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Basingstoke Market
Making the top of the town the talk of the town
Article: Kirsty Flatt

A

s is the case with many
urban areas in Britain,
developers have invested
in large, out of town retail
areas, often with free parking or
bus services, which can affect the
traditional heart of the town.
This is true of Basingstoke, a large town
situated in South East Hampshire. Having
housed some of the London overspill
from the Second World War, it continued
to grow rapidly in the 50s and 60s. When
a large, prestigious undercover shopping
precinct was proposed, the town naturally
seized the opportunity, leaving the town
centre now on the fringes in terms of a
retail centre.
The Top of the Town area of Basingstoke
is one such area. It has remained very well

maintained and boasts a museum and
theatre as well as a refurbished market
square. Within the vicinity there are lots of
office buildings including the Civic offices,
plentiful car parks and is well served by
public transport. This accumulation of
assets should make for an ideal trading
area, but many of the traders in the nearby
shops are independent retailers and are
struggling to compete with the chain stores
in the new development.
Basingstoke market has been recorded
in the Domesday Book of 1086 and
has held a regular Wednesday market
since 1214, with the Royal Charter being
established in 1622.
In April of this year, Hughmark Markets,
under the leadership of Lew and Lee
Hughes, were appointed by Basingstoke
and Deane Council as Specialist
Consultants to run both the Wednesday

and Saturday Markets. I caught up with
them during one of the Wednesday
markets to find out about what changes
they had made and what they had
managed to achieve in six months.
Lew commented, ‘When we
commenced our association with
Basingstoke and Deane Council in
April this year, our brief was to grow
the Wednesday and Saturday market,
introduce periodic specialist markets and
create, as a team effort, a new interest in
visiting the area known as the Top of the
Town. None of us were under any illusions
that this would be an overnight success
story and in the initial period, lots of hard
work and effort were required to make
even small steps to the ultimate goal of
increasing footfall and spend in this area of
town, not just for the market but for all the
retailers in the area.’
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