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CITIES LOOK TO CREATE 
INTERNATIONAL DAY OF 
MARKETS IN SPRING OF 2014 
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Barcelona, Venice and Florence are 
leading an exciting new project to 
create an International Day of 
Markets. These three cities 
represent different European 
markets projects (URBACT Markets, 
CENTRAL Markets and 
MARAKANDA, respectively), which 
are designed to harness the power 
of markets and make them the 
social and economic heart of cities.  
These cities are currently engaged 
in lobbying international 
institutions to get their support for 
an International Day of Markets to 
be held in the Spring of 2014, which 
will be one of the most visible 

results of the URBACT Markets 
project internationally. 
     The idea is to champion the role of markets 

as catalysts for urban regeneration and social 

cohesion.  

 

A Manifesto has been drafted and we have  

some 25 cities already signed up. The 

Manifesto sets out a proposal for creating an 

International Day of Markets with the active 

participation of signatories and other cities that 

believe markets can help change urban quality 

of life. The activities will be organized by 

signatory cites on the same day, which is yet to 

be specified, although it would be most likely in 

the Spring of 2014, and this Day is designed to 

http://www.urbact.eu/markets
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be a yearly event. Other cities or organisations 

are also going to be encouraged to take part, 

too.  The signatory cities will have a common 

logo and there'll also be a shared website to 

promote the initiative. 

 
To celebrate and highlight the role 

of markets 
 

Just to get an idea of how important markets 

are, data from 2008 shows there are 25,000 

retail markets in Europe (including open-

air/street and covered markets) with more 

than 450,000 retail market traders and 1 

million people earning their living from 

markets, generating a turnover of more than 

40 billion €. The International Day of Markets 

wants to highlight the importance of this sector 

for cities. But the International Day of Markets 

really wants to showcase the socio-economic 

benefits that result from retail markets within 

local economies and communities, especially 

for their role in fostering a “sense of belonging 

to a neighbourhood” and the fact they are so 

important for integrating the elderly, 

immigrants and people at risk of exclusion.  

 

 
 

The International Day of Markets will 

highlight the benefits of markets to society. 

 
 

The economic benefits, says the Manifesto, 

range from boosting employment, new SMEs 

and entrepreneurship, or helping urban 

regeneration and promoting culture and 

attracting tourism, especially related to 

gastronomy and culinary traditions, besides the 

benefits in terms of the quality of foodstuffs 

available and also the ability to monitor food 

standards and quality control measures.  

Signatory cities want to protect and strengthen 

the role of markets because of the advantages 

outlined above, and one way of doing this is to 

celebrate their role by holding an International 

Day of Markets. The festivities are also 

designed to get local government to put 

markets on their political agendas by 

integrating them in urban planning strategies 

and allocating investment budgets to them.  

    But, importantly the signatory cities want to 

encourage the EU to recognize the relevance of 

markets culturally, socially, economically and in 

terms of their environmental value by creating 

provisions in the EU’s budgets especially for 

markets. Overall, this International Day of 

Markets should engage different stakeholders 

and put the issue of markets firmly on 

European, national, regional and local 

stakeholder agendas. 
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Toulouse meeting builds bonds 
 

 

 
 
Last November URBACT Markets 
partners came together in Toulouse to 
discuss key issues defining their project. 
The group were given a summary of the 
thematic Guidelines recently completed 
by experts from Barcelona, Torino and 
London. The group heard about the next 
crucial steps in the project and saw how 
fundamental these will be in defining 
the outcome of the project. Particular 
attention was given to the Local Action 
Plans and how Local Support Groups 
can influence Managing Authorities in 
the definition of policies. Participants 
also got the chance to visit some of 

Toulouse's emblematic markets. One of 
the outcomes was a common SWOT 
(see page 6) 

  

Partners work towards critical 
Local Action Plan stage  
  
One of the key stages in the URBACT markets programme is currently underway: 
creating Local Action Plans that will shape the future of partner cities for the 
coming years. At the end of 2013, URBACT thematic guideline experts from 
Barcelona, Torino and London published their analysis on the state-of-the-art in 
each of the key areas under the URBACT Markets umbrella: employment and 
entrepreneurship, low carbon environments and town centre regeneration. Now 
partners are incorporating some of these ideas into their Local Action Plans. 
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Over the last months partner cities have been busy 
considering the relevance of thematic guideline 
knowledge generated through the URBACT Markets 
project for their Local Action Plans with the help of 
Local Support Groups. 2014 will be a key year for 
this project and cities will be working hand-in-hand 
with local support groups to develop their Local 
Action Plans. But in order to do this cities need to 
engage their stakeholders.  
 
So, this stage in the process will be marked by a 
general communication drive to explain the Local 
Action Plans being developed, including partner 
press conferences, social media, lobbying, and 
creating a local newsletter for stakeholders. 
 

Key steps: Communication, Action 
plans and lobbying local managing 
authorities 
 
Local Action Plans have to be completed by the 
beginning of 2015 so making sure that markets are 
on the local political agenda is key to the success of 
the project. The thematic guidelines and knowledge 
generated by the lead thematic experts will be 
fundamental to the creation of these local action 
plans because it is through these that knowledge 
transfer can effectively take place. 
 
These thematic guidelines published 
(www.urbact.eu/markets) on the role of markets 
and their benefits in terms of urban regeneration, 
employment and entrepreneurship, and as tools to 
create more sustainable low carbon environments 
provide local support groups new inputs.  
 
Also high on the URBACT markets' priority list over 
the next quarter is the lobbying of local managing 
authorities. These oversee the development of 
urban markets so it is fundamental that decision-
makers and those with political authority for 
markets get to understand what URBACT markets’ 
best-practice looks like, how this can be 
incorporated into Local Action Plans for markets, 
and finally what positive effects are likely to be on 
the key areas of sustainability, employment, and 
urban development.    
 
Importantly, partner cities are currently planning 
study visits like the one organised by Barcelona last 
autumn, with Wroclaw next 3-4 April and London, 
in July, already scheduled. 

 

Partners are also engaged in the Mid-Term Review 
which is designed to stimulate a process of 
reflection at the mid-term stage and assess 
progress on each of the work packages defined in 
the URBACT markets project. The information 
collected will help develop improvement plans, 
adjust workflows and feed into the re-programming 
exercise for 2014. The Review consists of two 
questionnaires for all partners to complete, ideally 
involving local support group inputs to give a wider 
perspective. This process should be completed this 
February for the Lead expert to collate results and 
report back to the URBACT Secretariat. 
 
 

 
 
 
 

Common SWOT shows 
URBACT Markets cities 
share key interests  
 
Toulouse played host to an URBACT Markets 
meeting earlier this fall and one of the most 
interesting results was a common SWOT 
analysis just published on the URBACT Markets 
mini-site. 
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Perhaps the key finding is that although all the 
cities involved in the URBACT Markets project 
are unique in terms of their markets 
infrastructure and local conditions, they all 
share a number of key strengths, weaknesses, 
threats and opportunities. URBACT Markets  

 
One key finding was that partners believe in 
the role of markets as drivers of social 
interaction in their cities, in other words they 
see their markets as central to community life, 
a place where citizens come together to create 
social capital. 
 
Some of the other strengths common to all the 
members was the variety of products and local 
produce sold and the fact that markets help 
the development of the areas around them.  
 
Weaknesses included the fact that customers 
segments were mainly elderly people and that 
in general there was a resistance to change to 
newer commercial practice, like more flexible 
opening times.  Another was a lack of group 
strategy by markets, for example, offering 
loyalty programmes. 
 
Members identified a range of opportunities 
related to markets, especially in and around 
the areas of sustainability, revitalization 
strategies and other issues related to job 
creation.  
 
Importantly, getting the balance right between 
tourism and local citizens' needs and the need 
to communicate more fluidly with customers 
and other stakeholders, especially through 
digital medias and PR, also figured under the 
threats section of the SWOT.  
 

COMMON SWOT ANALYSIS  
developed during Toulouse meeting 
 

STRENGTHS  
• Markets are places of social 

interaction  
• Affordable and convenient prices  
• Variety and quality of product.  
• Wide range of prices  

• Local products are sold in the 
markets  
• Positive economic impacts on the 

neighbourhood  
 
 

WEAKNESSES 
• Resistance to change  
• Lack of investment in infrastructure  
• Absence of group strategies  
• Opening hours  
• Elderly consumers  
• Perception of high prices  
• Accessibility 
• High investment needed for the 

market renovation 
• Lack of loyalty programmes 

 
 
OPPORTUNITIES  

• Develop local suppliers/local 
producers 

• Try to modify consumer behavior 
• To involve politicians in markets  
• Tourism and the attractiveness of 

markets 
• Revitalization of the neighborhood 
• Sustainability 
• Consumers loyalty to markets 
• Increase new workplaces and new 

jobs 
 
 
THREATS  

• Competition of direct sellers 
• Not enough local products in cities 
• Balance between citizens and 

tourists 
• Lack of common agenda of markets 

and retail commerce 
• Economic recession/ drop in 

consumption 
• Competition of supermarkets  
• Lack of communication and digital 

plan, communication and PR 
activity  



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 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  

 


