green transport forum within
Thame with a cycling sub group;

To scope existing provision and identify gaps;

ike?
To develop a town cycling plan that develops BTN ELEEEES B0 [ ET

proposals for routes, crossings, storage, shared A greater reduction in vehicular traffic,

facilities, information and with the town centre’s environmental

education/awarenessraising. guality improved and the local community
possessing a better quality of health, as
wellasan alternative mode for visitors.

BEvidence

Local partners have identified the lack of cycling infrastructure within Thame and the opportunities
that exist when most shoppersand town centre userslive within five milesof the town and the local
topography is relatively easy to cycle and isconvenient to use. The need to also appeal to the
vistor market in relation to cycling to neighbouring vilages and hamlets from Thame, and vice
versa willenhance the general offer.
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Objective - Investing in the town centre environment and sustainable ways of travel

IF2 Develop Local Trails Priority Cost Timescale
High £50/ M/T
75,000
Description Delivery
The need to extend the experience for people visting - Leadership Group

Thame hasbeen identified through this study processin

o "~ Additional organisations
order to enhance Thame as destination for specific

vistor segments such as functionals and traditionals, as *~ Varouscommunity organisations
well as providing a key community resource for local . 21s Century Thame
people.

The development of a linked local trail that connects
key historical, environmental, cultural and natural assets
needs to be delivered so that visitors can explore
beyond the main town centre circuit, but take some
time out to learn about Thame’s past, participate in
activities or just have a picnic. Collaboration with
existing trails should be sought and efforts to combine
resourcesto develop local trailsshould be sought.

Fgure 43 shows the outer circle of assets that need to
be linked through a number of measures:
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Development of a town trail that links key
meeting placesand pointsof interest;

Physical sgnage
Promotion of existing mapsand leaflets

Provison of interpretation boards — free standing,
building fixed or within the floor space

Explore use of MP3 technology for information
downloadsfrom town centre outlets;

Assessment of seating, picnic facilities, litter bins,
dog waste binsand other information at various
sites,

Co-ordination of marketing and promotion
activities for specific events such as cricket
matches, harvest festival, recreation ground
activities, book events at library, etc within key
town centre information boards and at key
gateways,

Delivery of local trail in termsof capital worksand
co-ordination with other project activity.

Actions

Develop local trail in terms of physcal scope,
land ownership, initial consultation; audit of
existing trails—integration;

Provide an information strategy that develops

trails:
Meeting place/nodesinformation What would successlook like?
Way-markers An experience on foot that brings

together key characterisics of a

On-site interpretative material : , _ _
guintessentially English market town in

Map and associated leaflet terms of keynote buildings, open space,
Co-ordination of event/activity information cricket matches, view out to open
countryside and local events and

Integration with Thame web-site o
activities.

BEvidence

Sudy visitor journey experience demonstrated the lack of exploration and an awarenessof what is
beyond the main High Sreet, which is having a resultant impact on the average length of stay.
Visitor staysneed to be increased from 2-3 hoursto a full four hours, and where possble to extend
into the early evening for opportunistic eating out.
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Fgure 43 Thame Local Trail Network
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Objective - Investing in the town centre environment and sustainable ways of travel

IF3 Traffic Management

Description

Thame town centre does not have a shopping
environment that isconducive to maintaining itsplace as
a key rural service centre and as a market town vistor
destination.

Key spaces within the town centre are dominated by
vehicular traffic with pedestrians taking a secondary role
in the hierarchy of use. This manifests in extensive on-
street parking which dominates the street scene and
obstructs opportunities for pedestrian crossing, vehicles
travelling through the space at excessve speeds,
gueuing traffic that generates noise and fumes and the
lack of permeability for pedestriansin termsof movement
and exploration.

Thisishaving an adverse effect on the general ambience
and character of the town, and as some local partners
have stated — “the town needs to sow down” if it is to
retain its appeal to existing shoppers but draw in new
vistorsthat are attracted by a pleasant, safe and distinct
experience.

To redress this imbalance there isa need to investigate
current traffic use within the town centre so that a
planned approach to traffic management is adopted,
and consensusisreached on a number of issues:

Who iscurrently using the town centre for vehicular
use?

Isthisessential? Where isnon essential going to?
What are the needsof commercial business?

What isthe demand for parking in the town centre
and is there enough supply, assessng future
shoppers and vistors needs? Is it properly
managed?

Priority Cost Timescale
High funknown §T
studies
uT
projects
Delivery

Leadership Group

Additional organisations
Oxfordshire County Counclil
South Oxfordshire District Council
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How do other users use the town centre — cyclists,
etc?

How are pedestrians using the town? How are
they arriving? Origin and destination data? Key
desgre lines, footfall counts, key nodesand meeting
places?

What plans do the town have for existing and
future events, activitiesand promotional activities?
What is the likely footprint for these outdoor
events?

These types of questions will start to build scenarios and
options on how to manage traffic and the resultant
implicationson other activities. Specific areasthat such a
study should investigate include:

Enhancement of the immediate approach via
North Sreet;

Treatment of the roundabouts at the east and
western approaches into Cornmarket and High
Sreet;

Immediate pavements
Thame Museum frontagesand signage
Pavement licenses

Traffic management within Cornmarket and High
Sreet;

Widening of pavements and creation of more
informal crossng points, possble community ar
through the street

Treatment of Buttermarket;
Resurfacing using natural stone
Co-ordinate with shop front improvement scheme

Enhancement of the main on-street car park off
High Street —shared space foreventsand parking;

Advanced sighage and information to the town
centre car parks and peripheral destinations, and
general signage, to include:

Visitor orientation

Way-markers
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Interpretation
Themed trails

Examples of these suggestionscan be found in Hgure 44
and Hgure 45.

Actions

To agree the scope of a strategic management
study with the highway authority and other key
partners.

Current issuesand existing patternsof use;

To understand the process and its outputs and
how these are handled;

To undertake the study;

Existing traffic modelling

Audit of current and future needs
Overlay of generatorsand other activity
Scenario testing

Optionsappraisaland recommendations

To understand the implicationson emerging public
realm and highway improvementsschemes.

Evidence

What would success look like?

If traffic reductions were made and
the general town centre environment
was better managed, Thame would
create extended space for
pedestrians, greater accessbhility,
improved frontages, opportunities for
events and activities, but still providing
opportunities for drivers to access the
town in a managed way.

Whilst no quantitative traffic data hasbeen collated as part of this study, observations show that
the main town centre area isnot conducive to a safe and pleasant environment. Vehicle speeds,
volume and generaldominance detractsfrom Thame’smarket town setting.

Other Infrastructure and Facilities Projects

Gateway signs—welcome to Thame —linked to brand

Advanced and directional signsto car parksand town centre attractions

Event information signage —weekly markets, eventsand festivals

Event banner systems

Develop and co-ordinate street furniture
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Community art trail

Waste management —recycling points
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FHgure 44 - Thame Town Centre - Managing the Experience
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FHgure 45 - Managing the Traffic Through Cornmarket/High Street
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M1 Develop a marketing strategy and town brand
that illustrates the vision of Thame

Description

Thame needsa brand which will postion the town in the
minds of potential visitors. The brand should aim to serve
as a joint identity for all sectors in the town including
tourism hospitality and retail businesses. The brand should
aim to develop on existing work that hastaken place as
part of this study to ensure that it is tied in with the
strategic direction of the town.

The adoption of a single brand for the town would allow
Thame to reach its target audience more effectively,
ensuring that ‘one message’ for the town isbeing sold to
vistors — thereby achieving a much stronger presence in
the vistor market than could be achieved by individual
busnessesand community groupsworking in isolation.

Clearly, any branding or marketing wil need to be
integrated with sub-regional and other relevant strategies
listed in thisaction plan.

Actions

Appoint a branding specialist to work with the
town to develop a Thame brand

Achieve community buy in through a series of
engagement technigues

Undertake a robust schedule of ressarch and

M1 —To develop a marketing strategy
M2 —To provide an Online Eating & Shopping Guide
M3 —To provide a Welcome Pack

M4 —undertake a PRcampaign to promote the brand

Priority Cost

High £3,000 -
£15,000

Delivery

Leadership group
Additional organisations
21st Century Thame

Thame Town Council

Timescale

QW - ST
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Evidence What would success look like?

See marketing development processwithin report A destination that is familiar and known
to shopper and vistors. A resultant
impact being the types of vistor
segments visiting, dwell time,
expenditure, no of bed night stays, wider
impact on local businesses.

M2 To provide an Online Eating & Drinking Guide Priority Cost Timescale
Hig h £10k ST

Description Delivery

To provide an on-line eating and drinking guide aspart of - Leadership Group

Thame Frst development (R1), which will raise awareness
of town centre food and drink outlets, local markets,
eventsand festival, local food trail, loyalty card and other - 21st Century Thame
promotions.

Additional organisations

This will be provided through a single web portal that is
connected to shopping, artsand culture and other town
centre activity, with a specific memberssection.

The on-line facility should allow people to book, view
menus of the week, wine recommendations, Thame
chef’'s favourite recipes, etc as well as helping with
choice and receiving offers through registered email
subscriptions.

Actions
Scope project with key partners

Undertake market research with Thame food and
drink sector and local residents

On completion of market research, design on-line
facility, research, develop editorial, user generated
content maps, menus, tip of the week, directory,
etc

Pilot web-site; feedback; refine
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What would success look like?

A stronger food and drink identity that is
well used across the weeks and months
by local resdents and vistors that has a
Thame personality, using local produce
and talent.

Evidence

Lack of awareness of local food and drink offer within town. Need to build a more diverse and
cohesive identity for food and drink that appealsto both local resdentsand visitors.

M3 To provide a Welcome Pack Priority Cost Timescale
High £5,000 Q/W

Description Delivery

An effective means of marketing Thame to vistors, new - Leadership Group

resdents, employers or potential investors, would be to
create a simple branded, generic folder linked to a town
brand. This would provide the platform for a variety of
applications, with relevant inserts added according to
the needsof the intended recipient. Insertscould include
Thame key factsand figures, shopsand servicesdirectory,
pocket size map, discount vouchers, loyalty card form,
eventsprogramme, etc.

Additional organisations

21st Century Thame

All of this information would additionally be supplied via
the town web portal.

Potential usescould include:

Group vistor enquiries — from tour operators
running specialist tours of Thame, Oxfordshire and
the Chilterns for example. The pack could include
details of accommodation, restaurants, leisure
facilities, vistor attractions and a guide showing
the history of the town and the location of basic
facilities.

Investment / commercial enquiries or new
businesses. In this case, the pack could provide
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information on rental levels, house prices, the
employment and skils base, available busness
support and possbly details of available premises
or stesfordevelopment.

New or potential resdents. The pack could be
supplied to estate agents and could provide
details of schools, employment, town events and
festivals, local and community services and
telephone numbersof essential local services.

Accommodation Providers. The Welcome Pack
could be used to inform hotel, B&B and non-
serviced accommodation guests about what
Thame and District has to offer. This could help to
encourage gueststo extend their stay in the area,
or could influence busness visitors to return for a
leisure vist in future.

Actions

Prepare brief for pack with local partnersin terms
of pack, insertsand meansof updating, etc

Procure and produce packs
PRlaunch

Distribute to key outletsand community networks .
What would successlook like?

A more cohesve destination that
promotes itself at points where vistors
and investors require information. New
resdents to the area are aware of what
their town hasto offerand embedsthem
into the local Thame scene.

Evidence

Lack of self promotion with town in termsof key attractions, shopsand amenities, eventsand festivals,
etc.

M4 Undertake a PR campaign to promote the Priority Cost Timescale

brand £20k i
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Description

A carefully desgned public relations (PR) campaign is -

required to roll out the newly designed brand. Thisshould
set out guidelinesto ensure that the brand isused widely
and correctly and well as provide an overall marketing
strategy for the town. Thismay include the production of
various town leaflets and publications as well as
upgradesto any existing websites, to ensure the brand is
adopted. Other material such astown bagscarrying the
brand should be consdered aspart of the strategy.

This should comprise the production of a marketing kit
based on the new Thame brand, which will provide
busnesses and community groups with a unified suite of
materialsto use on cards, signage, town information and
advertising / PRmaterials.

In addition, the strategy should consider the creation of a
network of townsto promote the region asa whole. This
would require effective collaboration with neighbouring
communities.

Actions
Develop a strategy for marketing Thame

Produce necessary material to support the
strategy

Carry out the strategy

BEvidence

High £40k ST
Delivery
Leadership Group

Additional organisations

Other town’s Leadership groups
(Henley & Wallingford)

Oxfordshire Tourism Group

TEAM

What would successlook like?

Thame has a comprehensve marketing
strategy that encompassesall aspects of
the community

Work elsewhere has shown that the adoption of a unified strategy, even within a small community,
can have a strong impact in termsof bringing the busnesscommunity together, aswellaspromoting

the town to the outside world.

Other Marketing and Awareness Projects

Establish joined up promotion of Thame within South Oxfordshire and the Chilterns
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5.3. Delivery Mechanism

The delivery mechanism isan essential part of ensuring the successful delivery of the
action plan. It isessential that the delivery partnership itself isadequately equipped
with the necessary skillsneeded to deliver the recommendations set out in thisplan.
It will also need sufficient funding in order to carry out the work needed to instigate
and coordinate the suggested actions.

It is suggested that a suitable delivery mechanism for the effective delivery of this
management plan will be known asthe “Leadership Group” developed asa result
of the South Oxfordshire Distinctiveness Sudy.

Itisexpected that the ‘core’ of the leadership group should comprise representation
from the busness association, the town partnerships, the town council, the district
council as well as other identified active interest groups. Collectively, these
representativeswill carry the flag of the ‘leadership group’ and will take responsibility
for coordinating the delivery of the action plan. That is not to suggest that these
individuals will be responsible for the delivery of all of the recommendations more
that they will be the links between the various organisations and individuals from
within those organisationswho are necessary in orderto carry out specific actions.

The leadership group should at the centre of the radial, with links directly into other
organisations/ groups needed to carry out an action. In effect, for the delivery of
each action the core leadership group willdetermine the persons, organisationsand
funding bodiesrequired to carry out the action plan and will effectively establish an
‘action project sub-group’. This group will work together to successfully deliver the
action asspecified in thisplan.

For example, if an action requires the development of a physcal structure, the
planning department at the district councilwould need to be consulted and the link
to that department would come from the leadership group’s District Council
representative. Smilarly, if an action requires buy in from the retail sector of the
town, the leadership group’s Thame HFrst representative would provide the necessary
link. Relevant persons from the accommodation sector who would be key in the
delivery of an action which required the backing of the accommodation sector
would be drafted in to carry out that particularaction.

At a minimum therefore, the leadership group isexpected to comprise the following:

Fgure 46 - Leadership Group Core Composition

Organisation Number of
Representatives

Busness 2-4

Association

Town Council 2-4
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Interest Groups 2-4

District Councll 1-2

Total 7-14

Source: Miller Research (UK) Ltd. 2009.

Once established, the core leadership group should arrange to meet on a regular
bass to arrange the delivery of the action plan. Action sub-groups wil be
established by recruiting the necessary personsto ensure the delivery of the action.

Clearly the leadership group for Thame should work closely with its counterpartsin
South Oxfordshire, to ensure joined-up activity and to maximise the benefits of
networked delivery acrossthe whole area.

5.4. Monitoring Distinctiveness

It isimperative that continual progress monitoring isundertaken to assessthe impact
of any actionscarried out. Table 10 listssa number of criteria which can be assessed
at regularintervalsto monitor progress.

Table 10 - Monitoring Distinctiveness

Level Theme Measurement

High Retalil - See survey report
Level Distinctiveness methodology
Retalil - Digtribution of city centre

use by use classorder
New floor space created

Private sector investment

levered

Thematic Retalil, Tourism, - Rentallevels

Level Hospitality Vacancy rates
(primary/secondary)

Pedestrian footfall
Dwell time

Level of retail expenditure
retained

Tourism - Visitor satisfaction levels

Increase in bed night stays
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Increase in visitor
expenditure (day and
overnight)

% of linked trips to other
attractors

No of food related events
and festival

Hospitality - Percentage of local food
sourced

Diversty in food and drink

Markets - Increase in patronage
Dwell time

Increase in number of stalls
selling local produce

Increase in frequency of
markets

Increase in number of stalls

Infrastructure & Transportation - Pedestrian footfall
Dwelltime
Modal shift
Reduced accident rate
Reduction in air pollution

Increased health and well
being

Arts & Culture - Visitor satisfaction levels
Dwell time
%age of return trips

Increased vistors to other
South Oxfordshire towns

Marketing & Awareness - No of web hits on Thame
stes

Increased visitorsto Thame

Increase in visitor
expenditure (day and
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overnight)

Increase in bed night stays
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Appendices

Appendix 1 - List of Organisations Consulted During the Process

21st Century Thame
Abbotts Office Solutions
Age Concemn

Business Link

CMAG

County Councillor

CPM

Fraser Hamilton

Fiends of Thame and District
CAB

FIG(Thame)Limited

Gil Guides

Hives Planning

Inner Wheel Club of Thame
Lamb Arcade

Lord Wiliams School
Monkey Businessimages
Planet BusnessInteriors Ltd
Practical Busness Support Ltd
Rotary Club of Thame
Rumseys

Secretary, Thame Museum
Trust

S MarysThame Football Club

Swvagger

TAL Festival Ltd
Thame & District CAB
Thame Barns Centre
Thame Cinema
Thame Frst

Thame Leisure Centre

Thame Museum

Thame Players
Thame Resident

Thame Service Sation
Ltd

Thame Service Sation
Ltd

Thame Show

Thame Town Councll
Thame Town Councll
Thame Youth Theatre
ThamesValley Police
The Spread Eagle
Tilly Nilly

Towersey Festival

What®@Cooking
What®@Cooking
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Appendix 2 - Detailed Market Segments
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Appendix 3 - Branding Concepts
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