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MARKETS BREATHE LIFE INTO 
CITIES ACROSS EUROPE  

MARKETS ARE A KEY DEVELOPMENT TOOL FOR DRIVING URBAN REGENERATION, 

SUSTAINABLE LIVING, EMPLOYMENT AND ENTREPRENEURSHIP IN CITIES. 

PELLENTESQUE EU LOREM. NULLAM LECTUS LACUS. 

 

   

 

 

 

Many cities across Europe have 
recognised markets are important 
parts of their local economies, and 
many are realising they also provide 
huge benefits both culturally and 
socially, too. Markets offer and create 
incredible opportunities and the goal of 
this URBACT Markets European 
project is to provide best-practice 
cases to help cities create action plans 
they can use to regenerate local 
communities, develop sustainable 
living, and to create jobs and business 
in and around markets. 
 

Our belief is that a key lever to creating healthy 

cities lies in the development of marketplaces, 

and that’s why we need to breathe life into our 

cities by developing better marketplace 

practices.  

 
This project aims to harness the power of local 
urban markets to highlight and answer three HOW 
questions:  
 

1. How can markets be used as a tool for 
regenerating cities and specific 
neighbourhoods? 
 

2. How can markets improve local 
sustainable living? 
 

3. How can markets generate economic 
wealth and jobs? 

 

The project was launched in May 2012 and is due to 

end in February 2015. Our project’s ultimate 

objective is to create and implement action-plans 

using best practice marketplace policies gleaned 

from European cities in order to improve and build 

better cities.  
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MARKETS FOR CITIES & PEOPLE 
KEY POINTS OF STUDY:  
 
During the first phase of the project up until 
October 2012 we will be identifying the 
state-of-the-art in partner cities. The three 
core issues related to our project will each 
be led by a partner city: 
 

1. Town centre regeneration  
 

Barcelona will head working groups in the 
area of town centre and market 
regeneration. Some focal study points here 
are covered by three aspects of market 
regeneration:  

 
1. The social impact of market renewal on 

neighbourhoods, especially for improving 
disadvantaged communities and focusing 
on how markets can be used as integration 
tools for community development. 

 
2. Market regeneration can be used as a tool 

to develop urban plans for communities and 
whole cities, so too the remodelling of 
historic buildings for markets, with related 
issues concerning their conservation as 
cultural heritage, and how to use markets as 
tools for resolving wider city services 
planning or transportation and mobility 
issues within cities, like car parking. 

 

 
 

3. Markets and their economic impact through 
cities’ capital investment policies, the role of 
public private partnerships on market 
regeneration and ways to develop markets 
through tourism. 

 

2. Sustainability and local supply 
 
The second project challenge area will be led by 
London. This will explore aspects related to 
sustainability and local supply: 
 

1. In terms of social impact the focus of study 
will be how to improve the quality of life in 
general for communities involved with 
markets and how these can become more 
integrated into cities, for example enhancing 
the urban-rural networks that are essential 
to market supply chains.  
 

 
 

2. Low carbon economies like the ones 
markets often make use of have important 
benefits for urban areas. Part of this 
question would also examine markets’ 
storage and waste management systems 
approaches to sustainability and supply 
chain issues, but so too related questions 
exploring the way rural communities can be 
integrated better into this urban-rural supply 
relationship. 

 
3. The economic aspect and the relevance of 

zero-kilometre supply chain systems for 
sustainability and related issues to 
environmental-friendly or green branded 
products and produce could also be a huge 
selling point for urban markets. This area of 
study could also focus on the sorts of 
facilities found in markets that enhance 
sustainability.  

 

3. Jobs and business  
 
Torino will lead the third focus area addressing 
issues related to employment, entrepreneurship and 
business. 
 

1. The creation of business opportunities and 
especially jobs in markets and their related 
direct and indirect economic benefits is a 
core issue that many cities want to address, 
especially given the backdrop of the current 
recession. 

 
2. There are also economic synergies that 

neighbourhoods with successful markets 
can use to leverage local economies and 
this can have much wider positive effects on 
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the local high street and immediate 
community. 

 
3. Another focus area to be studied includes 

how to develop brands and other 
commercial strategies to create consumer 
preferences for marketplaces and enhance 
their overall attractiveness for consumers. 

 
 

 
 
 
 
COMMON ELEMENTS 
 
These three core areas of interest share certain 
common aspects like the different types of 
management structures used for markets’ 
organisation and stakeholder engagement, different 
financing mechanisms available, and  
communication strategies and tools that might have 
wider reaching aims including, say, how to generate 
healthy eating habits. 

 
 

 

 

PARTNER MARKETS AT A GLIMPSE 

 

 

 

  
 

 

 

Barcelona 39 indoor food markets and 4 specialist outdoor markets 

London Over 160 indoor and outdoor markets  

Torino  42 outdoor markets and 6 indoor markets 

Plovdiv 

Suceava 00,0 00,0 00,0 00,0 00,0 00,0 
 

10 outdoor mixed markets  

4 indoor markets and an outdoor market 

 

WHY LOCAL STAKEHOLDER 
PARTICIPATION IS SO 
IMPORTANT  

 
What makes markets interesting regarding 
best-practise and their effectiveness as urban 
development policy tools is the fact that they 
involve many different types of stakeholders, 
and our project aims to embrace their views 
and experience to explore markets’ full 
potential. 
 
During the project’s duration, until February 
2015, partner cities’ representatives will be 
working closely with local stakeholders like 
health agencies, refuse system managers, 
local authorities, neighbourhood associations, 
traders, market managers, etc.  

 

The initial phase of the project scheduled until 

October involves creating a state-of-the-art study 

on the key best practices currently being used in 

partner cities. The end of this first phase will see 

the publication of a report or so-called baseline 

study detailing current knowledge. The second 

phase is called the implementation phase and 

here each partner will be drafting their own action 

plans based on their local markets’ needs.  

 

One of the keys to both the development and 

implementation phase is participation at the 

local level. Stakeholders will be key players in 

this process and partners will be holding 

numerous support group meetings to generate 

best-practise and select action plans 

 

 .   
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CHALLENGES FOR CITIES 
 

 

Urban markets come in all shapes and 
sizes: indoor or outdoor, specific to a 
particular product or type of foodstuff 
or mixed, located in the same place or 
travelling. But urban markets all share 
some things in common: they happen 
in local communities, they provide a 
source of jobs and local wealth, they 
provide a link to local produce and 
products, they embrace the way 
people live and work in communities, 
and they are also shop windows for 
cities and different areas of cities in 
general. In short, markets breathe life 
into cities.  
 
 

 
 
 
URBACT Markets aims to understand 
and explore the role of urban markets as 
key drivers of change in terms of the local 
economic development and regeneration of 
specific market neighbourhoods and 
sustainable supply chains with local 
producers of goods and produce. 
 
Each of the partner cities faces different 
local realities and needs. Our challenges 
might be different but by pooling best-
practice and working together we can find 
solutions for markets in Europe’s cities. 
 

 

 

 

 

Partners express their local 
stakeholders’ interest at 
URBACT Markets Barcelona 
kick-off meeting   

Last June, 2012, representatives of five 
European local and regional 
governments and their respective 
markets met in Barcelona for the 
URBACT Markets kick-off meeting at 
the emblematic Santa Caterina Market. 
Taking part were lead partner 
Barcelona, London, Torino, Suceava 
(Romania) and Plovdiv (Bulgaria). 

 
Representatives were told by URBACT 
Secretariat programme manager Melody Houk 
that many cities across Europe would be 
anxious to learn and implement the sorts of 
best-practice learning that would come out of 
this project.   
 
All the partner cities’ representatives (see 
picture below) said their local stakeholders were 
very excited about working on the project 
because of the expected high impact of the final 
action plans. 
 
The kick-off meeting agreed to extend the 
partner cities network by up to seven new 
applicants.  
 
Now the city representatives will engage with 
local stakeholders in their cities to develop and 
identify the sorts of best-practice they can offer 
other European cities that want to use markets 
to develop their urban quality of life. 
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PARTNERS IN OUR PROJECT  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Barcelona 

Barcelona is the capital of Catalonia and located in 

the north-east of Spain. Centre of a southern euro 

region of some 17 million inhabitants, it is also the 

capital of the Mediterranean Rim and home to the 

EU’s Union for the Mediterranean (UPM). With 1.6 

million inhabitants and a surface area of 100 km2 

and 5 million inhabitants in the metropolitan area, 

Barcelona is forward-looking, innovative and 

cosmopolitan. Its culture and traditions remain key 

drivers as it looks to specialise in knowledge 

intensive business sectors. Its culinary heritage is in 

part thanks to its extensive network of 39 food 

markets. According to the benchmark 2011 

European Cities Monitor, Barcelona has the best 

quality of life in Europe. 

 

Managing Authority 

Barcelona’s markets are owned by the City and 

managed by the Institute of Municipal Markets in 

cooperation with stallholders, traders and vendors. 

 

 
 
London 

London is the capital of England and the United 

Kingdom (UK). It is the UK's - and Europe's - largest 

metropolitan area with a population of over 7.5 

million people. London is a leading global city and 

home to the headquarters of some of the world’s 

leading commercial and professional organisations. 

It is a major touristic destination for both domestic 

and overseas visitors. London has over 160 indoor 

and outdoor markets ranging from traditional street 

markets to farmers’ markets and specialist markets 

for antiques, books, handcrafts, etc. Portobello 

market, Brixton Market and Borough market are 

among the most internationally renowned markets 

and attract millions of visitors every year.  But 

BARCELONA’S LOCAL 
CHALLENGES 

We face challenges in 3 key areas: 

 In terms of regeneration, we are 

keen to apply new best-in-class 

sustainable practices to market 

renewal processes, with special 

challenges in terms of the 

development of our 4 non-food 

markets and specialist markets, 

amongst them an open air market 

currently being built, which are likely 

to require new policy measures to 

ensure product quality. We also want 

to create stronger engagement with 

neighbourhoods that surround 

markets.  

 We need to adopt measures to 

create more efficient and sustainable 

supply chain systems, and the 

fostering of biological products and 

environmental footprint measures. 

Another challenge is the adoption of 

selective waste collection and 

environmental buy-in from market 

stakeholders. Finally, the city needs 

to develop technology solutions to 

create sustainable purchasing and 

create healthy eating habits, 

including wider health authority 

campaigns. 

 Challenges also come in the form of 

traditional retail practices which need 

to be overhauled and adapted to 

meet customer centric needs both in 

terms of products and services. 

Specifically, it faces challenges 

regarding the fit between convenient 

shopping timetables for customers 

and the sorts of opening times that 

this sector has traditionally offered. 

This has a knock-on effect in terms 

of new customer segments that we 

need to attract, especially a younger 

health conscious customer. 
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smaller local 

markets also 

contribute directly 

to the vitality of 

their local 

neighbourhood 

and revival of the 

town centres.  

Managing 

Authority 

Greater London 

Authority (GLA), 

represented by the elected London’s Mayor and the 

London Assembly, is the strategic authority with a 

London-wide role to design a better future for the 

capital.  

 

Torino 
 

 
 
With 908,000 inhabitants and 1.7 million considering 
the metropolitan area, Torino is one of the most 
important cities in Italy and the capital of the 
Piemonte Region. With its Roman origins, the new 
millennium brought a need for transformation which 
changed the face of the city from an urban as well 
as environmental point of view, boosting its cultural 
and tourist offer and improving citizens’ quality of 
life. Torino’s extensive markets system, including 
Porta Palazzo -the largest open-air market in 
Europe-, has to face the same renewal challenges 
undergone by the city. 

Managing Authority 

The markets in Torino are publicly managed by the 
city’s Markets Department in collaboration with 
representatives of the traders and vendors  

Plovdiv 
 
Plovdiv is the second biggest city in the Republic of 
Bulgaria with a population of 338,145 inhabitants. 
The town is situated in south-central Bulgaria on the 
two banks of the Maritsa River. The city has a well-
developed economy with scientific institutes, 
universities, an international fair, airport, financial 

institutions, a duty free zone, stock exchange 
market and cultural institutions.   
 

 
 
It has a rapidly developing commercial sector and 
10 mixed markets. 

 
Managing Authority 

The City of Plovdiv is the owner of the market 
infrastructure and this is managed by the Municipal 
firm “Municipal markets”.  

Suceava  

Suceava is in the Northeast part of Romania, 450 

km from Bucharest. It is the capital of Suceava 

County. With a surface of 52 km
2
 and 106,753 

inhabitants, it lies on the E85 European road, in a 

highland area.  

 

Suceava has a number of UNESCO heritage sites 

including 14
th
 century orthodox monasteries and 

churches, monuments, etc. The local industry is 

based on glass and wood manufacturers, textile, 

spare parts, and construction materials. This is a 

beautiful tourist area located in a region which is 

famous for its wild nature, forests and hills.  

Managing authority 

The Ministry of Regional Development and Tourism 

is in charge of the city’s markets. 

http://en.wikipedia.org/wiki/Maritsa_River


 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 URBACT is a European exchange and learning 

programme promoting sustainable urban 

development. 

It enables cities to work together to develop 

solutions to major urban challenges, reaffirming the 

key role they play in facing increasingly complex 

societal challenges. It helps them to develop 

pragmatic solutions that are new and sustainable, 

and that integrate economic, social and 

environmental dimensions. It enables cities to share 

good practices and lessons learned with all 

professionals involved in urban policy throughout 

Europe. URBACT is 181 cities, 29 countries, and 

5,000 active participants 

 

 

 www.urbact.eu/project  

 


