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Today’s presentation

Today we will be sharing initial findings from our research into the community 

value of Bury Market. We would welcome your feedback on the presentation, and 

any further information you are able to provide, and will incorporate this in a final 

report.

1. The Markets4People research project

2. Bury Market research

3. Key facts and current issues emerging from interviews

4. Analysis of user survey data (plus focus groups)

5. Summary of findings, discussion and recommendations. 



1. The Markets4People research 
project



Context and rationale

• There has been a concerted effort over the last 10 years, including by National Market 
Traders Federation (NMTF), the National Association of British Markets (NABMA) and the 
Greater London Authority, to improve the evidence base for the economic value of markets. 
There has been much less focus on demonstrating the social and cultural value of markets.

• There is a risk that the community value of markets is ignored or damaged through 
redevelopment processes. Better evidence about the community value of markets may help 
to support more holistic approaches to investment and redevelopment, that retain and 
enhance markets’ social and cultural roles as well as their economic roles.

• The project builds on and responds to the increasing interest from the sector and policy-
makers in social and cultural value by developing new evidence, tools and insights for 
understanding and enhancing the community value of traditional retail markets.



The project
The overall aim of the project is to develop an innovative methodology and analytical framework for 

the study of the community value of traditional retail markets (TRM).

• Timing February 2018 – August 2020.

• Funded by the Economic and Social Research Council.

• Multi-disciplinary and multi-sector team: academics (retail and urban geographers, sociologists) 
+ think tank (New Economics Foundation) + trader organisation (NMTF).

• 25 interviews with key actors shaping the national debate on markets. 

• Six workshops with operators, traders and campaigners.

• Three case studies (Bury Market, Newcastle Grainger, Queen’s Market in Newham, East London) 
each involving ca. 10 interviews, a survey of 500 customers and two focus groups. 

• Publication of policy reports, briefings, best practice examples, toolkits, etc. as well as academic 
outputs.
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What do we mean by ‘community 
value’?
• No single definition/answer.

• It depends on the market, and on the place.

• Different groups and interests – e.g., market operators, traders and campaigners -- will have 
different perspectives.

• Broadly, by community value we mean social benefits and cultural functions, as well as more 
socially-oriented economic outcomes. These include:

• Access to good quality, healthy and affordable fresh food.
• Opportunities for social and cultural interaction.
• Relatively low-cost and accessible trading spaces.
• Serving low-income groups; black and minority ethnic groups; migrants and refugees; elderly 

people; socially isolated and other vulnerable groups.



How we selected our case studies

Criteria
▪ Be large enough to support a 500-

customer survey.

▪ Serve a diversity of customers. 

▪ Evidence of social/cultural value.

▪ Has an organised group of traders.

▪ No or limited disruption from 
refurbishment or redevelopment 
during survey period.

▪ Cooperative traders / 
management / community group.

Process

1. Long-list of 18 UK markets drawn from suggestions made by 
project partners.

2. Desk-based research to collect basic information.
3. Phone calls with market managers and trader reps for 12 

shortlisted markets.
4. Final shortlist of five markets selected through research 

team discussions (Bury, Barnsley, Leeds Kirkgate, Newcastle 
Grainger and Queen’s Market).

5. Visits to final shortlist markets May to August 2018.
6. Assessment of different combinations; exploration of 

possibilities to include more case studies.
7. Final decision reached by research team Oct 2018: 

Newcastle Grainger, Bury Market and Queen’s Market 
(Borough of Newham, London).



2. Bury Market research

Photos by members of the project team. 



Why we chose Bury Market

• A large, highly successful market, ‘bucking the trend’ of decline; very 
few vacancies.

• Regularly wins NABMA’s Great British Market Award, amongst others.

• Strong reputation within the markets industry as a well-managed and 
supported market.

• Attracts local people and visitors from further afield.

• A strong, long-running traders association.

• The market manager has been proactive in using the market space for 
community activities and public health initiatives (e.g., mental health 
theatre group; children’s carol singing; face-painting; cancer 
awareness; smoking cessation).

• The opportunity for the research to contribute to thinking about the 
future of the market; strong positive response from Bury Council and 
the traders association.

Photos of Bury Market



Bury Market research: interviews

Interviews (+ repeat interviews) with key stakeholders conducted in 2019 and 2020; 
recorded and transcribed (with permission) and analysed by Dr Paul Waley using 
NVivo. Thanks to all interviewees for their time and input, and thanks too for 
administrative support both from the Council and the market.

Cabinet Member Corporate Affairs and HR, Council lead for Bury’s markets.

Chair, Planning Control Committee, Bury Council.

Director of Regeneration, Business Growth and Infrastructure Directorate, Bury 
Metropolitan Borough Council.

Markets Manager, Bury Council.

Chair, Bury Market Traders Association. 

Deputy chair, Bury Market Traders Association.



Bury Market research: user survey

• 10-15 min user survey designed by University of Leeds, informed by available 
evidence about the economic, social and cultural value of markets, covering: 

a. Key demographic information

b. Shopping and eating at the market

c. Socialising at the market

d. Feelings and views about the market.

• Survey available online at https://trmcommunityvalue.leeds.ac.uk/about/market-
users/market-user-survey/

• Survey conducted with 496 users over 15 days, including 165 on non-full market 
days, in March 2019, following piloting with 41 users in January and February.  

• Survey carried out by Fieldwork Assistance, a consumer research company with 
expertise in working in markets.

• Interviewers recruited a representative sample of market users, informed by the 
latest available data from the Council.

• Survey data analysis undertaken by social statistician Dr Lisa Buckner and retail 
geographer Dr Andy Newing (University of Leeds).

User recruitment quotas:

70% female, 30% male

90% white, 10% non-white

18-24 - 5%
25-29 - 10%
30-39 - 10%
40-49 - 10%
50-59 - 10%
60-69 - 35%
70-79 - 15%
80+ - 5%



Bury Market research: focus groups

• Two focus groups with specific marginalised/vulnerable 
user groups: older people (60+) living alone and people 
living in low-income neighbourhoods (bottom 30% 
according to the Index of Multiple Deprivation).

• Focus group participants were recruited via the main user 
survey; participants within our target groups were 
contacted by phone and letter.

• Participants were offered £20 to spend in the market as a 
token of appreciation for their time, plus travel expenses.

• Focus groups were held at Bury Market management 
office on the afternoon of 23 July 2019.

• Discussions were recorded and transcribed, with 
participants’ permission. Initial analysis was undertaken 
by Dr Myfanwy Taylor using NVivo. 



3. Key facts and current issues 
emerging from interviews



Key facts about Bury Market (1)

New market hall erected in 1839 in Kay Gardens.

Reconstructions occurred in 1901 and after a serious fire in 1968.

A new fish and meat hall was opened and the outdoor market reconfigured in 1999/ 2000.

Ca. 365 stalls, leasehold and day license -- on full market days, Wednesday, Friday, Saturday.

Ca. 161 leasehold units (including all those in the Market Hall) and ca. 204 day licenses. 

60 + stalls in the market hall.

Ca. 93% market occupancy (current refurbishment work accounts for a small decline).

Nearly all stalls in the Market Hall are on six year leases that expire in January 2023.

Current three year rent freeze. 



The market is owned and managed by Bury Metropolitan District Council.

There has been much recent movement in its departmental berth, but it is now or 
soon will be in the Operations Directorate with strategic oversight from the Business 
Growth and Infrastructure Directorate.

Broadly speaking, about 800 people work at the market. 

Footfall to Market Hall, Fish and Meat Hall and Mill Gate Shopping Centre of ca. 
150,000 per week (2018).

In 2019 Bury Market won NABMA Best Markets Attraction Award (also in 2015). It 
has won numerous other awards.  

Key facts about Bury Market (2)



Bury Market’s financial performance

• Budgeted income: £2.8 million; budgeted expenditure £1.7 million (2018).

• Surplus of £1.1 million - 40% return on investment.

• In recent years, Bury Market has been receiving an annual maintenance budget from the 
Council of £105,000.

• In addition, it won £1.38 million in 2019 (over a four year period) from the Council for 
important refurbishment work which is ongoing.

• 2015/16 surplus £925,000

• 2016/17 surplus £1,169,000

• 2017/18 surplus £1,150,000

• 2018/19 surplus £1,042,000

Source: https://www.bury.gov.uk/index.aspx?articleid=10549.



Issues and problems: glass half full or 
half empty?

Half full

• Footfall is keeping up; coach visits increase. 

• Coaches and their visitors contribute to the aura 
of ‘World Famous Bury Market’.

• Although they form a small proportion of 
visitors, coach visitors spend more and more 
widely. 

• They also help fill the cafés, which have been 
growing in number.

• Bury Market has a very diverse offering and this is 
an important ingredient in its success.  

• “This is vibrant, it’s bubbly, there are lots of 
different products” (trader).

“This town centre is thriving 
while bigger neighbours 

struggle. What's the secret of 
Bury's success?

It comes third only to 
Manchester and the Trafford 

Centre for the number of 
shoppers. How did this 

happen?”
Manchester Evening News, 26 

August 2017
https://www.manchestereveningnews.co.uk/news/greater-
manchester-news/town-centre-thriving-bigger-neighbours-

13516878



Issues and problems: glass half full or 
half empty?

Half empty

• Market looking “tired”. Recognition that this is an “old facility”. “It does look tatty”. 

• Poor or absent signage. Market tucked away behind bus station and shopping 
centre. 

• Some concern about increasing the prepared food offer. 

• Difficult for traders to adapt when their product lines no longer popular. 

• Low (or unenthusiastic) membership of traders’ association. 

• Potential for discord created by a fragmented system of leases, rents and rates.

• But the selling prices of leases has plummeted. 

• Market at “tipping point” (trader).



Bury Market: issues and challenges

• Governance and management issues

• Facilities and infrastructure

• Market traders

• Market offer 

• Market users 

• Retail environment

• Town centre



Governance and management issues

• Uncertainty over where the market sits in the Council’s executive.

• There has been a lot of fluidity in governance arrangements recently. 

• Current £105,000 annual budget just enough for maintenance but not for 
improvements.

• Much of the recent £1.38 million has gone on necessary repairs.

• Traders find it hard to understand delays in improvement work.

• Different arrangement for lease-holders and day licensees create misunderstandings.

• Market Hall leases expiring in 2023 is causing uncertainties. 



Facilities and infrastructure

• Insufficient seating areas/ benches, but too many seats takes custom away from 
cafés.

• Overall “tired” even shabby feel to the market. 

• Poor or missing signage.

• Lack of connectivity to the bus station – market hidden from view.

• Difficulties in maintaining a strong 

traders’ association.

Market traders



Market offer  

There is a clear tension between a desire for ‘events’ to bring in customers and a 
concern that these dilute the market’s offering and reduce custom. 

Expiry of leases in 2023 creates an opportunity for something different in the Market 
Hall.

Attracting a more diverse customer base (without losing 
older cohorts).

Local people: More effort needed to get local people into the 
market but also to sell market products outside the market. 

Getting more young people in, for example, from Bury College, 
but how to do this?

Attracting people with more disposable income, people from BME 
backgrounds. 

Market users 



Retail environment

A general recognition of changing shopping habits and their profound impact 
on the retail landscape. 

The specific impact of The Rock. 

Need now for conversations with Mill Gate Shopping Centre.

Market as business incubator

Bury business support groups (e.g., Made in Bury and Best of Bury) not 
reaching the market.



Town centre

Fight against market move when The Rock was being built.

“We were promised nice new stalls and stuff like that, but it’s not about that, it’s about 
the atmosphere!” (market trader).

Re-designing Bury’s town centre, “compact” but “shabby” and with a 
“disproportionately big retail footprint”. 

Bury’s 2030 strategy: consultation with the public last autumn. 

Dealing with the bus station and other big beasts in Bury town centre.



4. Analysis of user survey data 
(plus focus groups)



Overview of results of 
questionnaire survey

a. Who uses Bury Market?

• User demographics

• Neighbourhood characteristics and catchment areas

b. Shopping and eating at Bury Market

• Food and drink

• Shopping for other goods and services

• Impact on the wider town centre

c. The social and cultural life of Bury Market

• Social interaction at the market

• The market as a community facility

• Views and feelings about the market



a. Who uses Bury Market?



• Market users come mainly from the sub-region, while some come from the 
wider region and further afield.

• The majority of users travel to the market by car and bus; only 4% come by 
coach. 

• Bury Market has a loyal customer base, who have been visiting for many years 
and who visit very regularly.

• Bury Market is particularly well-used by: 
• Women and older people.
• People from lower socio-economic groups and living in deprived 

neighbourhoods.
• Elderly pensioners living alone.

• The vast majority of market users are white British, white Irish or white other.

Key findings



Market users come mainly from the 
sub-region, while some come from 
the wider region and further afield.

The average distance travelled to the market is 13.4km, 
skewed by those respondents from outside the region.
Almost 70% of respondents are drawn from an area 
within 10 km of the market.



Bury’s catchment areas extend approx. 
6 km (50% of users) and 11 km (the 
next 25% of users) from the market.

• Core catchment: the areal extent 
over which 50% of customers are 
drawn.

• Secondary catchment: the areal 
extent over which the next 25% of 
customers are drawn.

• Identifying core and secondary 
catchment areas allows us to 
compare market users with all 
households living in the catchment 
areas using neighbourhood level 
data based on postcodes (at unit 
postcode level).



The majority of market users travel to 
the market by car (43%) and bus (36%). 
Only 4% travel by coach.

Our findings for coach travel are 
broadly consistent with figures 
of 5% from Bury Council’s 2014 
customer survey and 7% from 
the 2011 survey. 

42% of market users do not have 
access to a car.

Market users are significantly 
more likely to not have access to 
a car than in the catchment area 
as a whole. 



53% of Bury Market users are aged 
60 or over, and 69% are female

The Rock is for the young and trendy, whereas 
the market is for the wise and savvy. ((general 
agreement)) (M1, FG1).

When my daughter says…“I need to go on The 
Rock”, and then she’ll go, “Are we going on the 
market now?”  So, as they’re getting older, yes, 
they want to come and have a look around the 
market (M1, FG1).

If you are going to Katsouris... then you’ll go into 
the Mill Gate… that is quite a good little link for 
the younger people to go there… And then they 
might go to The Rock. So I think having those 
amenities is a chance of getting younger people 
there (M2, FG2)

These figures are more or less in line with those of the 2014 
survey by North West Research but show a slightly younger 
customer base. 



32% of Bury Market users are in 
paid work; almost half are retired.



29% of market users live on their own

Compared to the catchment area as a whole, Bury Market users are more likely to be elderly pensioners living alone.



Bury Market is particularly well-used 
by people from lower social grades

Approximated socio-economic group: 
A Higher managerial, administrative, professional 

occupations.
B Intermediate managerial, administrative, 

professional occupations.
C1 Supervisory, clerical & junior managerial, 

administrative, professional occupations.
C2 Skilled manual occupations.
D Semi-skilled and unskilled manual occupations.
E Unemployed and lowest grade occupations.
ukgeographics.co.uk

Market users are more likely to come from 

socio-economic groups D and E than the 

core catchment area as a whole, and more 

likely to come from C2, D and E than the 
secondary catchment area as a whole.



Bury Market is particularly well-used by 
people living in deprived neighbourhoods 
within its core catchment area

In the core catchment area, market 

users are more likely to live in the 

most and less likely to live in the least

deprived neighbourhoods. 

This pattern is reversed in the 

secondary catchment, where market 

users are less likely to live in the most

deprived neighbourhoods and more 

likely to live in the least deprived 
neighbourhoods. 

This suggests Bury market plays a 

different role in the core and 

secondary catchment areas.



Bury Market has a loyal customer base, in 
particular market users who are older, from 
lower socio-economic and vulnerable groups

• 52% of market users have been coming to the market for over 20 
years.

• Older market users are more likely to be visiting for more than 20 
years than younger users.

• Market users from lower socio-economic groups (SEGs) are 
significantly more likely to have been visiting the market for more 
than 20 years than those from higher SEGs.

• Conversely market users from higher SEGs are more likely to have 
been visiting for less than five years than market users from lower 
SEGs.

• Vulnerable market users are more likely to be have been visiting for 
more than 20 years than non-vulnerable market users.

Vulnerable refers here to a 
group made up of the 
following characteristics:

- Long term sick / disabled
- Retired
- Looking for work / 

unemployed
- Less than one year living 

in UK
- Living with young children
- Living alone

North West Research (2014) 
found that 75% have been 
coming for over 10 years.



61% of Bury Market users visit at 
least once a week

Market users from lower SEGs are more 
likely to visit at least once a week than those 
from higher SEGs.

Vulnerable market users are more likely to 
visit at least once a week than non-
vulnerable market users.

Younger AND older market users are more 
likely to visit at least once a week than 30 to 
49 year olds.

North West Research (2014) found that 49% visit at least once a week.



• 93% of Bury Market users 
are white British/Irish/other.

• 3.2% are Asian/Asian British.

• 95% of Bury Market users 
are born in the UK.

• 2.2% have lived here more 
than 25 years.

The vast majority of Bury Market 
users are from white ethnic groups 
and born in the UK

Compared to the catchment area as a whole, Bury 
Market users are more likely to be from white 
ethnic groups and in general less likely to be from 
non-white ethnic groups.

They are also less likely to not be born in the UK. 

These differences are in general more marked 
within the secondary catchment area (within 11 km) 
than the core catchment area (within 6km).



b. Shopping and eating at Bury 
Market



Key findings

• People mainly come to the market to shop and to eat. 

• Just over half of market users rely on the market for the majority of their food and drink 
shopping. 

• Market users rate highly the quality and price of food and drink and other goods and 
services at the market.

• People go out of their way to use the market, travelling further than they do to 
supermarkets.

• Market users spend a considerable amount of money inside and outside the market, 
generating an economic impact for the rest of the town centre.

• Average spend per customer is £19.10 on food/drink, £22.60 on other goods/services 
and £15.80 outside the market. 



Bury Market users visit primarily to 
shop but also to eat and for leisure

• 90% of market users say that shopping is their main reason for visiting Bury 
Market; 97% give it as one of their top three reasons.

• 71% say eating is their second main reason for visiting; 80% give it as one of 
their top three reasons.

• 50% say leisure is their third main reason for visiting; 59% give it as one of 
their top three reasons.

Top three reasons for visiting Bury Market 1st 2nd 3rd

To shop 88.9% 6.7% 1.8%

To eat 4.0% 70.8% 5.0%

For leisure 3.4% 6.0% 49.6%



Almost all users spend money on food and drink; 

51% do at least half of their food and drink 

shopping at the market.

What proportion of your shopping for 
food and drink do you do at the 
market?

Percentage of
respondents

All at the market 8.9%

Mainly at the market 21.9%

Half at the market 20.2%

A little at the market 45.3%

None at the market 3.6%

97% of market users spend money on food and drink 
at Bury Market. 

Average spend on food and drink is £19.10.
Students spend much less than other groups, just 

£6.85 on average.

• White ethnic groups are significantly more 
likely to do at least half of their food and 
drink shopping at the market (53.3%) than 
BME groups (21.9%).



72% of market users buy meat / fish 
and 60% buy fruit / veg at Bury Market

What do you buy at the market?
(top 7)

Percentage of 
respondents

Meat / fish 71.9%

Fruit / veg 60.1%

Bread / cakes 53.2%

Prepared food / drinks from cafés 50.8%

Delicatessen 43.9%

Sweets 33.2%

Other groceries 24.1%

M2, FG1: My wife swears by the fish market here, 
she swears by the meat market.
M1, FG1: I use the meat market… for the bargains 
on the Saturday if I’ve got a function on.
M1, FG2: There is one stall, Brian’s, and they have 
a big meat section and if there’s a bargain he’ll find 
us…  Like just the other day, beef, I like beef with 
onions. I love it, and he found me [a bargain].
FC, FG1: There’s a great veg shop round here… it 
does seem locally produced.
M1, FG2: I get all my vegetables from the market.

Also mentioned: black pudding; fish and chips; 
Italian restaurant; fish and chips; Italian café; 
chicken shop; sausage stall; pie and pea stall; 
Katsouris.



Bury Market seems to play a particularly 
important role for users who do all or most 
AND little (or none) of their food and drink 
shopping at the market

• Users who do a greater proportion of their food and drink shopping at the market are more likely to buy 
fish/veg at the market than those who do less.

• Users who do all/most AND little/none of their food and drink shopping at the market are more likely to buy 
fish/meat at the market than those who do half.

• Users who do all/most AND little/none of their food and drink shopping at the market are more likely to spend 
more than £10 than those who do half.

• Users who do all/most AND little/none of their food and drink shopping at the market are more likely to say the 
market is their main reason for visiting the town centre than those who do half.

• Users who do all/most AND little/none of their food and drink shopping at the market are more likely to say 
they buy things at the market they couldn’t buy elsewhere than those who do half.



The price and quality of food and drink on 
sale at the market, including of fresh food, 
is rated very highly by market users.

On a scale of 1 to 10, how 
would you rate the price and 
quality of the food and drink 
on sale at the market?

Percentage of 
respondents

10 out of 10 40.3%

8 to 9 out of 10 48.3%

6 to 7 out of 10 7.1%

1 to 5 out of 10 4.3%

98% of market users strongly 
agree or agree that the market 
provides access to affordable, 
quality fresh food.

M5, FG2: I just love it. You get bargains and 
everything like that.

F3, FG2: It gets to four o'clock and everybody 
starts selling stuff off cheaper, then they’ve got 
rid of that for today’s trade and then they can 
do fresh for tomorrow… They see you all right 
because they know you’re going to shop all the 
time there.



What other goods do you buy at the 
market and what services do you use? 
(top 11 responses)

Percentage of 
respondents

Clothing 55.8%

Footwear 36.5%

Bags and accessories 25.5%

Books and magazines 21.8%

Flowers and plants 20.8%

Pet supplies 18.1%

Healthcare and beauty 16.5%

Textiles 13.6%

None 11.2%

Arts, crafts and gifts 10.4%

Key cutting 9.4%

Besides food and drink, users are 

most likely to buy clothing, footwear, 
bags & accessories, etc.

99% of market users spend money on other goods and 
services at the market.

Average spend per market user on other goods and 
services is £22.62.



The price and quality of other goods and 
services on sale at the market is rated very 
highly by market users

On a scale of 1 to 10, how would 
you rate the price and quality of 
the other goods and services on 
sale at the market?

Percentage of 
respondents

10 out of 10 38.1%

8 to 9 out of 10 52.2%

6 to 7 out of 10 7.7%

1 to 5 out of 10 2.0%

97% of market users strongly agree or agree 
that the market provides access to a range of 
other affordable, quality goods and services.

F4, FG2: I go to Bury because I 
can get like the big massive 
rucksacks, all the luggage stuff 
that you can get. It’s really good. 

F2, FG2: I use the pet stalls.

F2, FG2: Do you remember Pot 
Bailey? He used to sell the pots…

M1, FG2: They’d have a huge 
serving dish with a full set of 
crockery from cups, plates… Up in 
the air, crunch, up in the air, 
crunch. “Hurry up and buy these 
before I drop them.”...



10% of market users say they shop 
online for food and drink, and 39% for 
other goods and services

• Respondents home postcodes have 

been linked to an underlying 

indicator of propensity to engage 

with online services, including online 

shopping, drawing on the 2018 

Internet User Classification (IUC) 

(Alexiou and Singleton, 2018). 

• 53% of Bury Market users live in 

neighbourhoods classified as 

‘Passive and Uncommitted Users’ or 

‘e-withdrawn’ groups.

Online shopping among market users Yes No

Do you shop online for food and drink? 9.7% 90.3%

Do you shop online for other goods? 38.7% 61.3%

Younger market users, students, those in 
paid work and BME groups are more 
likely to shop online for food and drink 
than other groups. 



Market users also shop for food and drink 
at a variety of supermarkets, but are willing 
to travel further to shop at Bury Market

• A total of 130 grocery stores are available 

within the core and secondary catchment 

areas, operated by 13 different retailers, 

including 48 discount stores.

• Almost all respondents supplement the 

market with other sources of food and drink. 

• Market users travel a mean distance of 

13.4 km to reach the market but just 7.4 

km to their nominated other shopping 

stores.

• Market users are therefore willing to travel 

further in order to shop at Bury Market, 

passing more easily accessible alternatives. 

Where else besides this market do 

you frequently shop for food and 

drink? (top five)

Percentage of 

respondents

Asda 53.8%

Aldi 39.9%

Tesco 25.4%

Morrisons 24.8%

Lidl 12.9%

Do you buy anything at the market that you couldn’t buy 
elsewhere?

Yes 32.9%

No 66.7%



The market has a significant impact on 
the wider town centre

• 74% of market users said the market was the 

main reason for visiting Bury that day.

• 65% of market users said they were also 

visiting other shops, cafes or amenities in the 

city centre that day. 

• 68% of market users said they would be 

spending money outside the market that day.

• Average spend outside the market is £15.81. 

• Given that 61% of market users visit at 

least once a week, the market has a 

significant impact on the wider town 

centre.

Is the market the main reason for your visit to Bury town 
centre today? 

Yes 74.0% 

No 26.0%

How much money will you be 
spending outside the market today? 

Percentage of 
respondents

Nothing 32.2%

£10 or less 18.6%

£10.01 to £40 43.9%

More than £40 5.3%

Those who do all/most AND little/none of their food 
shopping at the market are more likely to say the 
market is the main reason for their visit to Bury.



Discussing the impact of the 
market on the wider town centre

M1, FG1: I think the market, it’s their prime mover… It’s the centre of their universe.

M1, FG1: People will ask me, “Do you know this place in Bury?” “Yeah, it’s down by…” “Is it 

anywhere near Bury Market?” That’s the first thing they say.  “Is it near Bury Market?” and 

that’s always where they want to start from.

M2, FG1: And I do want to wander.  To some quite nice shops.  And I don’t want to walk too 

far.  And I just don’t want to stay in the market all the time.  As good as it is.  And I think 

having these closely knit malls has helped it.  They were going to get rid of Millgate at 

one point, because they’d got The Rock.  But it’s been good.  And they’re both quite well 

used. 

M3, FG2: Bury Market is accessible to everything. There’s a library here, and very nice 

people. And on the other side are the banks where I’ve got my bank account. Literally 

everything, you know. 



c. The social 
and cultural life 
of Bury Market



Key findings

• Bury Market is a convivial space which facilitates long term relationships as well as social 
interaction between people who don’t know each other.

• Older people, lower socioeconomic groups and vulnerable groups in particular rely on the 
market for social encounters.

• Market toilets and benches are well-used, especially by lower socioeconomic groups, and 
vulnerable groups are more likely to attend events and activities at the market.

• The market generates a sense of well-being: the vast majority of market users feel safe, 
welcome and like they belong. 

• The market is regarded by customers as an important contributor to local identity, a 
community hub and more important than libraries, parks, pub or other retail outlets.

• Bury Market is “irreplaceable” for 70% of market users.

• Just 16% of users want to see changes at Bury Market, e.g., cleaner/more toilets, more 
(covered) seating and benches.



The majority of market users – in particular 
older and vulnerable people – interact 
socially with traders at Bury Market

The following proportions refer to those 

who strongly agree or agree: 

• 79% tend to visit the same traders. 

• 68% share news or information with 

traders.

• 61% have received help or assistance 

from traders, for example storing 

bags or accepting late payment.

• 81% have interacted with traders 

from different ethnic or cultural 

backgrounds to their own.

Vulnerable market users are also more likely to strongly agree/agree 
that they share news/information, receive help and interact with 
traders from different ethnic and cultural backgrounds.



The majority of market users – in particular older people, 

lower socioeconomic groups, women and white ethnic 

groups – interact socially with other customers at the market

The following proportions refer to those 

who strongly agree or agree: 
• 74% bump into people they know at 

the market. 
• 57% arrange to meet people they 

know at the market.
• 82% talk to people they don’t know at 

the market. 
• 63% have given or received help or 

advice to/ from other customers.
• 71% have interacted with customers 

from different ethnic or cultural 
backgrounds to their own.
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Socialising in the market

I bump into people I know I arrange to meet people I know

Older market users are more likely than younger market users to strongly agree/agree that they bump into people they 
know and talk to people they don’t know at the market.

Women are more likely than men to arrange to meet people they know at the market.
Market users from white ethnic groups are more likely than those from BME groups to talk to people they don’t know at 

the market.



Discussing interaction with other 
customers
M2, FG1: Each day I come, I meet different family.  Because they can only get on certain days to 
come and see me.  Because they’re a long, long way away.  

M1, FG1: I do come across old friends walking around that I’ve not seen for a long time.

F3, FG1: You can go on Bury Market and you can say to someone, “Have you seen such a body?” 
“Oh, they’ve just gone up there,” because they know everybody.

FC, FG1:When you come to the market, it’s a stroll.  And people are very pleasant.  And people, 
from, say – that you wouldn’t normally speak to, you speak to… I don’t know whether I’d do that 
in the supermarket.

M2, FG1: The relaxed atmosphere in the cafés when you’re eating or having a latte… actually 
you’re striking up a conversation.  

F1, FG2: There’s an old lady, my daughter comes each month with me… this old lady always finds 
her and she’ll go, “I don’t even know her name,” but she knows her and she’ll sit down and she’ll 
tell her all what she’s been doing this past few weeks… She goes, “I don’t speak to anyone,” 
because she doesn’t know her neighbours. She went, “I just come on the market every day,” and 
she talks to them.



Discussing interaction with traders
M2, FG2: In the market there’s about four stalls that I always visit because I get on really well with the 
people. And I also meet mates on a couple of them.

M1, FG1: I’ve left bags all over the place while I nipped off and I’ll pick it up on the way back.  No 
problem.

M2, FG1: I think most of the places I would eat, some of them recognise me now… They are friendly.  
There is an element of trust.  So I would trust to leave my coat there. 

FC, FG1: When she come to bring our tea… she goes, “It’s a bit cheaper if you put them together”… So I 
said, “Oh, that’s kind”, and then when we give her a tip she said, “Oh, I don’t want that!  I’ve not saved 
you any money if you give me a tip!”

M1, FG2: There’s a little fruit stall… the minute I come near it she’s out, she comes off the till, she comes 
and finds me, yeah? And she’ll get anything I want off the stall, yeah? Because I use a stick… Strawberries, 
I always get the best.

M2, FG2: Fred, the Sikh, gents clothing, I always get a good discount off him, like, because he knows me 
and he knows an army buddy of mine and we go and chat with him regularly, you know. In fact, one day 
me and my mate where on there and there’s a guy come on, a bit of a racist, sort of started having a go at 
Fred… Me and my mate… took him round the corner and said, “A good idea if you did one,” and with Fred, 
you know, it was like, “Oh, cheers for that, he was becoming a bit of a nuisance.” 



The market toilets and benches are well used, 
especially by lower socio-economic groups; 
vulnerable market users are more likely to 
attend events

• Toilets are used by 78% of market users.

• Benches and public seating are used by 76% of 
market users. Market users from lower socio-
economic groups are more likely to use the 
benches at the market.

• Charity/public sector/info stalls are used by 10% of 
market users.

• 12% of market users have attended events or 
activities at the market.

• Of these, 65% have attended Christmas events, 
39% activities for families/children and 25% charity 
fundraisers.

• Vulnerable market users are more likely to attend 
events/activities at the market than non-vulnerable 
market users.

M3, FG1:  I get a bit tired… I want to sit 
down. So café facilities are important.  
And you want to people watch.  

FC, FG1: We’ve sat on the benches in the 
market, you know, at one stage my sister 
was so bad she used to say, “Let’s walk to 
the next bench”, and she’d have to sit 
down. 

M1, FG2: Benches, yeah. You can meet 
everybody in the world there can’t you?

M2, FG1: They’ve also added the toilets
here, haven’t they?  In terms of facilities…. 
Which is good.  



Strongly agree or agree that when they visit Bury 
Market…

They feel safe 99%

They feel welcome 98%

They feel they belong 92%

They feel less lonely 77%

Strongly agree or agree that 
Bury Market…
Is an open and welcoming 
space for all -- 99%

The overwhelming majority of market 

users feel safe, welcome and like they 

belong at Bury Market. • Lower socioeconomic groups, 
vulnerable groups and white ethnic 
groups are more likely than others to 
feel less lonely at Bury Market.

• White ethnic groups are more likely 
than BME groups to feel welcome at 
Bury Market.

Trader: “He was a customer, and slowly but surely, over a period 
of time, he stayed longer and longer on his visit, and then he 
started serving. It’s because he doesn’t want to sit in and watch 
the four walls. Now I know off the top of my head, there are 
about five or six stalls where this is happening, where he’s happy 
to do it. I trust him implicitly, he’s good at what he does, I’ll get 
the coffees and buy his lunch, and he gives a bit of service. Now 
you can’t do that elsewhere, can you?”



The vast majority of market users say Bury 
Market an important part of local identity, a 
community hub and is very important or 
important to them

99% of market users strongly 
agree or agree that Bury Market 
is an important part of the local 
identity.

95% of market users strongly 
agree or agree that Bury Market 
is a community hub.

Bury Market is significantly more 
important to market users than 
other community facilities such 
as the library or park, and 
somewhat more important than 
other retail and food outlets.

Community facility Very 
important/ 
important

Bury Market 93.7%

High street / shopping centre / 
supermarket

84.2%

Pub / café / restaurant 80.4%

Park 59.8%

Library 51.2%

F3, FG2: [Bury would] be lost without the market. We’d be nothing. 
F2, FG2: It’s a focal point .



Bury Market is irreplaceable for 
70% of market users

70% of market users say they wouldn’t 
use another market if Bury Market 
wasn’t here anymore. 10% said they 
would visit Bolton Market instead.

FC, FG1: I’d be very sad [if Bury 
Market shut down].

F3, FG2: If anything happened to it, I’d 
be lost. It’s part of life… I’d do 
everything I could to stop it shutting.

What would you miss about 
this market if it wasn’t here 
anymore? 
(top 10 responses)

Other 22.8%

Everything 22.6%

Specific stalls 14.3%

Variety 12.7%

Community 12.5%

Atmosphere 11.7%

Meeting/socialising 9.7%

Meat 8.5%

Affordable 7.1%

Fresh produce 6.7%

What impact would it have on you if this 
market wasn't here anymore? 
(top 10 responses)

Upset/sad/devastated 13.5%

Find somewhere else 12.1%

Miss it 8.5%

Other 8.3%
Negatively impact market 
identity 6.7%

Negatively impacts social aspect 6.5%

Wounded/heartbroken 6.5%

No impact 6.3%

Loss 5.1%

Nowhere to go 4.6%

Negative community impact 4.6%



Just 16% of want to see changes at 
Bury Market

Out of the 16% of market users who 
answered ‘yes’, the main responses were:

• Lack of cleanliness or availability of the 
toilets (mentioned by 13.7%).

• Lack of seating or benches and seating 
under cover (mentioned by 2.7%).

Other things raised were:

• Lack of security/police on market days. 

• Parking and the cost of parking.

• Overall structure  of the market which 
they felt needed to be refurbished.

• Wider variety of stalls – too many food 
stalls.

• Need to extend the opening hours.

• Being able to pay by card and/or more 
cash machines.

• Should be no smoking in the market 
and/or by the door.

• Outside ramp is uneven and slippery.



5. Summary of findings, 
recommendation and discussion



Some reflections – from 
focus groups

Focus group members hostility to ‘gentrified’ Radcliffe Market. 

“You’re not messing with another bloody market!” (FG1). 

“The market now, it’s like the olden days. You go on and it’s real and nice” (FG2).

Dislike of using cards -- cash please.



Some reflections – from a 
trader
“The market makes us different [as a town centre]…. I think [the market]’s one of the main 
draws for the town.  It’s known as a market town, we’ve got the best market.  I think it’s 
massive.  I think it differentiates us from any other town centre.”

“There’s a lot of traditional stuff that’s still very successful, but it’s just picking out those bits 
that are and picking out those bits that need to change.  I think you’ve constantly got to have 
both going on.”

“It’s about image and atmosphere and all of that, and I don’t want Bury Market to become so 
posh that it’s not accessible to all the people that wander about in Bury now and the local 
market. If we had a mixture of both, because Bury does have a reasonably good number of 
people who live around the town centre, and some quite deprived areas.” 

“You can’t move atmosphere and you can’t buy atmosphere.  A market is a market… it’s 
supposed to be a market and gritty.”



Some reflections – from the user 
survey (1)

The market has a very loyal customer base (52% coming for over 20 years). 

Over half market users do at least half of their food and drink shopping at the 
market, and they are highly likely to buy fresh food (meat/ fish, fruit/ veg). 

Market users value the quality of market food and drink very highly. 

While the overall profile of market users is in the older age brackets, over a fifth live 
with children. 

Only 4% of market users come by coach.

Bury Market does not reflect the ethnic composition of the town.



Some reflections – from the user 
survey (2)

The variety of produce available is well reflected in users’ purchases. 

The market is hugely important to the town centre: market users spend a 
considerable amount of money inside and outside the market, generating an 
economic impact for the rest of the city centre.

The findings really show the extent and manner in which the market is a place for 
sociability. And people overwhelmingly feel welcome at the market.

For the majority of its current user base, Bury Market is irreplaceable; many people 
said they would be ‘lost’ without it.

Very few users want to see changes at the market, and of those that do, it is really 
just the basics of more/cleaner toilets and benches.



Some reflections – from 
interviewees (1)
“So I think cheap and cheerful, it’s always what good markets have, a bit of cheap and cheerful about them and it needs 
to keep some of that…. We don’t see it as a wholly Altrincham type operation where it’s full of baristas stroking beards, 
we still want it to have that it appeals to a particular demographic of people from the north of England.”

“From our perspective it’s a case of we’ve almost reinvented ourselves over the last few years by attracting the coaches 
and becoming a tourist destination. The other challenge is getting the locals to come. It’s highlighted this time of year 
that the locals don’t support the market enough.”

“People in the town are rightly proud. The market makes us rightly proud.”

“Bury punches well above its weight in terms of cultural offering. The market is that background, 
ever present thing. If it was ever even in danger – the market – we’re endangering the town.”

“Don’t kill the goose that laid the golden egg.”

“Don’t throw the baby away with the bath water.”

“Markets inhabit a fragile ecosystem.”



Some reflections – from interviewees (2)

Governance and management issues

• The market has until recently been left to get on with it -- pros and cons to this. But 

the market is no longer being taken for granted.

• Frequent administrative changes in the Council executive have made things 

difficult.

• The work of the management team is highly praised.

• The task and finish group has helped bring traders, management and council 

leaders together. 

• It earns a tidy sum for the Council normally in excess of £1 million per annum.

• But the funds received have been sufficient only for necessary maintenance.



Some reflections – from interviewees (3)

• Facilities and infrastructure -- Signage and connectivity to the bus station 
and other parts of the town centre are poor. 

• Market traders -- More work needs to be done, by traders too, to bring more 
‘local’ people in.

• Market offer – This should be expanded, for example through the 
construction of a ‘flexi hall’ for displays, exhibitions, demonstrations, etc.

• Market users – More diversity needed

• Retail environment -- Competition from Mill Gate Shopping Centre provides 
an unwanted challenge.

• Town centre -- The Bury 2030 Strategy will inevitably impact on the market.



Recommendations from the project 
team (1)

• Governance and management issues -- The Council should ‘reward’ the market by 

ploughing back more profits into repair and improvements to basic infrastructure.

• Stability should be brought to the market’s organisational berth within the Council – there 

is no perfect home.

• The good work of the task and finish group should be translated into a sustained attempt 

to reinforce the appeal to traders of their association. 

• We hope that the owners and managers of Mill Gate Shopping Centre will recognise the 

importance of a strong market to their own success.

• Facilities and infrastructure -- While some may see a big opportunity for change now, our 

findings suggest any change should be incremental and focused on the basics (toilets, 

benches, signage, etc.).



Recommendations from the 
project team (2)

Market offer and market users – Safeguard existing strengths and current 
customer base. 

General recommendations

Danger of being trapped into a discourse of change -- and of contracts with consultants who might 
have a different vision of a successful market. On all fronts, Bury Market is performing extremely 
strongly.

Concern that the ‘Altrincham model’ might be applied unthinkingly. 

Other markets that have been rebuilt provide an object lesson. 

Master planning for Bury town centre must put the market at the forefront of its concerns. 

A careful balance needs to be struck. 

Remember that the glass is much more than half full.



Potential issues to discuss

1. Have we missed out or misrepresented any key issues?

2. What new information and insights does this research provide?

3. How can the council, traders and others make use of this research?

4.    What wider constraints, challenges and opportunities are there? 

5.    Next steps, including any relevant updates and ideas.


