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EXECUTIVE SUMMARY 

Quarterbridge have been retained by 
Staffordshire Moorland District Council to 
undertake a feasibility assessment into options 
for improving Leek’s Market Hall, also known as 
the Trestle Market. This forms part of Leek’s 
Indoor Markets, with the Buttermarket which has 
twenty fully occupied units.  

The Market is currently not financially 
sustainable, and is subsidised by Council Tax 
Payers.  

Although the Market Hall and Buttermarket has 
retained a core trader base, it has limited 
viability to attract new product lines. 
Anecdotally, the market’s customer and trader 
base is ageing,  threatening its long-term future 
if it continues to fail to attract younger 
demographics.  

High operating costs mean the Market Hall 
cannot viably be opened into the evenings or on 
additional days without incurring significant 
rental charges.  

The key aim of this feasibility study is to identify 
options to:  

- Improve footfall to the Market Hall and 
Buttermarket. 

- Develop a Market offer that appeals to a 
wide audience and attracts a range of 
customers and traders.  Attract a wider range 
of demographics and age groups, including a 
younger audience to ensure long-term 
sustainability.  

- Improve the appearance of the Market Hall 
and retail frontages of the stalls.  

- Create a scheme that is financially viable and 
sustainable going forward. 

Consultation was undertaken with key 
stakeholders, including Market Traders, Officers, 
Town and District Councillors and community 
groups who organise music events.  

A frequently raised concern was about 
preserving the flexibility of the Market Hall to be 
used as a wet-weather events and community-
driven space, with fears that the addition of any 
permanent infrastructure would mean the loss of 
a valuable public space.  

The Market Hall is connected to the 
Buttermarket, and cannot open independently 
without security staff to protect the fixed-units 
and stock in the Buttermarket. Another 
entranceway must be opened up in order for the 

Market Hall to host more than 60 people (due to 
fire regulations) without the need for security. 

In practice, the Market Hall is not regularly used 
as an events space due to the costs associated 
with opening the building, including staffing, 
utilities, toilet attendants, requirement for 
security due to not being able to section off the 
Buttermarket, cleaning and reconfiguring the 
space, as well as back of house invoicing and 
administration functions.  

The stakeholder groups consulted had 
aspirations to use the space on an infrequent 
basis, when the market was not trading.  

Officers, Market Organisers and other 
Councillors emphasised the importance of 
placing market operations at the heart of future 
plans before extending opening hours and 
duties such as event planning which would 
increase operating spend.  

The addition of permanent units was seen as 
favourable, with modern street food options 
diversifying the offer, appealing to a younger 
audience and attracting footfall to support 
traders. 

In order to secure the mid to long term future of 
the Market, financial sustainability must be 
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addressed through additional income 
generation. Standalone and evening events, 
activities and additional opening hours are all 
community aspirations, but must cover costs and 
generate profit to address the existing deficit.  

Anecdotally, the trader parking permits account 
for circa. £22k of lost revenue per annum, and 
should be reconsidered. Temporary loading 
zones could be utilised, then traders relocate 
their vehicles elsewhere. This will also increase 
parking availability for customers which will 
benefit traders’ businesses.  

Based on the financial feasibility estimates alone, 
investment in the market cannot be 
recommended as an income-generating tool for 
the Council.  

However, interventions could be delivered which 
improve the markets offer, support future trading 
and intervene with what would otherwise be 
managed decline in a Do-Nothing scenario. 

Three options to achieve this have been 
explored and contrasted against a Do-Nothing 
scenario.  

Option A - Market and Out of Hours Use 
Retaining the Market Hall in the format it is now, 
but replacing the trestle tables with upgraded 
alternatives. Opening the Market on additional 
days and in the evening to be rented out for 
events. This rental would need to cover the cost 

of opening the building, reformatting the space, 
opening the public toilets and cleaning.  

Option B - Enhanced Market Use 
Install two/three small permanent kiosks which 
can act as a coffee shop and a licensed-kitchen 
to serve a variety of food options and alcohol, 
with upgraded tables for the traders. Market-
focused events could be held in the space to 
drive footfall such as speciality markets and 
family entertainment. Trading tables can be used 
as seating and clearing some as required. 
Income would need to cover the cost of opening 
the building, reformatting the space, opening 
the public toilets and cleaning.  

If successful, this could be extended to four/five 
permanent units, although this would require 
extended operating hours and entertainment to 
drive footfall to make the additional fixed units 
viable.  

Option C - Permanent Units for Mixed Use 
Re-purpose the Market Hall to create permanent 
units which can be used for street food, drinks 
and retail traders. Nine units could be fit around 
the perimeter of the Market Hall, with space for 
twelve small trestle tables in the centre which 
can be used for casual trade or seating.  

Each option was scored against the Critical 
Success Factors / Objectives of the project, with 
the outcome that Option B, or C were viable, 

with Option B being the recommended option 
at this stage based on the information available. 

Events and animation would be a desirable 
addition to support and enhance the core 
market commercial operations, but without a 
committed body to organise and fund weekly/
fortnightly/monthly events the risk is high that 
future plans based on events will not come to 
fruition.  

With stakeholder groups in wide disagreement 
about the best way forward, these initial options 
as well as a ‘Do-Nothing’ option will be 
presented to Cabinet and feedback sought to 
gauge general opinion and preference.    
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INTRODUCTION  

Quarterbridge have been retained by 
Staffordshire Moorland District Council to 
undertake a feasibility assessment into options 
for improving Leek’s Market Hall, also known as 
the Trestle Market. This forms part of Leek’s 
Indoor Markets, and is attached to the 
Buttermarket which has twenty fully occupied 
lock up units.  

The Market Hall has thirty-two trestle tables 
which are used for pop-up markets on 
Wednesdays, Fridays and Saturdays, and was 
trading at 75% occupancy prior to Covid-19.  

Markets are of vital importance to their local 
towns, stimulating footfall, increasing spend with 
other businesses around the town centre and 
offering low-cost startup opportunities for 
fledgeling businesses.  

Many markets around the country have suffered 
as a result of changing retail trends and 
consumer behaviours, which have seen a shift to 
out-of-town retail parks, online shopping and 
bargain good shops.  

Food shopping is dominated by Supermarkets, 
with which a recent rise in discount supermarkets 
has for many people replaced the rationale to 
visit traditional markets. However local markets 

can still offer good value and access to local 
food. 

Leek has been successful in retaining occupancy 
in its Indoor Market and Outdoor Markets, with a 
very popular monthly Totally Locally artisan and 
food market and regular outdoor markets, but it 
is recognised that the customer base, 
particularly on the Buttermarket, is ageing and 
over time this will impact on trade.  

The Market Hall represents a key opportunity to 
improve the Market offer in Leek, attracting a 
wider customer demographic (including younger 
customers) to the Market Hall and the 
Buttermarket and diversifying the offer to 
support economic recovery in the wake of 
Covid-19.  

This report will explore the existing market 
provision, undertake stakeholder engagement to 
gauge local opinion about the existing market 
and understand aspirations for the future. 

Options will be put forward to increase footfall 
to the Market Hall, attract a wider range of 
customers and deliver long-term financial 
sustainability. This will include exploring the 
possibility of installing fixed units in the Market 
Hall to create a Street Food and Casual Dining 

offer. It is not proposed to change the market 
stalls in the Buttermarket.  

Public consultation will be undertaken to 
understand who is using the Market, why some 
people do not currently use the market, and 
consult on the identified options to deliver the 
project objectives.  

KEY PROJECT AIMS 

• Improve footfall to the Market Hall and 
Buttermarket. 

• Develop a  Market offer that appeals to a wide 
audience and attracts a range of customers 
and traders.  

• Improve the appearance of the Market Hall 
and retail frontages of the stalls.  

• Create a scheme that is financially viable and 
sustainable going forward.  
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SECTION 1: MARKET TRENDS AND CASE 
STUDIES 
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For millennia, markets have been at the heart of 
community life, offering far more than simply  
goods and services. 

Daily trips to the market to collect fresh food for 
the evening’s meal were commonplace, with 
homemakers cooking fresh meals. These visits 
were also social occasions;  the market being the 
place to see friends and family whilst fulfilling 
domestic duties.  

Household goods, clothing and other essentials 
were anchor attractions in markets, with thrifty 
shoppers able to find whatever they may need at 
competitive prices.  

Small, independent businesses have always 
been the backbone of markets, and before the 
rise of the identikit High Street, businesses were 
passed from generation to generation and local 
independents were the norm.  

After centuries of constant and gradual 
evolution, many traditional markets have 
become stuck in a rut, continuing trading 
practices which worked for the post-war to the 
nineties consumer but can no longer compete in 
a modern retail and leisure environment which 
has shifted to online platforms and engagement.  

The rise of the cloned High Street, followed by 
the arrival of out of town mega shopping centres 
and retail parks and internet shopping has had a 
serious impact on the business model of many 
markets, leading to younger consumers failing to 
be attracted by traditional markets. 

Forward looking markets and small businesses 
have seized the opportunities of the 21st 
century, utilising social media as a marketing tool 
and diversifying through online sales’ platforms. 

As the world will eventually settle into a ‘new 
normal’ following the height of the Coronavirus 
and national lockdown, a return to localism is an 
essential and logical  key trend. 

As people increasingly work from home, are 
nervous about public transport use and have a 
renewed focus on shopping within their 
communities, it is likely there will be a surge in 
demand for a more localised and personalised 
economy.  

While younger generations are digital natives 
and early adopters of  internet shopping, they 
can be particularly discerning about with whom 
they spend their money, preferring to support 
local independents than anonymous chains or 
businesses  deemed to have behaved 
unethically during the crisis period.  

It is time for markets and food halls to repurpose 
and reposition at the heart of the local economy, 
acting as community hubs offering social and 
cultural opportunities providing quality produce, 
goods and services.  

Supporting small and start-up businesses with 
low barriers to entry is key. Markets stimulate 
entrepreneurism and provide the first link in a 
chain of incubation to benefit the local economy.  

Successful markets and food halls benefit entire 
town centres, offering social, cultural, economic 

and equality benefits. Markets are considered 
one of the 25 priorities for ‘vital and viable’ High 
Streets by the High Streets Task Force. They act 
as a catalyst for regeneration in underperforming 
areas. 

Markets are often seen as the first link in an 
incubation chain. New businesses are able to 
take their first steps with low barriers to entry 
and easy-in-easy-out terms,  meaning they do 
not have to take on significant debt to trial their 
business ideas. Many market businesses later 
grow into shops, filling vacant space in the town-
centre, acting as the first step in a chain of 
incubation. 
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THE VALUE OF MARKETS AND FOOD HALLS 

A rapidly changing retail landscape has 
left many high streets unrecognisable from 
even 20 years ago. 

Markets need to return to their roots as social 
hubs, providing not just locations for mercantile 
interactions, but locations to socialise, work, 
relax and learn. 

Markets and Food Halls represent a key element 
in the wider proposals for area planning and an 
improved public realm, acting as a catalyst for 
wider town centre regeneration. They are highly-
visible and can attract strong levels of footfall, 
with many customers then going on to shop at 
other local businesses.  

Markets can stimulate social integration and 
community engagement, with revenue derived 
from them being recycled into the local 
economy, helping to regenerate an area and 
promote social inclusion, whilst supporting high 
levels of local employment. 

This importance for local employment was 
identified in a 2017 report for the Mayor of 

London  which identified that retail markets, 1

rather than wholesale markets, in London 
support 13,250 jobs from 280 retail markets.  

A report produced in 2010 provided an estimate 
of 7,319 jobs, when the total number of markets 
was estimated to be 162 .  2

The 2017 report goes on to state: 

This means around 2.8 percent of jobs in 
London’s retail industry are in street markets. 
Street markets also contribute £247.6 million 
to London’s economy in terms of gross value 
added. That is around 1.3 percent of London’s 
retail industry. Over the last year London’s 
280 markets saw 2,500 new employees 
coming into the markets sector.  

It is not just in key areas such as London that 
markets provide an essential element of 
employment. 

A 2017/18 survey by Mission for Markets, a 
group based in the United Kingdom whose aim 
is to raise the profile and prove the importance 

of traditional retail market, demonstrates that 
there were 1,173 traditional retail market (street 
markets, indoor markets or irregular market 
gatherings) in the UK, employing an estimated 
57,000 people with a collective turnover of over 
£3.1 billion in the financial year 2017/18.  3

Markets often represent the primary means of 
delivering a low-cost food offer to less-affluent 
members of the local community, particularly 
important to lower income, marginalised and 
vulnerable people, ensuring access to good 
quality, healthy and affordable fresh food. In 
addition these locations provide opportunities 
for social and cultural interaction and relatively 
low-cost and accessible trading. 

Markets have an important role to play in social 
provision and food equality. 

Each local market, either indoor or outdoor, has 
the ability to have a direct impact of the local 
area as a visitor attraction, job creator, social 
improver and enterprise seedbed. 

 Understanding London’s Markets, The Local Enterprise Partnership for London, 20171

 London’s Retail Street Markets, London Development Agency, Regeneris Consulting, 20102

 NMTF and NABMA, Mission for Markets: Survey Result, 20183
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For years, public markets have provided a home 
for fresh food and high-quality eateries, whether 
it is the rise of the street food scene or the arrival 
of a champagne bar, specialist cuts of meat for 
low and slow BBQ or supplying the craze for 
jackfruits, public markets can provide an eclectic 
mix of fresh or ready to eat food sat alongside 
your more common food and retail. 

There has been a huge increase in large scale 
commercial food halls, operating from either 
standalone buildings or as part of a shopping 
centre complex. 

For the market industry, these large-scale 
commercial food halls, combined with the 
amazing array of specialist street food markets 
and events happening regularly around the 
country, should provide confidence that there is 
a demand for a wide range of catering offers 
with potential to appeal to and increase the 
morning, lunch and evening, market visitors. 

To survive in a modern retail climate, markets 
must be multi-purpose and offer the use of 
space that appeals to a wider audience than 
those just wanting to shop.  

By offering the market for these wider purposes 
you create footfall and awareness that will create 
income for the retail, service and catering 
businesses within the markets. 

Transforming ‘shopping’ into a ‘shopping and 
dining experience’ must be built into the fabric 
of any future strategy, with strong consideration 
given to local population dynamics and 
formulating an offer which appeals to the broad 
spectrum of future market users. 

Combining restaurants and bars alongside high-
quality music and entertainment along with food 
stalls operating as butchers, fishmongers and 
deli, as well as boutique independent retail stalls 
creates multi-purpose market experiences which 
are experiencing large amounts of success.  

Creating space that provide community use, 
creates footfall, creates employment and 
provides a platform for small independent 
businesses is and always should have been the 
goal for any market. 

The three key elements of successful modern 
markets are a combination of street food, fresh-
food retail and retail units, with the percentage 
of each being heavily dependent on the needs 
of the local population.  

Metropolitan and Regional markets often have a 
higher representation of street food, to appeal 
to a younger demographic including non-
residents, whilst traditional retail markets often 
have a higher representation of retail goods.  
The benefits of each type of offer are explored in 
this section, whilst engagement exercises and 

literature reviews in this report will seek to 
identify the ideal mix for Leek.  
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STREET FOOD AND CASUAL DINING 

Eating forms the backbone of human society; 
cities have sprung up around fertile grounds and 
throughout history social interactions have been 
centred around the consumption of food and 
drink. 

As a result of a number of notable brand 
closures such as Jamie Oliver’s, Carluccio’s, 
Frankie and Benny’s and Chiquito and the 
worrying headline that 18 restaurants a week are 
closing in the UK, it would be understandable to 
think the UK dining sector was in trouble.  

However the casual dining sector is booming, as 
customer habits change, many millennials and 
Gen Z'ers are eschewing chain stores in favour of 
independents. Cheap, fast food from multi-
national companies is still doing well, as the 
price point provides a USP, but for social dining 
and experience based activities, independents 
are heavily favoured.  

The combination of a communal eating 
experience, variety of cuisines on offer, 
atmosphere, quality ingredients and small 
businesses makes street food extremely popular. 
In 2019, a quarter of British consumers were 
enjoying street food on a monthly basis, and 
willing to pay higher prices for it. 

Street food is perceived to offer a more 
‘authentic’ dining experience, widening people’s 
access to multi-cultural cuisines and being 
perceived to offer a more gourmet dining 
experience than traditional restaurants. 32% of 
under 35’s said they would take a date out for 
street food, as a more casual yet intimate 
experience than traditional restaurants. 

It is hard to miss the huge increase in large scale 
commercial food halls, operating from either 
standalone buildings or as part of a shopping 
centre complex. These commercial food halls 
operate through a variety of styles, some own 
and operate all the businesses within them, 
others have chains of food operators based 
within them and others have a mix which 
includes opportunities for independent 
businesses.  

Street food units offer aspiring local 
entrepreneurs the opportunity to test their 
business, with low barriers to entry and low 
startup costs in comparison to opening a 
restaurant. These units can act as a retail 
frontage and also offer delivery, through third 
party businesses such as Just Eat, Deliveroo and 
Uber Eats.  

Food Halls offer integration and communality, 
with people coming together to enjoy a variety 

of dining options at price points suitable for the 
local economy. The experience of shared dining 
creates community cohesion and enhances 
social value, whilst creating new social memories 
and acting as a gathering point for the 
community.  

For the market industry, these large-scale 
commercial food halls, combined with the 
amazing array of specialist street food markets 
and events happening regularly around the 
country, should provide confidence that there is 
a demand for a wide range of catering offers 
with potential to appeal to and increase the 
morning, lunch and evening, market visitors.  

Food hall style developments are not suitable for 
all locations but understanding how elements of 
their use can provide additional footfall to more 
traditional market businesses can help sustain 
markets into the future. 
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FRESH FOOD RETAIL 

Preparing and eating food is a fundamental part 
of the human experience. Planning meals, 
selecting ingredients and cooking are at the 
centre of most people’s days.  

Busy modern lifestyles have resulted in people 
having less time to shop for and prepare food, 
with many turning to convenience food such as 
ready meals and take-out due to lack of time.  

Recent culture has moved away from 
homemakers making daily trips to local butchers, 
fishmongers and greengrocers to pick up 
ingredients for the evening meal, replaced with 
weekly or fortnightly supermarket shops, often 
delivered to your door. 

Fresh food delivery services such as Hello Fresh 
and Gousto offer time strapped consumers meal 
bundles, with all the ingredients and recipe 
cards required to prepare pre-selected meals.  

Local butchers, bakers, fishmongers and 
greengrocers have a distinct appeal, particularly 
when amalgamated together under one roof in 
markets and dedicated food halls to increase 
convenience for the customer and attract more 
footfall.  

Customers want authenticity in their purchases, 
speaking to the independent business owner 
about what you’re planning on cooking, how 
many it’s for and being guided by their expert 
tips as they prepare your ingredients in front of 
you- it’s an experience that is more fulfilling than 
an anonymous trip to the supermarket.  

Local food producers often represent local 
suppliers, with much shorter food supply chains 
than in national brands. This is a much more 
sustainable way of eating, with fewer food miles, 
reduced or no plastic packaging, and less food 
waste as customers only buy the amounts they 
need. Profits are directed to the farmers and 
producers, rather than being split amongst 
shareholders and middle-men. This sustainability 
and social consciousness is a key factor in 
millennial and Gen-Z shopping habits. 
        
Several major trends in fresh food have 
appeared, particularly a growing proportion of 
the population taking up a meat-free or vegan 
diet (13% ). Zero-waste refill stations have begun 4

to open around the country, offering 
unpackaged goods such as rices and cereals, 
which customers can bring their own containers 
for filling and buy at the volumes they need, 
minimising plastic waste. Organic food is 

growing in popularity, with consumers more 
conscious than ever about where their food is 
coming from.  

For many, shopping at the supermarket rather 
than seeking out local producers is a matter of 
convenience. Small, independent food retailers 
need to work hard to develop the infrastructure 
and marketing to bridge this convenience gap in 
order to reclaim a local customer base. Offering 
delivery services, collaborating with other 
producers to offer a mutual delivery service 
offering anything a customer could want in a 
weekly shop, reaching out to people on social 
media and driving the message and the people 
behind the brand are all effective methods of 
developing successful food produce businesses.  

 A critical mass of fresh food retailers (ideally 
including a grocer, butcher, baker, fishmonger 
and (zero-waste) deli, are major benefits to 
towns. They support local supply chains, offer 
relatively low-cost access to fresh, healthy food 
and support the local economy, whilst also 
acting as key footfall drivers. These are key food 
equality services.  

 https://www.finder.com/uk/uk-diet-trends4
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RETAIL UNITS 

Most people associate traditional markets with 
retail, ranging from household goods to clothes, 
accessories, gifts and handmade products.  

The expectation for retail units differs across 
generations, with older customers looking more 
for practical bargain goods (such as household 
cleaning products), whilst the under 55’s tend to 
get these products in supermarkets or pound 
stores. This group have also moved away from 
buying clothing at markets, with the notable 
exception of vintage markets, as it has fallen out 
of fashion.  

In an ever-changing retail climate in which 
industry giants have gone into administration, 
retail faces an uphill battle. Only retailers who 
are agile, incorporating online and offline 
worlds, offering strong customer service, 
undertaking active marketing and offering a 
carefully selected product mix that fulfils either 
needs or desires will be able to navigate the 
coming years and decades.  

Online retailers, pound stores and supermarkets 
have pushed out many traditional market traders 
from their niche, however a new generation of 
market trader is coming through, offering quirky, 
independent goods which are often handmade. 
It is this speciality products that will be popular 
in the future, as demand for traditional market 

stalls dwindles. These retailers are often drawn 
to metropolitan centres, but local markets give 
them opportunities to start their businesses in 
their local area, particularly if they are living 
with / raising families nearby.  

Many of these traders are transient, as the nature 
of their products means they need to showcase 
to a variety of people in a variety of places to 
optimise sales. Towns and cities with large levels 
of tourism buck this trend however, as the 
continual turnover of customers offers traders 
the same opportunities. 

Big-box retail space is no longer desirable, often 
leaving large voids in town centres as national 
retailers divest their retail property portfolio. 
Retailers need small, manageable units which fall 
below business rates relief thresholds.  

Markets are very well equipped to offer this, by 
offering a mix of small pop-up units, flexible 
stalls which can be moved and re-arranged, 
small shuttered lock- up units and mid-sized 
lockable units to appeal to a reduced number of 
retail businesses.  

Flexibility is key, with the priority being units 
which can be easily moved, reconfigured or 
redesigned based on changing needs.   
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CASE STUDY- TOOTING MARKET 

Tooting Market is based in the London Borough 
of Wandsworth, historically an extremely 
deprived area of London. However much has 
been done to provide affordable housing, 
improving schooling and regeneration projects 
aimed at increasing local employment, and in 
2017 the Social Mobility Commission placed 
Wandsworth as the fourth best place in the 
country when it comes to helping people 
overcome deprived backgrounds.  

Tooting Market was in decline and primarily used 
as a cut through from neighbouring streets to 
the tube station. The introduction of a small 
number of street food units generated interest 
and attracted new people to the market, 
increasing dwell time and creating a vibrant, 
bustling atmosphere full of smells, sounds, and 
colours.  

More street food units became a part of the 
market, and proved so popular that a 
neighbouring market began taking street food 
traders from a waiting list, and sharing in the 
success. For Tooting the balance was always of 
the utmost importance, and not losing sight of 
its heritage has proven to be a key factor in its 
success.  

This has been an organic transition, and the 
gritty, colourful surroundings have given Tooting 

Market a vibrant atmosphere. The market does 
not have high-end fit-outs, instead utilising 
foldable wooden furniture, crates and pallet fit-
outs, and exposed M&E and infrastructure. 

This has allowed the market to keep its authentic 
character, with retail and service businesses 
thriving in amongst the street food units which 
open later into the evening. Butchers and 
grocers sit nestled in amongst the seating and 
street food units, alongside wine merchants, 
bric-a-brac, barbers and eco-shops. 

In 2017, Tooting Market was named ‘Best Small 
Indoor Market’ in the Great British Market 
Awards 2017, was a finalist for the Best Food 
Market in the 2018 Foodism100 Awards, and has 
been included on lists such as ‘Top 10 Coolest 
Places to Visit in the World’ by Lonely Planet.  

The future of Tooting Market was under threat 
from the proposed Crossrail 2 route, however 
delays with Crossrail 1 mean this is unlikely to 
have an impact for some time. 

Lessons for Leek: The integration of food units 
can attract a wider audience and acts as a key 
footfall driver to benefit other retailers. There is 
demand for these services across all levels of 
affluence, with street food at the right price 
point being a benefit for lower-income residents. 
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CASE STUDY: DONCASTER WOOL MARKET 

Doncaster Wool Market forms part of a wider 
markets estate, and was formerly home to a 
number of retail traders and a cafe. The building 
and units within it had become extremely run 
down, and vacancy had reached over 60% as 
traders had continued to leave the market.  

Doncaster Metropolitan Borough Council 
(DMBC) secured funding from the Sheffield City 
Region Investment Fund (SCRIF) to undertake a 
significant redevelopment which saw the 
building enclosed in glass and all of the units 
demolished and replaced with modern, fit-for 
purpose retail and street food units. The traders 
who remained in the Wool Market were 
relocated to other vacant spaces in the Market 
Estate. 

In March 2019, the Wool Market re-opened with 
twelve independent street food units around a 
communal seating and dining area with a stage 
and sound system for live entertainment.  

Twenty-seven retail units of varying sizes were 
occupied by quirky, independent retail including  
clothing and accessories, eco-products, baby-
wear, printing and design services,  cosmetics, 
giftware and beauty and hairdressing services.  

New opening times were devised to keep the 
street food element of the Wool Market open 

until 9pm on Thursday, Friday and Saturday 
nights, with a programme of live music and 
entertainment including weekly quizzes, 
children’s films, art exhibitions and community 
showcases.  

The opening weekend saw 75,000 people visit 
the Market, and visitor numbers have been 
consistent, particularly on the evenings and 
weekends, when the street food element acts as 
the key draw.  

Neighbouring businesses (including market 
traders across the estate) have since seen an 
uplift of 30% in their takings, and the evening 
economy which was previously struggling in that 
area of town has been enlivened with a new 
audience, who did not previously spend time in 
Doncaster town centre.  

An open pop-up events area has been used to 
host record fairs, Christmas markets, craft 
workshops and dance schools, and the space is 
reconfigured frequently to serve the public. 

Lessons for Leek: The early evening economy 
can be stimulated by having a family-friendly 
food hall environment, as patrons go on to 
spend in other establishments. Street food and 
entertainment act as key footfall drivers.  
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CASE STUDY: QUEEN’S MARKET 

Queen’s Market in the London Borough of 
Newham was the subject of a 2006 report by the 
New Economics Foundation documenting the 
economic and social value of the community 
market . 5

Plans were announced to demolish the existing 
Market and replace it with a new market as part 
of a mixed retail / residential development.  

It should be noted that Quarterbridge were 
retained by the developers to provide advice on 
the redevelopment.  

This report found that the market offers essential 
community services, including affordable access 
to fresh food, high employment density, a 
customer base from ethnically diverse 
backgrounds and a strong proportion of female 
and BME traders. 

As a result of this evidence base, Queen’s 
Market was registered as an Asset of Community 
Value due to its social and community value.  

Key Benefits Of the Market: 

• Food produce sold at the market was on 
average 53% cheaper than a local 

supermarket, in a ward designated a 'food 
desert’ 

• 80% of customers at the market said the 
market sold good that were not available 
elsewhere. 

• Delivers substantial economic benefit for the 
local economy, with over £13 million 
generated, 69% on food. 

• Creates higher job density than supermarkets, 
with twice as many jobs p.s.m.  

• Supports local entrepreneurs, with 26% of 
traders having started trading within the 
previous five years, and over half trading for 
more than 10 years.  

• 70% of traders were from BAME backgrounds 

• Variety of businesses from sole traders to 
businesses employing 25 staff.   

Lessons for Leek: These key community and 
social functions are performed by the 
Buttermarket rather than the Trestle Market. The 
focus for the Trestle Market should be 
complementing this offer to attract customers. 

 https://neweconomics.org/uploads/files/31f21886832eb6ba1a_15m6ba8x3.pdf5
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CASE STUDY: MARKETS AS ARTS HUBS 

As traditional markets have developed increased 
vacancies over the last decade, market 
managers across the country have looked to 
converting vacant units and meanwhile space 
into homes for the arts. For many markets this 
has acted as a stimulus for local creatives and 
has brought in new and varied footfall. 

By working with other stakeholders in the 
community, in particular local schools, colleges 
and universities, arts groups, charities, and 
public and private sector stakeholders, projects 
become community driven.  

Relatively simple interventions such as the 
purchase of exhibition boards, or whitewashing 
vacant space to be used as exhibition space, are 
extremely cost effective, often achievable at low 
cost. There are also grant funding schemes, 
particularly through the Arts Council.  

QUEENSGATE MARKET 

Market management, the local Creative 
Economy Team and students from the University 
of Huddersfield created a joint initiative to 
convert vacant stalls into pop-up exhibition 
space to showcase the work of local students.  
This project was called Temporary 
Contemporary and won the NABMA award for 

‘Innovation of the Year’ at the Great British 
Market Awards after its success at invigorating 
the cultural value of the market and bringing 
together a number of institutions and 
stakeholders.  

This project did not impact traders, but was 
designed to bring in a new audience to an 
underperforming space.  

DARLINGTON MARKET  

Darlington Market cleared a number of vacant 
units to create an open mixed-use space for 
seating and community use. Following a 
successful application for Arts Council Funding, 
the Market purchased a number of exhibition 
boards which frame the space.  
 
A programme of exhibits have been 
programmed including from the local group of 
mental health charity Mind showcasing art 
therapy creations, historical photos from library 
archives, children’s artwork and local 
photography exhibitions.  

Market Managers also encouraged the active 
use of this space, programming live pop-up 
theatre, music performances and a life drawing 
class. 

Lessons for Leek: Arts and cultural exhibitions 
can attract new and varied footfall to markets, 
complementing existing traders and performing 
a valuable function to fill vacant space. Creating 
exhibition spaces as part of pop-up craft events 
can attract new and varied traders as a 
diversified event.  
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SECTION 2: LOCAL CONTEXT AND 
STAKEHOLDER ENGAGEMENT  
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LEEK POPULATION DYNAMICS 

Understanding the age profile and cultural 
identities of the local population is crucial when 
formulating an offer in order to make sure it is 
embraced by the community it serves. The 
following assessment takes a broad brush 
approach to understand the wider population 
and their potential shopping habits.  

Different generations have distinct spending 
habits, with Baby Boomers increasingly 
travelling, learning new skills and enjoying luxury 
goods (a phenomenon known as SKIing- 
Spending the Kids’ Inheritance).  

Gen X (aged around 40-55) have a tendency to 
shop more conservatively than previous 
generations, with a heavy emphasis on online 
reviews and social media networks before 
committing to a purchase. An estimated 77% of 
Gen X’ers are on social media and are 
particularly active on Facebook.  

Millennials (aged 23 - 37) and Gen Z’ers (aged 
4-22) will soon represent the largest spending 
power in the economy. These groups have very 
similar shopping habits, characterised by the 
strong influence of peer reviews, loyalty to 
brands which are socially conscious and reflect 
their own perspectives and a heavy influence on 
customer service.  

Gen Z, in particular, are ‘digital natives’, not able 
to remember a time before the internet, and the 
seamless integration of online and offline worlds 
is vital.  

Seeing shopping as a social event differentiates 
the millennial and Gen Z market from the Baby 
Boomers, with research showing over half of 
millennials shop with friends and 60% strongly 
consider advice from their friends on deciding 
what to buy. 75% of this group prefer to spend 
money on experiences rather than material 
things- and are willing to pay extra for it.  

There are also inter-generational differences in 
people’s relationship with eating, drinking and 
socialising, with Baby Boomers and older Gen 
X’ers having a strong preference for fresh 
ingredients and home cooking, and younger 
generations increasingly eating out, ordering in 
or using pre-prepared home meal kits such as 
Hello Fresh.  

Understanding local population dynamics is the 
first step towards developing socially cohesive 
towns that fulfil multi-generational needs. 

Leek has a population of 21,250 people, with a 
catchment of over 98,500 people living within 
Staffordshire Moorlands.  

The following data is sourced from the Office for 
National Statistics & Department for Work and 
Pensions, and shows the trend across 
Staffordshire Moorlands.  
The largest population group is the Baby 
Boomers and 75+, who make up 36% of the 
population. This is an older population 
compared to the national average of 
approximately 30% aged 55 and above.  

Gen X make up 24% of the population, 17% are 
Millennials (aged 23 - 37) and 18% are Gen Z’ers 
(aged 4-22) who will soon represent the largest 
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spending power in the economy. They are also 
valuable in maintaining the workforce and 
contributing to the local economy.  

For a generation which is stereotyped as being 
‘glued to their phones’, 80% of millennials say 
that attending live events make them feel more 
connected to people and the community with 
75% preferring to spend money on experiences 
rather than material things- and are willing to 
pay extra for it.  

Integrating ‘experiences’ into shopping can be 
make or break in winning the loyalty (and 
therefore spend) of these demographics.  
Leek has an above average level of home-
ownership, with 79% of people either owning 
their own homes outright or having mortgaged 
homes, compared to a national average of 
63.4%. This is in line with the older age profile of 
Staffordshire Moorlands residents.  

Although the median salary in Staffordshire 
Moorlands (£25.3k) sits below the national 
average (£31.5k), the median salary including 
residents who commute outside of the area is 
£27.2k, indicating people are travelling further 
afield for economic opportunities. This is 
reinforced by a net outflow of almost 13,000 
workers in 2018. This can also be attributed to 
people who work further afield choosing to live 
in Leek for the benefits of rural living and other 
social factors.  

Ethnically, Leek is predominantly White British, 
with 96.6% of the population from the United 
Kingdom, 2% of Republic of Ireland and EU 
immigrants and 1.4% of Non-EU immigrants 
making up the local population.  

Tourism is of significant economic importance to 
the Peak District, with a £32.6m economic 
impact from visitors to Leek – an increase of 
£4.25m since 2014 (9% growth) prior to Covid.  
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LOCAL POLICY CONTEXT 

SMDC CORPORATE PLAN 2019 - 2023 

The Corporate Plan outlines four key aims to 
deliver high quality services that meet the needs 
and aspirations of local communities.  

1. To help create a safer and healthier 
environment for our communities to live and 
work 

2. To use resources effectively and provide 
value for money -providing value for money 
council services 

3. To help create a strong economy by 
supporting further regeneration of towns and 
villages - supporting increased economic 
growth and increased tourism. 

4. To protect and improve the environment and 
respond to the climate emergency  

In order to comply with corporate plan 
objectives, the Market should be delivered for 
value for money, and act as income generating 
asset to support other Council priorities.  

Key objectives listed in Aim 3 are to ‘encourage 
business start-ups and enterprises’, ‘encourage 
and develop tourism’ and ‘flourishing town 
centres that support the local economy;.  

Using the Market as incubator space for aspiring 
and local entrepreneurs would be a key tool in 

meeting these objectives, by providing the 
appropriate facilities and environment to allow 
sole traders and micro businesses to flourish.   

By using the market to host speciality markets, 
developing the markets’ regional reputation and 
hosting events and activities, the Market could 
contribute to the offer as part of a wider tourism 
strategy to encourage visitors into town centres.  

THE GROWTH STRATEGY FOR 
STAFFORDSHIRE MOORLANDS 

Outlines the vision of Staffordshire Moorlands as 
an ‘area with a vibrant and distinctive natural and 
built environment which welcomes planned 
growth to create an independent and 
sustainable economy and offer a high quality of 
life to the residents, visitors and the business 
community in North Staffordshire’.  

This Growth Strategy defines Leek as a ‘self-
contained market town', with a ‘high percentage 
of independent shops’ and acting as a ‘hub for 
arts and creative industries’.  

The Market can contribute to this as a vibrant 
market offering employment opportunities and 
creative and artistic space.  
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MARKET ASSESSMENT 

The Market Hall holds 32 trestle tables 
measuring 8ft x 4ft (although this number has 
been reduced as a result of Covid to allow for 
social distancing).  

A general retail market is held on Wednesdays 
and Saturdays, with a mix of regular and casual 
traders. The average trader numbers pre-Covid 
is reported as 26 per market day, although not 
all of these stalls were paid for.  

Third-party provider Archers Fairs operate an 
antiques and collectors market on Fridays, with a 
pre-Covid occupancy rate of 12 stalls, which has 
declined since Covid-19. 

There are a wide variety of product lines, 
predominantly traditional retail items, with a 
small selection of food retail stalls.  

The Trestle tables themselves are cumbersome 
and difficult to move, making reconfiguring the 
space time-consuming and therefore costly.  

Goods are displayed by laying them on the 
tables, although some do have more attractive 
tiered displays. This does not create a strong 
aesthetic, and has been commented on as 
creating an ‘old-fashioned’ or ‘car-boot sale’ 
appearance, although others believe it to be 
‘traditional;. 

The Market delivers an annual surplus when 
looking at Direct Expenses alone. The addition 
of management recharges pushes the Market 
into a net loss borne by Council Tax payers. 

The Buttermarket and Trestle Market only trade 
three days a week. This provides an opportunity 
to use the space for different markets on other 
days of the week if it is viable to do so. In order 
to open the market, popular consensus is 
required amongst Buttermarket traders, with fire 
regulations meaning the Market Hall cannot 
open in isolation without incurring significant 
costs through security personnel. 

There are costs associated with the additional 
opening of the Market, particularly staffing, 
security, cleaning, utilities and back office 
support and planning, which means that the 
Market Hall cannot be offered out for out of 
hours uses without charging significant fees.  

The current trader base operating in the Market 
Hall are of an older generation, and over the 
next five to ten years, it is likely some will retire.  

Anecdotally, the customer base is relatively 
limited to older generations. By comparison the 
monthly ‘Totally Locally’ Market attracts a variety 
of audiences including younger people, through 

a mix of artisan and food stalls, and secures 80 
traders (pre-Covid).  

The success of the Totally Locally Market 
demonstrates a strong demand for this kind of 
offer, and acts as a footfall driver to bring people 
into the town centre, benefitting surrounding 
businesses.  

The Market Hall needs to attract the next 
generation of traders and a younger customer 
demographics in order to secure its’ long term 
sustainability. 

Ideally this would be achieved without 
disenfranchising the existing trader and shopper 
base, which would have negative socio-
economic impacts.  

The market is not meeting commercial or 
community aspirations, as the costs associated 
maintaining and operating the building are not 
currently being met. These costs are also 
prohibitive to using the space for more diverse 
uses. Without intervention, the Market will 
undergo managed decline, ultimately operating 
at significant cost to the taxpayer.  
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ENGAGEMENT RESPONSES 

MARKET TRADERS 

A site visit was not possible as a result of 
national lockdowns due to Covid 19. Ten 
responses to surveys were completed, with 7 
from Trestle Market traders and 3 from the 
Buttermarket. This included 6 retailers, 1 hot 
food vendor, 1 plants and flowers, 1 packaged 
goods stall, A Sweet Stall 9 were sole traders, 
with one having 2 employees.  

60% of traders identified their customers as 
being between 41 - 65, whilst the other 40% 
said their customers were from all age groups, 
with an average spend per transaction of £10.  

80% of traders used Facebook to promote their 
business, with 30% using secondary social media 
platforms, and 60% took orders online.  

 OPINIONS ON EXISTING MARKET: 

All respondents thought the appearance of the 
market was Good or Very Good, with comments 
focusing on the traditional market appearance.  

All respondents thought the footfall in the 
market before Covid was Good or Very Good, 
although comments were raised that Wednesday 
and Saturday trade is better than Fridays which 

is ‘very poor’, and that that the relocation of the 
outside market had had a knock on effect.  
When asked what they liked about Leek 
Buttermarket and Trestle Market, key themes 
were it being a traditional market, community 
value, and the relationship with customers.  

OPINIONS ABOUT THE FUTURE OF THE 
MARKET 

When asked whether a small number of 
permanent kiosks in the Trestle Market selling 
hot food and drinks would benefit the market, 
70% of respondents said No, 20% said Yes and 
10% were Not Sure, with concerns raised about 
the cafe in the Buttermarket and competition to 
other venues in Leek, as well as smells and 
spillages affecting retail sales.  

What are your ideas for the future of the 
Trestle Market? Please include any specific 
comments on layout/design, events or 
activities you would like to see: (full responses) 
    

 “More pop up and put them on wheels so they 
can be moved please look at retro catering trailers 
in each corner of the Trestle market Keep both 
sides happy Needs more food due to the state of 
the cafe We need trailers that have running water 
and so on with nice small table and chairs that can 
be moved” 

“Better advertising to encourage all age groups to 
utilise the market space .... keep it as traditional as 
possible…." 

“There is nothing wrong with the existing layout. 
Traders display and and lay out their goods in a 
way that shows them off to their best advantage. 
Most long serving traders know what is the best 
way to do this. Permanent stalls would detract from 
the open nature of the market” 

“The space when not in use for the market is a 
great space for local events eg. Scooterfest which 
brings in a enormous amount of visitors to the 
town who spend their money with the local cafes 
and public houses because it is in a prime central 
location ( Trestle Market ) also the Christmas 
markets use this space. It has the added benefit of 
a car park which is also used.” 

“More advertising would definitely help, as there 
are still people unaware that we are there. People 
are more than happy with it the way it is already it 
just needs better advertising and signage so 
people know it is there !!” 

"To utilize the space we have and make the 
existing structure more pleasing to the eye,…. The 
fortitude of the trestle mkt is to be dynamic so the 
customer does not get bored and the premise 
becoming stagnent.plenty of events with variety 
would be pleasing.” 
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Please indicate how strongly you agree / disagree with the following statements:  

Overall traders were reluctant to see changes that would detract from what they saw as a ‘traditional’ market offer, although there was general consensus that more 
needed to be done to attract customers. There was a distinction between responses from Buttermarket traders, who saw the opportunity for a small number of 
quality independent street food outlets as a positive opportunity, compared to Trestle Market respondents who were opposed to physical alterations.  

STRONGLY 
AGREE 

AGREE NEITHER 
AGREE NOR 
DISAGREE

DISAGREE STRONGLY 
DISAGREE

TOTAL

I would like to see improved trading pitches for non-food 
traders in the Trestle Market

20.00%

2

20.00%

2

20.00%

2

30.00%

3

10.00%

1

10

I would like to see fixed unit structures in the Trestle 
Market

0.00%

0

20.00%

2

0.00%

0

10.00%

1

70.00%

7

10

I would like to see more pop-up and speciality markets in 
the Trestle Market

20.00%

2

10.00%

1

20.00%

2

10.00%

1

40.00%

4

10

The addition of more seating would help my business 0.00%

0

10.00%

1

10.00%

1

10.00%

1

70.00%

7

10

I think the addition of street food units in the Trestle 
Market would help my business

10.00%

1

10.00%

1

10.00%

1

0.00%

0

70.00%

7

10

I would like to see more community events in the Trestle 
Market

10.00%

1

50.00%

5

10.00%

1

20.00%

2

10.00%

1

10

I would like to see the Trestle Market open for additional 
days

20.00%

2

10.00%

1

10.00%

1

10.00%

1

50.00%

5

10

I would like to see the Buttermarket open for additional 
days

20.00%

2

10.00%

1

30.00%

3

10.00%

1

30.00%

3

10
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LOCAL RETAILERS 

Nine local businesses responded to a survey. 
Five said that the Buttermarket and Trestle 
Market was of no benefit to their business, with 
two saying it did benefit them (one through 
direct sales to market traders). Only one 
business believed the Wednesday and Saturday 
Market benefited their business.  

All the respondents were in favour or strongly in 
favour of hosting a wider range of speciality and 
event markets, 88% were in favour of hosting 
more community events, and all supported 
opening the Buttermarket and Trestle Market on 
additional days.  

Opinions were divided on installing a small 
number of permanent food kiosks to serve hot 
food and drink, with 33% in favour, 11% not sure 
and 55% against.  

What is your opinion on the future of the 
Trestle Market? Please include any comments, 
ideas or suggestions: (full responses) 

“Combined aspect of food, drink, crafts, 
markets, speciality markets, events, venue space 
for performances, community hub.” 

“I feel the Trestle Market is an asset to the town 
in its current form as it can potentially be used 
for a variety of events. The Christmas markets, a 

mixture of craft stalls and live music, are 
especially popular.” 

 “Something exciting needs to be done for the 
future of the market, inside and out.” 

 "The people of leek are very concerned that 
they are at risk of losing a community asset. The 
hall has a history of community events . The 
current council leadership states the hall is 
underused as it is I would argue that this may 
well be correct.. The hall however is not 
advertised as available for community events so 
who is therefore responsible for the under use ? . 
It seems to me and many others this is a 
deliberate act by a certain few officers to push 
their personal agenda.” 

 “I have concerns that the required footfall, even 
if this were increased, would be insufficient to 
support more permanent/fixed traders and that 
should these be included other town centre 
businesses (especially cafes and food stores) 
would be negatively affected.” 

 “It needs to be like borough market in London 
and offer exciting food options for local workers 
to grab at lunchtimes” 

 “The space lends itself to many other uses , 
both commercial and community and it would 
be nice to see the space used more.” 
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FURTHER STAKEHOLDERS 

COUNCILLOR SYBIL RALPHS 
LEADER OF THE COUNCIL 

Councillor Ralphs believes that the towns and 
high streets which will recover most quickly from 
the Coronavirus crisis and its immediate effects 
will be those with strong markets. She is 
passionate about the future of Leek market and 
believes the market team have made enormous 
efforts over the past year. 

 - Markets must be vibrant, colourful and 
interesting. 

 - People need to have a desire to come to the 
market and young people are not drawn to the 
current market. 

She wishes to deliver a 21st-century destination 
that attracts a wide range of customers and 
serves the Leek community, and believes the 
Market Hall affords a unique opportunity to 
develop the market offer, acting as a footfall 
driver to support the wider town centre and 
region. 

Councillor Ralphs sees that the experience of 
Street Food is exciting and part of the future, 
and wants to bring a bit of that to Leek. The 
‘Eating Experience’ and socialising that come 
from it is key to a vibrant town centre. 

She expressed concerns that the Market Hall is 
not suited to being constantly cleared for events, 
with the trestles not being fit for purpose, and 
the building should primarily be used as a 
Market rather than a village hall style venue.  

LEEK TOWN COUNCILLORS 

A Zoom meeting was held between 
Quarterbridge and the Leek Town Council. They 
believe it is important to note that the 
Buttermarket and Trestle Market have a 
symbiotic relationship and one cannot be 
considered in isolation of the other.  

There are strong concerns within the Town 
Council that the addition of any fixed units in the 
Market Hall will mean the space cannot be used 
for other functions. They also believe that street 
food or food units would add competition to 
other F&B businesses in the town centre, which 
would be unsustainable.  

The key priority for the Town Council is 
maintaining flexibility and offering an expanded 
programme of community events, including live 
music, using the Trestle Market as a wet weather 
venue for town centre events, and a wider range 
of non-market purposes.  

They would like to see the fee for the hire of the 
hall waived as events provide community and 
local economy functions, identifying it as the 
only large community ‘town hall’ style space in 
Leek.  

A notable event they pointed to was a Christmas 
Event involving a demountable stage, pop-up 
bar, some seating areas and open space which 
was seen as a success.  

DISTRICT COUNCILLORS  

Seven surveys were completed by District 
Councillors, who were broadly positive of the 
existing market as a traditional space which is 
busy, offers a diverse mix of products and is 
popular with the local community.  

Key concerns were maintaining the flexibility to 
offer events and support traders who work 
across multiple locations and not competing 
with other hospitality venues around Leek. All 
respondents wanted to see community events 
held in the Trestle Market. 

OFFICERS 

Officers want to support delivery of corporate 
objective 'thriving high street' -both in short 
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term post-covid recovery terms, but also for 
longer term.  

Officers recognise that many existing market 
traders are serving a shrinking ageing 
demographic - and traders themselves are often 
of retirement age or older - this poses a risk to 
the long term future of the market and its 
customer base - and while there is no desire to 
disenfranchise long term traders, it also does 
need to be recognised that 'no-change' is 
effectively managing decline.  

There is clearly potential that a 'new market' 
approach (which aims to capture leisure 
shoppers and younger customers) can support 
the smooth transition over time and maybe more 
popular than a radical change - but officers want 
to ensure that there is an evidence based 
approach to any proposed changes - and this 
wont simply displace spend in the wider town - 
and that any spend is justiciable in terms of 
achieving objectives and being economically 
sustainable for the longer term. 

ARCHER FAIRS - MARKET OPERATOR 

"I have had an independent license for the last 
15 years to hold a weekly vintage & craft market 
each Friday in Leeks “Trestle Market: on behalf 
of SMDC. 

I feel  four ‘food’ stalls situated on the far back 
wall of the trestle market might indeed enhance 
trade & footfall. 

It must be remembered that the trestle market is 
open every wed/fri/sat & that importantly each 
of these days has totally different traders who 
have different layouts so purpose made stalls 
need discussion. 

A new heating system has indeed been installed 
but unfortunately is totally inadequate. So cold it 
is uncomfortable for both stallholders & 
customers alike. 

The current stallholders have been a loyal & hard 
working folk & feel they need to be kept abreast 
of developments.” 

BLUES AND AMERICANA EVENT 
ORGANISERS 

The Blues and American Festival is one of the 
largest town centre events in Leek, bringing 
together a variety of venues to create a music 
trail around the town centre.  

This takes place on a Sunday in October to 
coincide with the Totally Locally Market, is 
funded by corporate sponsorship and organised 
and staffed by volunteers.  

Estimated from the organisers but attendance at 
the 2018 event at 2,800 people, with local hotels 

fully booked and some pubs seeing record 
takings.  

Since The Swan function room was taken over by 
Wetherspoons, the organisers feel that the 
Market Hall, working closely with the Arts centre, 
could become the focal point for regular music 
events in Leek.  

Their aspiration is to use music events to benefit 
the whole town centre, circulating footfall across 
venues and supporting a community of local 
musicians.  

Their aspiration would be to use the building 
primarily on a Sunday, setting up the layout on a 
Saturday night and then removing it ready for 
the following week’s trade. 

Although there is a desire to operate these 
events as a community function from a local 
network of musicians, there is potential to seek 
corporate sponsorship to hold events, although 
this is not guaranteed.  
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SECTION 3: STRATEGIC CASE AND NEEDS 
ASSESSMENT 
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RATIONALE FOR INTERVENTION 

The Market Hall in its current form is not sustainable in the mid to long-term, without new traders, customers and product lines joining the market, rental 
income does not meet the cost of operating the Market, which is now being subsidised by Council Tax payers. The cost of operating the Market Hall is too 
high to use the space for free or subsidised community events, meaning it is currently under-utilised as both a commercial and community asset. Market 
forces have failed to rectify these issues, therefore intervention is required to fulfil the aspirations for the Market Hall, and prevent the net loss worsening. 

Discussion around the Market Hall has become very polarised, with one group wanting to see a larger amount of fixed units and market uses, and another wanting 
to see community events without the addition of fixed units. Wider public engagement is required to develop an in-depth understanding of community aspirations 
for the space.  

It is not clear at this point whether the aspirations for events are deliverable, as no responsible body has committed to delivering a critical mass of events aimed at 
supporting trade in the market, rather using the space as a standalone events space on an ad hoc basis. If event delivery were to be undertaken by the Council it 
would require additional staffing capacity and increased budget, and would require rental uplift to ensure value for money.  

OPPORTUNITIES AND OPTIONS CONSIDERED 
• To create a second entrance to enable the Market Hall to operate 

separately from the Buttermarket without utilising security services. 

• To improve the appearance of the stalls by utilising better stall design to 
allow for multi-level displays rather than laying goods on tables. 

• Install new display tables which are more flexible and easier to move than 
the existing trestles. 

• To provide infrastructure for street food kitchens / coffee shop / bar to 
provide a diversified offer in the Market Hall to attract more footfall. 

• To provide increased flexibility to allow for a programme of events and 
entertainment to take place in the Market Hall. 

• To deliver value for Council Tax payers by developing a scheme which 
repays initial investment and operates in profit.  

• To utilise the Market Hall on non-trading days to diversify its use.  

• To collaborate with the Arts Centre to enhance the town’s cultural 
programme. 

• To act as a stimulus for Sunday trading in the town, targeting tourists to the 
Peak District.  

• To increase opening hours to diversify the use of the building.  

• To attract regional markets, specialist  and event markets, and provide 
trading opportunities for aspiring local entrepreneurs 
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CRITICAL SUCCESS FACTORS 

• Improve footfall to the Market Hall and Buttermarket. 

• Develop a Market offer that appeals to a wide audience and attracts a range of customers and traders.  Attract a wider range of demographics and age groups, 
including a younger audience to ensure long-term sustainability.  

• Improve the appearance of the Market Hall and retail frontages of the stalls.  

• Create a scheme that is financially viable and sustainable going forward. 

SMART OBJECTIVES 
• To increase footfall by 50% after three years 

• To attract X% of customers under 45 (proportion to be determined once existing user demographics are understood following public survey) 

• To provide new trading infrastructure that enables stallholders to display goods at various levels 

• To deliver a scheme that is operationally breakeven or profitable (excluding management recharges), and repays initial investment within [five / ten] years.  
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SECTION 4: INITIAL OPTIONS APPRAISAL 
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SHORT LIST APPRAISAL 

This sketch establishes a number of design 
possibilities:  

• Possibility of a number of fixed, serviced and 
secure units  

• Occasional seating  
• New flexible trestle tables suitable for market 

trading, dining and events  
• New evening lobby access from Derby Street 

to allow the Market Hall to trade 
independently of the Buttermarket 

• Possible draft lobby to car park  
• Improved glazing  
• Possible new floor finish to create warmer 

environment  
• New lighting  
• Further to the initial sketch, three strategic 

options have been illustrated to explore these 
design principles.  

We have distilled three short list options to 
explore the potential for each one in order to 
meet the objectives of this project which will be 
appraised against a Do-Nothing Scenario and 
the Strategic Objectives.  

Each option includes creating a new doorway 
into the lobby which will enable use separately 
to the Buttermarket and increase the number of 
people able to be inside the building. 
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COMMENTARY ON OPTIONS 

 
The following three options have been distilled 
from the design principles: 

Option A: Market and Out of Hours Use 
Option B: Enhanced Market Use 
Option C: Permanent Units for Mixed Use 

These represent incremental increases in 
intervention levels from a Do-Nothing Scenario, 
from a more operational / management shift 
model in Option A to a repurposing of the space 
with the addition of fixed units in Option C.  

Recommended opening times, staffing levels 
and an indicative Space Schedule for each of the 
options have been produced in Appendix 1 
alongside a High Level Financial Feasibility 
study.  

The options are explored in more depth in this 
report, including SWOT analysis and assessment 
against the Critical Success Factors to assess the 
non-financial benefits and risks of each.  
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STAFFING AND MANAGEMENT  

The existing staffing arrangement does not seem  
sufficient to run the Buttermarket and Trestle 
Market.  

In Options B-C, we would recommend a full time 
member of staff to undertake pro-active 
management, social media promotions, organise 
events and animation and oversee longer 
opening hours. In Option A, we would 
recommend a part-time manager and cleaning 
support. 

We have also allocated additional budget for 
cleaning in options which will need additional 
opening hours, out of hours events, or involve 
the consumption of food on the premises.  

This on-site management should also reduce the 
central management recharge required due to a 
lessened burden on the Council.  

OPENING TIMES 

Following consultation with Officers, strong 
concerns were raised regarding anti-social 
behaviour, toilet availability and the additional 
levels of management required with evening 
opening.  

We have factored in opening until 19:00 or 
20:00 as a compromise position to allow traders 

to meet their turnover requirements to make 
their businesses viable.  

It would be preferable to have later opening 
until 21:00 or 22:00 on weekends to maximise 
turnover potential and viability.  

We recommend that if street food is to be 
added to the market, vendors will need to be 
able to operate a takeaway service late into the 
night, using platforms such as Just Eat and 
Deliveroo alongside their own delivery services. 
This can be facilitated by having traders acting 
as key holders with CCTV systems to ensure 
safety.  

EVENTS AND ANIMATION 

For clarity, across all of the options ‘events’ are 
activities which attract footfall and benefit 
traders, including those who trade on trestles, 
Buttermarket traders and businesses operating 
from new fixed units.  

Examples of such events include speciality 
markets (e.g. vinyl, vintage, farmers markets, 
craft markets and Christmas bazaars), live music 
whilst street food units are in operation, and 
family activities such as face-painting, treasure 
trails and fetes supporting craft and street food 
traders.  

In Option A, the focus of events would need to 
be speciality markets, as out-of-hours events 

without traders would be costly and would not 
support market operations.  

In options with Street Food operations, live 
music and entertainment that encourages dwell 
time would have a direct benefit on the street 
food units by increasing their turnover and rent 
levels, and would therefore support market 
viability.  

RENTS AND MARKET DEMAND  

Commercial lettings are increasingly utilising 
turnover rents, in which the landlord takes a 
percentage of the business’ takings rather than 
implementing fixed-rents.  

This is mutually beneficial because it means the 
landlord is constantly incentivised to attract new 
footfall, and traders are not left with high rental 
liabilities in quieter periods.  

Covid has drawn focus on these more 
commercial arrangements in which landlords and 
tenants share risk and reward, and they are more 
appealing to high-quality, modern street food 
tenants. Turnover rents have not yet permeated 
the retail market, but could be considered.  

We recommend that fixed street-food units 
should operate on turnover rent systems to 
make the units more attractive in an increasingly 
competitive market with vacant retail space 
readily available in town centres. 
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FINANCIAL FEASIBILITY 

High-level Management and Internal Service 
Recharge figures have been supplied, but 
without detailed breakdowns an effective 
comparison of Options A-C cannot be 
undertaken against a do-nothing scenario. 
Estimates have been used to determine 
efficiency savings, pending a detailed 
breakdown.  

By improving market operations, all options see 
an uplift in income potential through higher 
occupancy of trading pitches, with the addition 
of fixed and turnover rental income in Options 
B-C.  

High-Level I&E projections show that the 
additional expenditure associated with opening 
the market additional hours or running an 
expanded service result in minimal or no uplift 
against a Do-nothing Scenario. This expenditure 
includes cleaning, increased refuse disposal, 
staffing, events, entertainment and marketing.  

The cost of opening the toilets has not been 
accounted for in these projections as we are 
awaiting estimates on hourly rates to apply to 
the proposed opening hours. This will impact 
these high-level figures.  

Anecdotally, the trader parking permits account 
for circa. £22k of lost revenue per annum, and 
should be reconsidered. Temporary loading 

zones could be utilised, then traders relocate 
their vehicles elsewhere. This will also increase 
parking availability for customers which will 
benefit traders’ businesses.  

Full financial feasibility can be found in 
Appendix 1: Short List Options Appraisal, with 
the following high-level outcomes. These are 
based on financial reporting provided by SMDC, 
but it is understood they exclude other 
departmental costs such as trader car parking 
subsidy and public toilet operation which will 
impact findings. 

SUMMARY 

Based on the financial feasibility estimates alone, 
investment in the market cannot be 
recommended as an income-generating tool for 
the Council.  

However, interventions could be delivered which 
improve the markets offer, support future trading 
and intervene with what would otherwise be 
managed decline in a Do-Nothing scenario. 
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OPTION A: MARKET AND OUT OF HOURS USE 

Option A is a minimum intervention scenario 
which sees a focus on providing a fully flexible 
hall with no fixed units.  

- Retain existing format with new, upgraded 
tables 

- Potential to open the market on additional 
days or in the evening for community-driven 
events (subject to organiser demand) 

- Additional staff requirement to facilitate 
events, reconfigure space, clean and maintain 
the building  

- Additional daytime events and speciality 
markets could be held to focus on increasing 
the viability of market trading 

- Additional entrance would be required to 
allow the Market Hall to open independently. 

Delivery of this option would require an in-depth 
understanding of who is the responsible body 
for organising these events. This could be the 
District Council, Town Council, Community 
Group etc. and would require a commitment to 
maintain the staffing required to implement and 
deliver events on a regular basis.  

This would incur significant staffing costs for 
planning and delivery, and it is unclear whether 
any group has the resources or commitment to 
undertake this.  

Strengths: 

- Events could attract a wider range of people 
into the market 

- Flexible space could be used for a variety of 
functions 

- May meet community aspirations around a 
town event space 

- Greater space will allow for better people 
circulation and spacing 

Weaknesses: 

- Events need to be income-generating to 
cover overheads 

- Could create expectation that council will 
deliver and organise events themselves, which 
would require officer time and additional 
council tax subsidy 

- Evening / speciality events would not create 
new audiences for existing traders at the 
Trestle Market or Buttermarket 

- There is no clear route to income uplift to 
cover the initial funding required, or address 
the net financial loss  

- Without any significant change, likely to result 
is slow decline as new generations are not 
enticed to shop in the market 

Opportunities: 

- Enhanced community value as a social space 
with a programme of events 

Threats: 

- Could create competition with other venues  
- A charge for using the market would be 

required to cover overheads, which may make 
it unattractive to organisers 

- No commitment from an organiser to use the 
space regularly  

- Will not address the existing net loss the 
market incurs, leaving it vulnerable to closure 
if Council Tax subsidy is used elsewhere 

Risks: 

- Interest in events is not proven and the cost of 
overheads compared to pub rooms could 
make the venue unattractive to market 

- If events are not delivered on a very regular 
basis, there is no benefit from a Do-Nothing 
scenario 

- Will lead to managed decline of market 
trading in the Trestle Market 

- Potentially increased costs to Council Tax 
payer through additional staffing resource and 
level of management required 
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OPTION A: LAYOUT PLAN 
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OPTION B: ENHANCED MARKET USE 

Option B provides a balance between Option A 
and higher intervention Option C to conserve 
flexibility while acting as a functioning market 
place.  

Install two/three small permanent kiosks in the 
Market which can act as a coffee shop and a 
licensed-kitchen to serve a variety of food 
options and alcohol, with the option to expand 
to four/five permanent units if there was 
sufficient demand, although this would require 
longer opening hours and an events programme 
to drive footfall and make the units viable.  

- Retain a critical mass of upgraded, more 
flexible trading tables that can be used for 
market stalls and seating 

- Install two/three small permanent food/
beverage kiosks operating on turnover rents, 
with the option to expand to three/four if 
there is sufficient market demand.  

- Potential to host market events in the Trestle 
Market to attract footfall and encourage 
turnover for the food kiosks 

- Potential to open into the early evening to 
facilitate evening economy and increase 
turnover 

Strengths: 

- Diversified model would attract a younger 
audience with the street food and 
entertainment. 

- Income from fixed stalls and market trading 
would address the net losses of the market, 
making it more viable. 

- A catering element will increase footfall if 
operated correctly which will benefit the 
market traders. 

- Existing trestle market traders could be 
accommodated alongside new traders. 

- The catering options will increase the range of 
uses within the building, allowing the market 
to be used by a wider range of Leek residents 
and visitors. 

- Small number of stalls unlikely to have 
significant displacement on other catering 
operations in town centre. 

- Provides specialist market events space when 
markets not in use with ‘in-house’ catering. 

- Space available to host a range of other 
specialist markets. 

- The large volume of space will allow for 
greater movement and spacing of people. 

- Income from turnover rents on the food kiosks 
would support market events and the events 
would drive income to these stalls. 

Weaknesses: 

- Will require a significant amount of marketing 
and pro-active management to run a turnover-
based street food offer and market events 
with increased opening hours 

- Could create expectation that council will 
deliver and organise events themselves - 
which would require officer time and 
additional council tax subsidy. 

- The limited number of covers during the day 
would restrict trade for each of these units, 
limiting turnover rent potential. 

- Evening / speciality events would not create 
new audiences for existing traders at the 
Trestle Market or Buttermarket unless traders 
decided to open late. 

- Unlikely to push the market into trading 
surplus which could then be spent on other 
community services. 

- The sharing of trestle tables between catering 
customers and market traders could impact 
the success of both. 

- Events that would not generate income via 
the catering units may be required to pay a 
fee to use the market hall. 

Opportunities: 

- Expansion of the visitor base for the markets. 
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- Providing a footfall driver for the market 
businesses. 

- As trends change and the user base grows the 
number of catering units could be expanded 
to provide more of a food hall element. 

- Increase town centre offering of modern, 
international street food. 

Threats: 

- If tenants cannot be found to occupy 
permanent units on a mid to long-term basis, 
this would reduce floorspace for markets and 
flexible use.  

- Could result in displacement from other town 
centre venues and food offers. 

Risk:  

- Not enough variety to attract a large enough 
user base. 

- Small population catchment for the venue to 
impact. 

- If the venue is not popular, risk that 
investment would not be returned through 
trading uplift. 

- If market event organisers could not be found, 
could result in an increase in operating cost. 

- Could be limited returns from events if the 
turnover is not impacted for the F&B units. 

- Risk of minimal or no return on investment 
due to risks associated with turnover rents. 
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OPTION B: LAYOUT PLAN WITH TWO/THREE UNITS 
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OPTION B: LAYOUT PLAN WITH FOUR/FIVE UNITS 
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OPTION C: PERMANENT UNITS FOR MIXED USE 

Re-purpose the Market Hall to create permanent 
units which can be used for F&B and retail trade.  

- Install nine units around the perimeter of the 
market hall 

- Central space for twelve small upgraded 
trestle tables which could be used for market 
trading or seating 

- Would allow businesses to trade additional 
hours or days without having to reconfigure 
the space 

- Limited flexible space would reduce the 
potential for events in the Market Hall, 
although small scale entertainment such as a 
busker would be possible 

This would add additional retail space in the 
town centre, potentially increasing vacant 
floorspace post-Covid.  

If it could be successfully let, this scheme has the 
greatest income potential, reducing reliance on 
Council tax subsidy and generating income 
which could be used on other council services.  

Strengths: 

- Provide a permanent location for market 
traders to be based rather than the day 
trading currently operated. 

- Potential critical mass of retailers to attract 
shoppers. 

- Offers storage solutions for traders who can 
keep stock in their lockable units  

- Mix of fixed and flexible retail offering to allow 
for additional market offering. 

- Potential to create jobs and start-up 
opportunities  

- If successfully let, this would create an income 
stream for the Council, removing council tax 
subsidy and providing longer term 
sustainability  

Weaknesses: 

- Additional retail within a town centre that 
already has too high a level of retail premises. 

- Increased overheads for traders if they were to 
convert from trestles to fixed units 

- Likely displacement of existing trader base 
who travel to regional markets on other days 
and would not necessarily take on these units 

- Unlikely to be demand for this level of 
additional retail space 

- Limit opportunities for speciality markets and 
events 

- Would require increased expenditure on 
staffing and maintenance to keep the building 
open longer hours to make units viable 

- Reduces the variety of goods with fixed 
traders potentially restricting customer appeal 

Opportunities:  

- Offset the Council’s NNDR liability for the 
building partly onto traders 

- Permanent units available to traders which will 
provide an increased revenue stream 

- Increased opening may provide an attraction 
on the weekend, supporting tourism  

Threats:  

- Adding additional retail to an already retail 
critical town centre may impact the wider 
town centre. 

- Increase in the likelihood of vacancies within 
the Buttermarket as there will be additional 
retail within the building 

- Move to a higher number of days open to 
achieve rent levels 

Risk: 

- Risk of a high vacancy rate 
- High risk of no return on the investment 
- Going against the trend for consolidating 

retail space within town centres across the UK 
- Risk of minimal or no return on investment 

due to risks associated with turnover rents. 
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OPTION C: LAYOUT PLAN 
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MULTI-CRITERIA ANALYSIS 

These options have been assessed by a multi-disciplined team of market experts against four weighted strategic objectives to determine a percentage score 
against the critical success factors.  

 Where: 
1 = Strong Negative Impact 
2 = Negative Impact 
3 = No Impact 
4 = Positive Impact 
5 = Strong Positive Impact 

Strategic Objective Weighting Do-
Nothing

Option A: 
Market and Out 
of Hours Use

Option B: 
Enhanced 
Market Use

Option C-
Permanent Units 
for Mixed Use

To attract a wider demographic of shoppers to the market to ensure its long-
term sustainability 40% 3 3 4 5

To improve the appearance of the stalls and aesthetic appeal of the market 20% 3 4 5 5

Deliver value for the taxpayer by developing a scheme which repays initial 
investment and operates at breakeven or in profit 20% 3 2 5 4

To attract more footfall (resident and tourist) into Leek to benefit the wider town 
centre 20% 3 4 4 4

Score (4): 2 2 3.4 3.4

% Score: 50% 55% 85% 85%
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OPTION SUMMARY TABLE 

Do Nothing Option A Option B Option C

Qualitative Benefits 
Assessment Score (from multi-
criteria analysis)

50% 55% 85% 85%

Risk Score (Very Low / Low / 
Medium / High / very High) 

High Medium Medium Very High

Capital Costs (estimates) Low Low Medium High
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