
Why a place 
partnership? 



Why a place partnership

• Change ambition requires a partnership

• Activities require better co-ordination

• All stakeholders need to be part of the process

• Sends a signal to investors –– instilling confidence

• Improve connectivity to residents



Place Partnership Cycle

Setting a 
Vision

Building a 
Partnership

Delivering 
Change

• Limited factors of influence under direct 
control

• Large range of actors with different impact

• An agreed vision for a place will support 
collective effort





PRIORITY COMPONENT FACTORS THEME

ACTIVITY* Opening hours; footfall; shopping hours; evening economy Experience

RETAIL OFFER Retailer offer; retailer representation Experience/ 
Businesses

VISION & STRATEGY Leadership; collaboration; area development strategies Programme

EXPERIENCE Centre image; service quality; visitor satisfaction; familiarity; atmosphere Management/ 
Experience

APPEARANCE Visual appearance; cleanliness; ground floor frontages Management/ 
Experience

PLACE MANAGEMENT Centre management; shopping centre management; Town Centre Management 
(TCM); place management; Business Improvement Districts (BIDs)

Programme

NECESSITIES Car-parking; amenities; general facilities Management/ Physical

Anchors* Presence of anchors - which give locations their basic character and signify 
importance

Businesses

NON-RETAIL OFFER Attractions; entertainment; non-retail offer; leisure offer Experience

MERCHANDISE Range/Quality of goods; assortments; merchandising Businesses

WALKING Walkability; pedestrianisation/flow; cross-shopping; linked trips; connectivity Management/ Physical

PLACE MARKETING Centre marketing; marketing; orientation/flow Experience

NETWORKS & PARTNERSHIPS 
WITH COUNCIL

Networking; partnerships; community leadership; retail/tenant trust; 
tenant/manager relations; strategic alliances; centre empowerment; stakeholder 
power; engagement

Programme

ACCESSIBLE Convenience; accessibility Management/ Physical



PRIORITY COMPONENT FACTORS THEME

DIVERSITY Range/quality of shops; tenant mix; tenant variety; availability of alternative formats; store 
characteristics; comparison/convenience; chain vs independent; supermarket impact; retail 
diversity; retail choice

Businesses

ATTRACTIVENESS Sales/turnover; place attractiveness; vacancy rates; attractiveness; retail spend; 
customer/catchment views; Construction of out-of-town centre

Businesses

MARKETS* Traditional markets; street trading Experience

RECREATIONAL 
SPACE

Recreational areas; public space; open space Physical

BARRIERS TO ENTRY Barriers to entry; landlords Businesses

Safety/Crime A centre KPI measuring perceptions or actual crime including shoplifting Management

ADAPTABILITY Retail flexibility; retail fragmentation; flexibility; store/centre design; retail unit size; store 
development; rents turnover

Businesses

LIVEABLE Multi/mono-functional; liveability; personal services; mixed use Physical

REDEVELOPMENT 
PLANS*

Planning blight; regeneration Physical

Functionality* The degree to which a centre fulfils a role – e.g. service centre, employment centre, 
residential centre, tourist centre

Programme/ 
Physical

INNOVATION* Opportunities to experiment; retail Innovation Experience



TH MANAGEMENT EXPERIENCE RETAILERS PHYSICAL PROGRAMME 
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Ensuring the 

existing aspects of 

the town centre 

are well managed 

and maintained

Driving a quality 

experience for 

residents and 

visitors

Delivering new 

experiences to 

drive consistent 

footfall

Supporting 

businesses to 

access the high 

street and its 

opportunities. 

Supporting the 

right mix of 

businesses for 

the catchment

To reduce vacant 

or space in town 

centres and 

deliver 

sustainable 

mixed-use 

centres which 

attract residents 

and visitors

Build an 

understanding of 

local high streets, 

and developing 

sustainable models 

of place leadership



Place Partnership - Objectives

• Managing the town centre to appeal to residents and visitors and improve 
vibrancy. 

• Stimulate and support business growth and facilitate investment into the town

• Ensuring opportunities arising from growth of the town as a result of Local Plan

• Develop the cultural & Leisure offer for the town and community 

• Developing the town to enhance its appeal and ease of access for residents and 
visitors, as well as respond to environmental issues 

• Ensuring opportunities that arising from new investment contribute to health, 
well-being and environmental enhancements 

• Identifying and implementing ways for the Town to respond to the climate 
emergency and seek to future proof any new initiatives to support potential 
future capability 

• communicating the offer to reach new audiences and encourage our catchment 
area back to the high street 
















