
Town Centre Management

A tool to develop city's attractiveness 
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Neuville sur Saône
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Food customercatchmentarea: 
29 000  inhabitants

Non food customercatchmentarea:
66 000 inhabitants
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202 professional cells (194 are in activity)

- Turnover : 30 millions Euros

- A weekly market

Neuville sur Saône town centre
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A town centre management structure
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Town centre manager: Céline Le Toux

Deputy Town centre manager: Katarzyna 
Szafranska

3 urban stewards

übiannual board of directors

ümonthly steering committee

üMonthly technical committee with partners

üϵ170 000 operating budget

A public/privatepartnershipstructure since2004



8

Why?

React against 2001 crisis

Anticipate and control a complex environment with multiple 
actors

Improve reactivity

A political will for permanently involving economic actors 
in the elaboration of the urban strategy
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How ?

An interactive development process in a multidisciplinary 
partnership approach

Analysis, evaluation and measuring tools

A dialogue and anticipation process

A controlled process
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An interactive developmentprocess

Strategy is built from partners' shared vision and from
situationdiagnosis(SWOT)

Detailedandclearobjectives

A pluriannualaction plan (projectsplan) structured by steps
andby strategicalaxis,on whichpartnersconverge
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Professionnal activities' and transferable areas' map

Activities, at stakes sites, pedestrian circulation loops

Purchasing behaviour enquiry

Satisfaction enquiry

Survey on activities' development potential

Management tool for town centre dysfunctioning statements 
Cleanliness, green spaces, rubbish, cumbersome objects, Graffiti , urban furnitures, 

damaged road

Measure of pedestrian flows

Survey on professionals

Activities living status

Loyalty card

Analysis, evaluationand measuring
tools
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A dialogue and anticipation process

With economic actors:
where use logics meet interest logics 

- Prior to actions and projects (socio-economic feasability and challenges)

- On day-to-day basis

ACT

With landlords and land operators

With users (inhabitants, visitors, tourists) 



External evolutions, 

environment 
Partners' strategies

Town centre development
shared vision

Objectives 
to reach

Actions 
plans

Monitoring

Gaps 
analysis

Corrective Actions

Observation 

tools

A controlledprocess

Working 

groups
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Stepsmade since2003
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Initial situation

Between 1991 and 2001 : 
25% retailers less

Turnover drop: - 30 %    
Commercial attraction rate: - 40 %
Traffic congested city at peak hours
Unavailable parking spaces
Mineral city with non harmonious urban furniture
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Commune

Januaryto September2003 

public/privatepartnershipset up

Sharing of a commonshort, medium and long term strategicalvision

Researchof experiences

2003 ς2004 : Deux années de préparation2003 ς2004 : Twoyearspreparation
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2003 ς2004 : Twoyearspreparation

September  2003  to December 2004 

Development of the first strategical plan 
At the heart of the system : town planning actions in accordance with commercial situation, market 

aknowledgment, economic development potential and shared vision of the town centre.

Town centre visual identity creation: « An open-air shopping center»

Accessibility

Commercial 

offer (local 

retail trade)

Town

planning

3 axis

Parking spaces

Pedestrian accessibility

Signage

Collaboration between 

technical services of 

town and retailers for 

managing 

dysfunctionnings

Urban furniture



2005 ς2009 
Six yearsurbanprocessing

6 strategical axis led in parallel through actions 

Accessibility

Commercial 

offer (local 

retail trade)

Town

planning
Employment Tourism Services 

Parking spaces

Pedestrian accessibility

Delivery

Activities

Competitiveness

Animation

Promotion

Urban furniture and 

quality of life, 

establishments, 

surrounding of retails, 

ZPPAUP (built heritage 

sites protection)

Population, 

Purchasing power, 

activity

Heritage, 

Hotels and 

restaurants, 

Leasure

Cleanliness, security, 

administrative 

services, health, 

culture

A global approach for gaining better town centre and retails' 

attractiveness
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Pedestrian access

2005 ς2009 
Six yearsurbanprocessing



20

Shop windows and delivery spaces' evolution 

2005 ς2009 
Six yearsurbanprocessing
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« Rue de la République »

2003 2010

2005 ς2009 
Six yearsurbanprocessing


