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Project timeline and outcomes

May 2021 #1 Workshop: Project Launch

May 2021 #2 Workshop: Changing Ambitions

June 2021 #3 Workshop: Changing Economies

July 2021 #4 Workshop: Changing Places

Sept 2021 Publication of mid-project report

Sept 2021 #5 Workshop: Taking Action

Nov 2021 #6 Workshop: 4Rs High Street Regeneration Framework   

Dec 2021 #7 Workshop: Vital and Viable Atherstone

Feb 2022 #8 Workshop: Vital and Viable Atherstone feedback

Mar 2022 Publication of Vital and Viable Atherstone Report

April 2022 Publication of Final Report

April 2022 #9 Workshop: Next steps



All materials available on 
dedicated webpage:
www.placemanagement.org/2570

http://www.placemanagement.org/2570
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How should places respond?



vitality is reflected in how busy a centre is at different 
times and in different parts

viability refers to the ability of the centre to attract 
continuing investment, not just for maintenance, but also 
to allow improvement and adaptation to changing needs
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Underpinning academic research



Town Types and Footfall Signatures



Bringing Big Data to Small Users
#BDSU



Footfall: the perceived wisdom
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There are towns in this 
country that may never see 
retail occupiers coming back 
into their high street again.

Robert Noel, Land Securities 2013



And are all centres the same?



Comparison signature Holiday signature

Speciality signature Multifunctional signature



Comparison signature Holiday signature

Speciality signature Multifunctional signature

19% 8%

44%28%



Mismatches between town 
centre action plans and how 
places are actually used
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We imagine most Warwickshire are 
multifunctional … HOWEVER … we only have 
data for Kenilworth, Leamington Spa, Rugby, 
Stratford upon Avon, and Warwick



STRATFORD-UPON-AVON 2020



LEAMINGTON SPA 2020



25 Priority Interventions for High 
Streets



High Street UK2020
#HSUK2020



vitality is reflected in how busy a centre is at different 
times and in different parts

viability refers to the ability of the centre to attract 
continuing investment, not just for maintenance, but also 
to allow improvement and adaptation to changing needs



237 factors influence 
vitality and viability



#1 How much influence each factor has on the 
vitality and viability of the High Street?

#2 How much control a location has over the 
factor?
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The 25 priority interventions: in order
ACTIVITY NETWORKS & PARTNERSHIPS
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• Shopping
• Work
• Leisure
• Transport 
• Social exchange

ACTIVITY: Patterns of 
everyday usage

• Compare activity data 
with modal opening 
times

• Experiment with new 
opening times

Indicative 
interventions: short 

term: • Improve synergies 
between high street 
and key place based 
anchors

Indicative 
interventions: long 

term

The 25 priority interventions: putting plans 
into action!



All centres might benchmark 
themselves against the 25 
Priorities



Moving from plans to 
action: The 4Rs Framework
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REINVENTING



knowing your town, using relevant 
data and information to develop a 
collaborative, inspiring vision that 

achieves change
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establishing an identity and sense of 
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communicating this across the whole 
community – positive, consistent and 

effective messaging
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establishing an identity and sense of 
place that can engender pride, 
commitment and attachment 

communicating this across the whole 
community – positive, consistent and 

effective messaging

knowing your town, using relevant 
data and information to develop a 
collaborative, inspiring vision that 

achieves change

putting in place the capacity, 
leadership and partnerships to deliver 

change

if large-scale spatial change is needed 
to transform your centre how will local 

governance need to change 

activating and animating the town, 
diversifying its attractions, to become 

multifunctional

Offering different things that serve the 
community and draw in footfall and 

spend



• We don’t know who uses our town 
centre

• We don’t know how our town centre 
functions

• We have data but don’t do anything 
with it

• We don’t have a clear idea about how 
future trends will affect the high 
street

• We don’t have a clear and shared 
vision for the future of the town 
centre

Reposition

• We have plans but nothing is going on 
in our town centre

• We rely on the existing offer to drive 
footfall

• We rely mainly on shopping to attract 
people

• We find that local people go 
elsewhere for the products and 
services they need or want

• We don’t know how to change the 
offer in our centre

Reinvent

• We have lots of things happening but 
the town still has a poor reputation

• We need to change perceptions

• We don't communicate well with 
other local stakeholders

• We don’t do enough to celebrate 
local distinction and creativity

• We don’t have a clear sense of place

Rebrand

• We can’t make decisions

• We have done things in past but they 
haven’t worked

• We don’t speak to other local 
stakeholders

• We don’t know how to engage with a 
wider group of stakeholders 

• We need large-scale physical change 
to make a real difference 

Restructure
Where do you think your town is?



#1 #2 #3 #4

Atherstone Reposition Reinvent Restructure Rebrand

Bedworth Reposition Reinvent Restructure Rebrand

Coleshill Reposition Reinvent Restructure Rebrand

Kenilworth Restructure Reposition Reinvent Rebrand

Leamington Restructure Reposition Reinvent Rebrand

Nuneaton Reposition Reinvent Restructure Rebrand

Polesworth Reposition Reinvent Restructure Rebrand

Rugby Reposition Reinvent Restructure Rebrand

Southam Reinvent Restructure Rebrand Reposition

Stratford Reposition Restructure Rebrand Reinvent
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Go through the recommendations– invite 
comment and feedback as to their viability, 
but also who is best placed to lead on each 
one 



Reinventing: key recommendations

QUICK WINS LONGER TERM

Review a range of place-based anchors (retail, employment, 
transport, green space, markets, heritage, culture), everyday 
activity that significantly attracts footfall in each town centre.

Ensure key place-based attractors are embedded in local plans 
and visions for the town centre and included in wider messaging. 

Review and share place-making best-practices at a county 
level.

Undertake place-making workshops with local towns where this 
is a priority.  The purpose of these workshops would be to engage 
local stakeholders in the generation of ideas for place-making 
activities, and to delegate delivery to specific organisations and 
individuals.

Establish a forum (either online/hybrid) for local stakeholders 
to share ideas, challenges, and best practice.

Each town to generate a programme of potential place-making 
interventions, tailored for each centre, drawing on mainly low-
cost / short-term activities.  Activities should be clearly linked to 
named organisations/individuals responsible for their delivery.  
Use footfall and other KPIs to measure impact on new activity.

Encourage local stakeholders to Review High Streets 
Taskforce Webinar: Reinventing – Making Vital and Viable 
Multifunctional Hubs



Rebranding: key recommendations

QUICK WINS LONGER TERM

Assess the digital footprint of each town centre Undertake place sentiment analysis to inform and establish an 
evidence base for any wider reputational issues

Review stakeholder communication and devise a process for 
sharing news, events, and knowledge amongst local 
stakeholders. During this review, each town should consider:

• Have the unique aspects of the town been uncovered 
and are they being promoted?

• Do you have a nice town, but everyone talks it down?
• Is everyone updated on what the plans are?

• Is there lots of informal communication and networking?

On the back of visioning exercises, each town should construct a 
clear and positive message about their high street/town centre, 
that is shared consistently by local stakeholders. 

Each town should develop low-cost and coordinated social 
media activity to communicate the centre-offer and increase 
its visibility to existing catchment and users.

Engage with wider stakeholders responsible for promoting 
Warwickshire at a county level, e.g., review alignment between 
local place promotion and DMO material.



Repositioning: key recommendations

QUICK WINS LONGER TERM

Ensure footfall data is widely available and can be 
accessed by local traders, event organisers and other 
place-based stakeholders to demonstrate success of 
delivery.

Continue to track effectiveness of interventions in the town 
centre through monitoring and interpreting footfall data 
(volume and pattern of activity), providing impact 
assessment of events etc.

Review what other data is available for each town and 
devise a simple and cost-effective mechanism for 
sharing this information with local stakeholders e.g., 
create an online Warwickshire High Street and Town 
Centre monitoring hub.

Establish a clear and consistent method for collating footfall 
data in each town e.g., ideally installation of automated 
footfall counters.

Data collection, analysis and data communication training 
for local government officers and other local stakeholders.

Review High Streets Task Force Webinar: 
Repositioning Developing Collaborative Inspiring 
Visions that Achieve Change.

Undertake visioning workshops or exercises in each town 
and establish clear and collaborative visions for each centre, 
benchmarked against the IPM’s 25 Priorities.

Conduct a review of existing town centres visions and 
score them by benchmarking against the IPM’s 25 
Priorities.



Restructuring: key recommendations

QUICK WINS LONGER TERM

Each town should review its existing networks and 
partnerships, by conducting stakeholder mapping, and 
reach out to new or previously excluded groups who can 
contribute collaborative capacity.

Where appropriate, each town might consider refreshing 
local networks to widen their diversity and add additional 
capacity to effect change locally

Each town to form a strategic leadership group (town 
team), but then also delegate specific responsibilities to 
sub-groups, with local authorities supporting the 
facilitation and co-ordination of this network

Refresh networks at a county-wide level to support closer 
alignment between regional policies and strategies 
involving high street revitalisation and place leadership

Establish county-wide High Streets Taskforce bringing 
together key strategic leads e.g., transport, tourism, 
business growth and development etc.

Review internal structures within Warwickshire County 
Council and to assess how different directors might better 
work together in support of place-based outcomes

Establish internal town-centre strategic team with 
representatives from different directorates.



PLACE ANCHORSPLACE STRATEGY PLACE OPERATIONS
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fitness and 
health

transit hub

employment convenience
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training
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culture

blue and green 
infrastructure
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Final points
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What is holding places back?



Download and produce your own place 
transformation routemap from the High 
Streets Task Force Website



Resource library

www.highstreetstaskforce.org.uk

Support directoryWorkshops and training

Online learning
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