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3:
A CITY REVEALED 
THROUGH A NEW CITY
INFORMATION SYSTEM

Introduction – key issues
Information plays an essential role in ensuring 
that residents and visitors – whether here on 
business, for learning or for leisure – make 
the most of their time and have an enjoyable 
experience of Bath. A city information system 
not only helps people to understand, access 
and enjoy the city, it also has a vital role 
in attracting new visitors and ensuring the 
journey to and from the city is as easy and 
stress-free as possible. Information is the 
means by which people can understand and 
interact with the physical place.

The requirement for a world-
class information system for Bath is 
unquestionable. There are three essential 
factors that make a compelling case for 
putting a coherent, high quality information 
system at the heart of the city’s future 
revitalisation. These factors have emerged 
through preliminary research and 
observation. It will be essential to undertake 
testing and market research to evaluate and 
evolve the proposed strategy, basing it fi rmly 
on an evidence base. This research could 
include visitor profi ling, pedestrian modelling 
and demand forecasting for products and 
services. The quantitative and qualitative 
results will form a solid base for developing 
projects. 

Meeting user needs. This is an 
information-rich age. It has never been 
easier to access information and the 

means by which people can search, 
access and interact with information 
has never been more sophisticated. 
Increasingly, we demand and expect 
information that is tailored to our 
interests and needs and often we 
research and want to experience a city 
even before we have decided to visit.

Painting a picture of Bath. Many 
visitors struggle to fi nd and experience 
the Bath they expected. The area 
visitors explore is often limited, with 
many feeling disorientated when 
straying far from the key retail spines. 
There is evidence of “I’ve done the 
Baths, what else is there?” syndrome, 
indicating a gap in how the city, its 
destinations and spaces are revealed 
and understood.

Communicating the city. The quality 
and design values underpinning 
existing information do not represent 
or interpret the values and attributes 
of Bath as a city. Information is 
not consistent or designed as a 
coherent system, leading to a lack 
of understanding of the city as a 
whole. As the physical city undergoes 
a transformation and creates a 
high quality, pedestrian-friendly 
environment, information will play 
a key role in communicating these 

A new city information system will be at the heart of 
Bath’s regeneration over the coming decade connecting 
destinations, spaces and streets and improving legibility 
for people who work in, visit and enjoy the city.
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User needs
Five user scenarios 
provide a snapshot 
of information needs 
which help identify the 
attributes required of a 
successful information 
system for Bath.

Provide guides, 
slow-read 
mapping and 
information.
Illustrate the 
whole city and 
the connections 
between things.

Time 
rich

Improve day-to-
day experience, 
extend activity, 
encourage 
walking and less 
car use.

Ensure basic 
navigation of the 
city is easy.
Create an 
excellent fi rst 
impression.

Ensure a stress-
free visit, real 
benefi ts of a 
people-friendly 
city.
Encourage a 
longer stay or 
return visit.

Help them make 
the best choices.
Create a good 
impression 
encourage a 
longer stay or 
repeat visit with 
colleagues or 
family.

Resident Weekend visitor 
– heritage trip

Family visit Day visitor – 
shopper

Business visitor 

Regular trips – 
might want to 
explore further.

Discover historic 
Bath, relax.

Relax and enjoy 
the city.

Shop ‘til they 
drop.

Get to a meeting 
on time.

Real-time 
transport 
information.
What’s on, news, 
events.

Itineraries, ideas
Interpretation 
of the city’s 
features.
Places to relax.

Activity ideas for 
all age groups.
Best spaces to 
take a break.
Stress-free 
travel in and out 
of the centre.

Shopping guide. 
Easy/quick 
journey in and 
out of the city.

Fast, effi cient 
transport.
Mental map and 
simple routes.
On-line 
information.

Immediate 
access to up-
to-date travel 
information.
Event related 
information.
Extend ‘mental 
map’ of the city.

Provide tailored 
travel solutions.
Clear indicaton 
of distances and 
access.
Show facilities 
such as toilets, 
play areas etc.

Provide detailed 
mapping to show 
shopping areas.
Interactive tools 
to plan visit.
Simple travel 
plan from home 
to Bath and back.

Provide up-
to-date travel 
information.
Simple city 
centre print map

Extend usual 
‘mental map’ of 
the city. 
Combine 
information to 
encourage longer 
stay for other 
activities.

Aims/benefi ts 

Who are they?

What do they 
want to do?

What do they 
need?

Objectives of 
the information 
system

Time 
poor

values to visitors before they arrive and 
during their stay; and to residents and 
workers as part of their everyday life.

Objectives
The objectives in developing any information 
system should centre on the quality, 
accessibility, relevance and level of 
connectivity with other information systems. 

For Bath, the demands on the 
information system are high. The range of 
activities and needs of different people in 
the city are broad and the future vision and 
development proposals for the city present 
a challenge which does not prohibit the 
development of a system itself, but does 
increase the pressure for it to function, be 
able to grow and be sustained. The following 
objectives must be met to ensure this 
aspiration is met.

_ Information must meet the needs of 
users.

_ Products and services must be 
designed to be user-friendly, intuitive 
and accessible to all.

_ A system must be future-proofed, be 
easy to manage and maintain.

_ Products should make the best and 
most relevant use of technologies.

_ A system should share a single identity 
that speaks of the values of the city. 

_ The visual design and content must 
celebrate and promote the city – its 
history, heritage and culture.

An information system must recognise 
the needs and limitations of all users, of all 
ages and ability. Information will be delivered 
with an understanding that users require 
relevant information that is focused to their 
needs. The development of the system will 
be guided by best practice and be compliant 
with the Disability Discrimination Act (DDA).
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The strategy: all modes; whole journey; 
all channels
Central to the concept for an information 
system for Bath is the need to deliver a 
seamless, connected system of products that 
cross delivery channels and modes of travel. 
The concept is illustrated on the following 
pages by an information journey – starting at 
the point of researching at home through to 
arriving in and moving around the city.

Using best practice examples from 
other cities, it shows how an holistic 
approach to information provision is a 
necessary component in making Bath a world 
class city in which to live, work, visit and play 
for all types of users. 

To ensure users can access what they 
need in a format and at the location they 
need it, the system must respond and be 
tailored to a set of requirements that make 
up any journey. The concept is to ensure that 

each stage of the journey is supported by 
the relevant information and tools whether 
it is pre-arrival, en route to the city, on 
arrival, while you are travelling around, or at a 
destination.

An information system for Bath will 
balance the need to provide a highly detailed 
view of the city to encourage exploration 
and deliver the level of information required, 
with a structured and hierarchical network 
of travel routes that works seamlessly 
to connect the city’s destinations, areas 
and spaces. The concept will direct the 
development of three principle levels 
of delivery: orientation, navigation and 
exploring.

Through careful planning the aim will 
be to minimise the numbers of products 
required, so as to reduce clutter within the 
city’s streets and spaces.

AN INFORMATION SYSTEM FOR BATH

A multi-modal wayfi nding and information system. Not just for pedestrian 
movement, but all vehicular modes including private car, cycling and public 
transport: 
Bath Rapid Transit and Showcase Bus Routes.

A multi-channel wayfi nding and information system. Not just signs, 
but wayfi nding and information services delivered through print, web 
and other digital and mobile media.

A system of products and services that are planned and designed to connect, 
not just the walking part, but  all stages of the journey.
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08.00am
INFORMATION 
TYPE

DESCRIPTION

PRODUCTS
AND SERVICES

A visitor website will provide comprehensive 
information about destinations and journey 
planning. The site will promote Bath’s assets 
as a city.  You will be able to customise maps, 
guides and itineraries depending on your 
information requirements. If you wish to know 
more, themes will be used to communicate 
heritage or leisure activity. Maps can be 
printed and used with on street information. 

BATH VISITOR WEBSITE 
AND GUIDES

FINDING
PLANNING

How do I get to Bath by car?
Can I download a carpark map?

What shops are available?
Can I create an itinerary?
How do I get to the park & ride?

Bath 
24hr card

attractions
hotels
restaurants
thermae spa
travel

Best practice
This indicative journey has been 
illustrated with examples of 
information products and services 
developed in other major UK 
cities. Many of these projects, 
now considered best practice, 
illustrate the application of high-
quality information planning and 
graphic identity within information 
systems. 

A system unique to Bath
An information system for Bath will be 
designed, developed and delivered in a 
way that will refl ect, build and support the 
city’s underlying DNA, physical attributes 
and design values. A highly structured, 
hierarchical system will ensure that the 
minimum amount of physical products 
are put into the streets and spaces of the 
city. With careful information planning and 
product design, the system should limit the 
amount of street clutter – physical objects 
whose detrimental effect on the streetscape 
and movement within it out weighs any 
benefi ts of the information it carries.

There are a number of ways in which 
the design of the city information system will 
ensure that values such as lightness of touch 
are upheld.

Soft over hard products Particular 
attention will be given to print and 
digital products and people services 
so that street signs are less depended 
on and also provide solutions that are 
more fl exible and cost effective to 
maintain.

Just where its needed Information 
products will be carefully located to 
maximise use and be most effective in 
providing different information types.

Less is more Graphic design and 
planning of information will ensure 
that the maximum amount is 
communicated with the most effi cient 
use of space. Visual design will be 
informed by a set of values that 
refl ect the city around it – symmetry, 
proportion, balance – to ensure the 
displays can sit comfortably in the 
surrounding composition.

Form Products themselves will be 
bespoke to the information they need 
to carry and be constructed from 
materials informed by the design 
values of the city and that – together 
with other street furniture – create a 
composition.

The following pages illustrate the potential 
scope of the information journey. All the 
images in this section are selected from best 
practice to demonstate, by example, the 
potential range of information products and 
services that will form Bath’s City Information 
System (CIS).
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10.00am 11.00am

Where are the destinations?
Where are transport interchanges?
What are the must do or must sees? 
What's essential information?
How can we find out more?

Free printed maps will be 
available across the city in 
hotels, destinations, 
restaurants, businesses and 
Tourist Information Centres. 
Easy to carry with you they will 
present the whole composition 
of the city whilst highlighting key 
areas, destinations and services.

WALK MAPSWELCOME POINT

NAVIGATION 

How big is the city centre?
What are the must do or must sees?
Where are the destinations?
Where are the transport interchanges?
What's essential information?
How can we find out more?

ORIENTATION

On arrival, welcome information 
points will display the whole 
composition of the city centre, 
highlighting strategic transport 
connections and principal 
pedestrian routes connecting 
the city’s primary destinations, 
its architectural set-pieces and 
public spaces. An index will 
help you to locate streets and 
destinations easily.

Companions
Information products and 
services designed as one 
system work together to aid 
user wayfinding

Base maps
A set of master base maps 
will be drawn from which 
individual map products can 
be cut and rotated for use.

Consistency of information
Map bases, visual styling and 
nomenclature will be 
introduced to those who 
choose to pre-plan, they will be 
consistent and compatible 
with the user experience within 
the city centre.

Total composition
Presenting the city centre as a total 
composition reinforces the sense 
of unity and continuity through 
streets and spaces. Ensuring the 
complete landscape is always with 
you as you move around the city 
centre, reinforces a mental map – 
connecting destinations and aiding 
orientation.

Whole journey
The user experience will be 
dramatically enhanced by taking 
a whole journey, coordinated 
approach to services and products. 
The user, whether they be a visitor 
or resident, will gain a greater 
understanding of the city and have 
a more enjoyable experience when 
provided with consistent, high 
quality information at all stages of 
the journey. 
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11.30am 12.00am

Where are the shopping highlights?
Where are the transport interchanges?

Themed maps and guides will be  available 
in multi-languages and versions, tailored 
to  your interests. Guides will be available 
across the city in hotels, destinations, 
restaurants, businesses and Tourist 
Information Centres. Easy to carry with you 
they will uncover information relevant to 
your chosen theme or themes.

THEMED MAPS

Where are we?
Where are the Roman Baths?
What's on the way there?

Located at key points of decision 
making, panels will provide 
detailed area mapping to help you 
find your destination and show 
you the way to get there. A simple 
prospect of the city centre will 
build a mental map of the city and 
assure you of where you are in 
relation to the wider area and 
principal transport interchanges.

RE-ORIENTATION
DIRECTING

LEARNING
EXPLORING

Where am I?
Where are the shopping areas?

Always with you
A mental map will be located 
at every information point and 
is rotated to match the area 
map and your viewpoint — 
helping you orientate yourself 
within the wider area.

INFORMATION SYSTEM

Landmarks
Illustrated landmark 
buildings — used across 
mapping products — will 
highlight the city’s primary 
sights and provide useful 
points of orientation.
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1.00pm  2.00pm

Bath Rapid Transit     Route 1   

ON ROUTE
ON BOARD

Consistent language and 
information planning ensure 
that bus information is seamless 
with pedestrian information, 
encouraging use of public 
transport and making the 
interchange between modes as 
easy and unstressful as possible.

JOURNEY PLANNING

How can we get around the city?
Where can we get to?
Where are the stops and interchanges?

Can I get across town quickly?
When and how frequent are the services?

Onward journey information
Integrated transport 
information enables you to 
switch between modes of 
transport with ease, allowing 
you to explore the city and 
plan your onward journey. 

Distance indicator
A walk distance will always be 
displayed clearly to show you 
the size of the area or city as a 
whole. This allows you to plan 
your journey more accurately 
and promotes Bath as a 
walkable city.  

A local area map, together with a 
simple prospect of the city 
centre will help you to 
re-orientate yourself and locate 
nearby services when alighting 
from a bus service.

A simple diagrammatic map will 
remain with you so that you can 
understand your route and plan 
your onward journey.

TRAVEL INFORMATION POINT
AND SHELTER

SERVICE INFORMATION POINT ON BOARD INFORMATION

Single identity
A single integrated information 
system will be built that presents a 
consistent visual identity of graphic 
and information design elements 
and product designs that develop 
the city’s identity and that are 
inspired by the city itself.

The golden section, proportions 
that are found throughout the city 
will provide a visual structure for 
information levels.

Walkable city
Putting the pedestrian fi rst. 
Providing tailored views of the city: 
a detailed plan to a scale to suit 
your speed with crossings, steps 
and entrances marked. Creating 
a hierarchy of information that 
promotes walking; showing the 
places to promenade, areas to 
stroll, the quick routes, the short 
cuts, the interesting lanes and 
alleys, somewhere to relax and 
take in the view.
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Intuitive
Products and services will be 
designed to comply with legibility 
guidelines and allow for instant 
interpretation. Through the 
use of ‘heads-up’ mapping and 
‘walk distance’ measurements 
all information will be easily 
understood and integrated. 

Networked
The system will be designed to 
work at the level of the complete 
city centre as well as linking 
inwardly and outwardly to 
neighbouring communities, city 
wide destinations and the region.

3.30pm 4.30pm

INTERPRETATION
VISTA POINT

GUIDING
FINDING

Where are we?
What's significant about this place?

Located at key points of interest or 
activity providing detailed information 
about the immediate area. A simple 
prospect of the city centre will be 
accompanied by a directory of stores 
in a shopping area and a explanation 
of significant places or spaces within 
a place of interest.

Where am I?
Where are the shops I want?
How far?

Themed information
Specific information is 
disclosed based on theme 
adding context and interest 
to the streets and spaces. A 
directory for finding is available 
when in an area of shopping, 
activity or major significance.

Interpretation & public art
Interpretive information will 
play an important role in 
representing and understanding 
the historical City of Bath. 
Subtle features work alongside 
map based information to 
enhance user experience.

ENJOYING
UNDERSTANDING

Where are we?
What can we see?
What's significant?

A vista point displays 
a complete landscape 
elevation of a vista or 
complete prospect of 
a city view. Relevant 
themed information will 
be available for those 
who wish to enjoy and 
learn more about the city

DIRECTORY PANEL
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Future proofed
The information system will be 
developed in a way to ensure it 
can be kept up to date, managed 
and maintained by the project 
partners within the structure of the 
proposed Bath Pattern Book.

5.00pm

Hand held mobile devices can be 
utilised to complement your 
journey within the city. You will 
be able to use hand held 
technology to plan your onward 
journey or use GPS technology 
for navigation. Devices may also 
be used to receive on street 
interpretive information, 
triggered by a area of interest 

Directories
Helping you to locate 
attractions and 
destinations quickly and 
easily. Information may be 
listed alphabetically with 
a map reference.

Mobile technology
A multi-channel information 
system allows you to make 
the most of all technology 
available. This approach allows  
for  maximum compatibility 
between on street and digital 
information provision.

When is the next train home?
Where is good to eat?

FINDING
JOURNEY PLANNING

HAND HELD INFORMATION SERVICES
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Vie
w

View

Low oblique
City overview

Whole 
composition

Orientation

Arrival planning
Mental map

Transport 
network 
mapping

View

Building on the city’s visual legacy
The extensive body of work showing 
prospects of the city by fi gures such as 
Samuel and Nathanial Buck and illustrations 
of spaces such as Queen Square by Thomas 
Malton the Younger has provided the city of 
Bath with a rich and visually powerful legacy 
of mapping and illustration.

By learning and being informed by 
this source of historic design work, the city 
can benefi t not only in terms of ensuring the 
quality and artistry of design and illustration 
is upheld, but also through ensuring that 
cartographic and design approach is 
grounded in something very personal and 
unique to the city.

The diagram below illustrates how 
the three views of illustrating the city 
historically – prospect, plan and elevation 
– can be exploited to meet the needs of 
users at different points in their journey. 
This tailoring of the way the city is portrayed 
builds on the legacy of city mapping and – 

by implementing design principles, such as 
heads-up mapping and appropriate scale – 
the system will provide the user with the 
relevant tools to suit their wayfi nding needs.

Creating the design resources for the city
Cartography and mapping will become 
an important tool for delivering projects 
and will form a large part of a set of a 
resources that will be created for the city. 
Typography, pictograms, colour references, 
copy, materials and techniques will all be 
developed to enable the roll out of city 
information projects. These resources will 
be collated and managed as part of the 
proposed Bath Pattern Book.

Prospect

View

Aerial

Navigation

Finding
Direction

Plan

View

Panoramic
Vista

Exploring

Interpretation
Guide/fi nding

Elevation

View
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Bath visitor web site
Develop and extend the existing 
Visit Bath website that manages 
a visitors ‘fi rst point of touch’ 
experience of Bath and/or create a 
new website to provide information 
content that is tailored to user 
requirements and an enhanced 
experience in terms of guiding, 
journey planning, attraction and 
destination fi nding. The website 
will:
Introduce Bath’s unique visual 
identity to the visitor at the start of 
their journey experience – planning 
their journey on the world wide 
web.
Provide a geographic overview of 
the city to reveal Bath’s unique 
setting, walkable scale and main 
visitor attractions.
Provide visitor itinery planning 
tools – to reveal Bath’s wider city 
offer and encourage longer stays.
Interactive mapping suite to create 
your own unique themed maps and 
guides of the city.
Introduce Bath’s exemplary 
pedestrian environment, car free 
central area and encourage visitors 
to use public transport and Park 
& Ride to travel to and around the 
city.

Walk map
Develop a free printed visitor 
map for pedestrians which can 
be distributed through main 
points of arrival, transport 
interchanges, tourist information 
centres, attractions, destinations, 
accommodation providers, 
universities and other third parties. 
Content to include:
Visitor information. 
Attractions and destinations.
Interpretation.
Pedestrian routes.
Transport connections.
Content indices.

Themed maps/guides
Develop a range of themed maps 
and guides to connect attractions, 
destinations and points of interest. 
To be provided in multilingual 
versions.
Themes could include John 
Wood, Roman Bath, architecture, 
shopping, parks and gardens, 
walking routes, views, museums.
Available in printed format from 
main points of arrival, transport 
interchanges, tourist information 
centres, attractions, destinations, 
accommodation providers and 
other third parties. 

Digital information services
Develop a digital information 
strategy for the provision of 
information services to static 
digital information points and 
dynamic hand held mobile devices.
 Develop contextualised mapping 
based information for interactive 
online and on-street digital use.
Review and audit technology to 
adopt a future proof approach 
to providing, managing and 
maintaining visitor information 
that can be accessed by hand held 
mobile technology.

Arrival points
Develop information signs at key 
points of arrival including Bath 
Spa station, Park & Ride sites, bus 
station, coach parks, primary car 
parks and Bristol International 
Airport to provide welcoming visitor 
information and point of orientation 
for navigation and onward journey 
planning. Information to include:
Welcome to Bath, World Heritage 
Site.
An overview or prospect map to 
allow users to view the whole 
composition of the city. Users will 
be able to understand its distance, 
structure and physical relationship 
of destinations. In a simplifi ed 
form, this composition will be a 
consistent element that remains 
with you as you move around the 
city.
Instructions on how to get around 
the city.
Onward journey planning 
information.
Primary visitor information 
including, primary attractions and 
destinations and interpretation, 
pedestrian routes and transport 
connections.
Content indices.

Pedestrian signs
Develop pedestrian information 
signs to be located at key decision 
making points in the city centre. 
Information will include:
A street level of mapping, in a 
heads up format, that will enable 
people to navigate their next step 
through the city and fi nd nearest 
destinations or facilities. 
Mental map of the extended city 
centre for orientation within the 
wider context of the city.
Primary visitor information 
including, primary attractions and 
destinations and interpretation, 
pedestrian routes and transport 
connections.
Content indices.

Shopping directories
Develop a range of information 
directories to provide vistors with 
detailed information about their 
immediate area.
 Shopping directories to allow 
shoppers to fi nd specifi c 
destinations quickly or to identify 
the full extent of retail options 
available.
Food and drink directories.
Information directories at key 
destinations and attractions.

Interpretation points
Develop a range of interpretation 
products such as historical 
plaques, interpretation signs, 
city vista displays and public 
art interpretation, to provide 
information about Bath to 
enhance a visitors experience 
through engaging, revealing, 
understanding, discovering and 
learning. Interpretation products 
will include:
Detailed guides, indexes or 
interpretation will be provided 
annotating an elevation of the view. 
Information will help users explore 
the area in greater detail. 
Historical interpretation.
Reveal further points of interest in 
Bath.
Links to further information.

The plan that follows illustrates 
how, through research of 
pedestrian fl ow counts in the city 
centre, the routes and spaces of 
Bath can be assessed to form a 
pedestrian route hierarchy. This 
process relies on close assessment 
of current and future development 
sites in the city to ensure these 
are connected into the network. 
The primary pedestrian routes and 
secondary connecting routes link 
arrival points and destinations in 
the city, guiding the location and 
orientation of the four basic types 
of information products. 

The indicative location of products 
form a core network which will, 
in time, be extended into new 
development areas such as Bath 
Quays.

Proposed key projects
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Bath city centre 
Pedestrian Footfall 
Counts, May 2006

left
60 city centre count 
points that cover the 
retail area.
right
Density of pedestrian 
fl ow.
Red = 
High pedestrian fl ow 
>40,000

Orange = 
Medium pedestrian fl ow 
20,000 to 40,000

Yellow = 
Medium pedestrian fl ow 
< 20,000

All fi gures are based on 
average weekly footfall.

Proposed pedestrian 
route hierarchy

 Primary routes

 Secondary routes

 Tertiary routes

 Arrival points

   Pedestrian signs

 Directories

  Interpretation 
points
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4: 
A CANVAS FOR 
PUBLIC LIFE

A city reanimated
The Big Idea to rebalance and refashion 
Bath’s public realm and movement systems 
in order to create a canvas for public life and 
wellbeing is given form and overall direction 
in the Plan. It is given further depth and 
structure through the understanding and 
integration of the layers of the Composing 
Elements and its character and design quality 
will be shaped and controlled through the 
Design Elements within the emerging Bath 
Pattern Book. 

However, in addition to the 
availability of funding and investment, the 
realisation, delivery and success of the 
Big Idea ultimately depends on strong 
creative leadership, coordinated and effective 
management and maintenance and, not least, 
on the development of a bold, imaginative 
and exciting programme of cultural and 
community animation to reinvigorate the 
vibrancy, image and appeal of Bath as a city. 

Once again, this suggests a return to 
the spirit of the 18th century when elements 
such as outstanding design, cutting edge 
culture and pleasure, health and wellbeing 
and entrepreneurial activity were creatively 
balanced and orchestrated in order to re-
imagine and re-position Bath as one of 
Europe’s fi nest cities. Approaching the art 
of city-making in Bath from a 21st century 
perspective requires similar levels of courage, 
creativity and persistence. It also demands 
the ability to think differently, in a more 
rounded way, in order to see the connections 
between things. 

An orchestra without a conductor – 
overcoming fragmented thinking

In order to understand and harness 
the future potential of the city, a conscious, 

overarching sense of Bath city centre as a 
place is required, where seemingly disparate 
or fragmented interests and agendas, ways 
of thinking, knowledge and skill bases can 
be aligned and melded into a whole, like the 
composition of a great piece of music. 

The responsibility for and the creative 
direction of this task – the question of who 
should be the conductor of the orchestra - 
demands active consideration. With regard 
to the management of the city centre, it is 
extremely encouraging that Future Bath Plus 
has recently been established within the 
city. This public and private sector entity is 
bringing together the management of the city 
centre (including the recent appointment of 
a new city centre manager) with that of Bath 
Tourism Plus and with the involvement of the 
cultural sector signalling the beginning of a 
more integrated and coherent future for the 
city centre. It is hoped that the Public Realm 
and Movement Strategy will guide and inform 
the agenda and work plan for Future Bath 
Plus. It is also encouraging that the council 
has been restructured to bring most of the 
relevant services involved in the management 
of the public realm into one area. A number 
of the proposals contained within the Public 
Realm and Movement Strategy offer a real 
opporntunity for the Council to pioneer 
new management practices (eg. matrix 
management) in a project context.

The renaissance of Bath’s public realm
The proposed delivery of the canvas for public 
life in the centre of Bath over the next ten to 
twenty years unlocks huge opportunities for 
the city. Handled with imagination and fl air 
and with a sense of Bath’s distinctiveness, 
originality and authenticity as a place, this 
could result in a renaissance in urban living, 
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cultural expression, economic success, 
environmental sustainability and health and 
wellbeing for the city. 

New or re-conceived concepts of fun, 
entertainment and play for people of all ages 
could be reintroduced within the parks and 
gardens of the city, providing a 21st century 
reinterpretation of the pleasure garden. 
This might include outdoor fi lm screenings, 
plays and performances, eating and drinking 
and fi reworks in the summer months and 
illuminations and ice-skating in the winter.

Public spaces within the centre 
could be utilised for a regular and 
changing programme of temporary public 
art – including radical and contemporary 
installations by international and local 
artists, street theatre, dance and musical 
performances, lighting events, cultural, 
heritage and community festivals and 
activities, food festivals, pageants and 
Mardi Gras, street markets, organised and 
informal play activities for children and 
adults, sporting, health and well being events, 
and, in warmer weather conditions, outdoor 
relaxation and movement classes.

The riverside and canal could be 
animated by art fairs and stalls, boat festivals 
and racing, cycling events, canoeing and 
punting and, should water quality allow, river 
bathing. 

A new guide to Bath walks could be 
promoted to encourage locals and visitors 
to explore and discover new parts of the city 
and to venture on foot, by bicycle and public 
transport to the attractions and countryside 
beyond the city. The development of Bath as 
a Walkable City could also be directly linked 
to the Primary Care Trust’s public health 
programme, particularly the objective to tackle 
obesity through active movement and leisure.

The recent cultural study produced 
for the Council by Arts Business Limited, 
the Destination Management Plan by the 
Tourism Company and the Retail Strategy 
by Urban Practitioners, the emerging Bath 
and North East Somerset Cultural Strategy 
and the recent Council strategies for sports 
facilities, green spaces and play should all be 
integrated into an exciting and radical long 
term programme of cultural and community 
activity and animation for Bath as a city. 

As with the proposals for the physical 
transformation of the public realm, the 
opportunity to re-animate and revitalise the 
centre of the city will need to be a long-term, 
incremental process. It will require a clear 
strategy and a planned programme of public 
and private sector funding and investment. 
However, properly executed, it has the 
potential to establish Bath as one of the most 
attractive and desirable cities in the world.

The 2012 Olympics provides a major 
potential milestone for the completion of the 
fi rst phases of the physical transformation 
of the public realm and to stage an exciting 
range of cultural and social events and 
activities. However, not all of the opportunities 
to reanimate the city centre require the 
proposals for a refashioned public realm to 
be in place. 

Much could be achieved in the short-
term through temporary closures, enabling 
local people and visitors to begin to experience 
the benefi ts of an active public life and to build 
towards the cultural programme for 2012.

THE PUBLIC REALM AND MOVEMENT STRATEGY SEEKS TO DELIVER THE FOLLOWING

A more attractive, accessible, walkable and user-friendly city centre.

Increased levels of pedestrian and cycling activity across all age ranges covering a wider area of the centre.

Increased levels of economic activity across a wider area of the centre.

 A more extensive programme of cultural and community events and activities attracting attendance 
from local people and visitors and creating a greater sense of social interaction and wellbeing.

 Improved access for people with disabilities and mobility impairments.

Improved access and activities for children and young people.

 More satisfi ed residents and local businesses and longer staying visitors and increased visitor spend.

 Improved perceptions of Bath.

 Enhanced identity and reputation for Bath as a World Heritage Site and world class city.
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PART 4: 
THE DESIGN 
ELEMENTS

THE DESIGN ELEMENTS
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Introduction
The previous sections have addressed the 
key composing elements of the public realm 
which will rebalance, refashion, reveal and 
reanimate the city to create the broad canvas 
for the public life. 

This section addresses the design 
elements that are then applied to this canvas, 
such as hard and soft landscaping, street 
furniture, lighting, wayfi nding products and 
public art. These elements are often required 
to meet the basic functional needs of the 
city but should also reinforce Bath’s design 
values, providing richness, detail and sensory 
delight to the public realm and strengthening 
Bath’s distinctiveness as a city.

Design philosophy
The core public realm design values and 
attributes of the city will shape the design 
philosophy for all elements applied to Bath’s 
public realm. 

The emphasis should be about 
supporting ‘Bathness’, and will cover 
functional values (meeting basic needs), 
inspirational values (does it look like Bath?) 
and emotional qualities and attributes (does 
it feel like Bath?). These values will provide 
a marker or point of reference to test each 
intervention, to gauge quality and to ensure 
that the sense of ‘Bathness’ is prevalent 
throughout the design process.

It is also critical to ensure that there 
is careful design and tight controls on the 
number and location of new street furniture, 
wayfi nding and public art products, adhering 
to the values of ‘less is more’ and ‘lightness of 
touch’.

Design strategy
The specifi cation of each design element 
requires a rigorous and systematic approach 
to ensure that they are of the highest quality, 
and respond appropriately to the city’s 
design values.
 This will include an assessment of 
whole life costs and ongoing management 
and maintenance expenditure.
 It is important to ensure that there 
is full public engagement in the selection 
of design options and materials.

Each design element will be subject 
to a thorough process of development 
tailored to suit particular demands. 
Key phases of development for each are 
as follows.

THE DESIGN 
ELEMENTS

A Bath Pattern Book will set the future design 
standards for the city, seeking to capture its DNA 
as a place and ensuring that all interventions in 
the public realm embody the city’s core design values. 
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Details for other design elements to 
be included in the Bath Pattern Book will 
be produced during the fi rst phase of the 
implementation of the Strategy and include 
the following.

1. Hard landscape elements – paving 
and street treatment 
Original Bath pavements and streets are 
characteristically paved with pennant, and 
laid with subtlety and careful attention to 
detail; they are understated, recessive and 
form part of the city’s unique composition. 
This fl oorscape character, with paving 
fl ags on the pavements and setts in the 
carriageway, contributed to the city being 
‘read as one’ and is a design value that is 
fundamental to retain if the city is to reinforce 
its local distinctiveness. 

Over recent decades this design 
tradition has been overlooked with the result 
that surfacing in many streets and spaces 
has been undertaken with poor regard to 
overall design concept, principles and details, 
and using inappropriate materials such as 
concrete paving slabs and tarmac.

The Bath Pattern Book will propose 
one natural stone, to ensure consistency 
throughout the whole of the city centre, and 
for this to be laid in accordance with a limited 
range of paving patterns. This will apply to 
both pavements and the carriageway, and 
will help to redefi ne a paving language for 
the city, assisting in the presentation of the 
city, and reinforcing its local distinctiveness 
and protecting its authenticity as a World 
Heritage Site. 

The Bath Pattern Book will propose 
a clear and understated paving typology 
specifying the treatment for each street and 
space within the city centre, and provide 
specifi cations for construction, laying and 

pointing. This will consider opportunities 
to increase water absorbtion rates in the 
context of climate change and increased 
rainfall.

Although generally tightly controlled, 
there will be opportunities in key spaces 
where a more relaxed approach towards 
paving pattern may be warranted, and this 
will need to be resolved at the detailed design 
stage of proposals.

There will also be guidance and 
specifi cations for the care and maintenance 
of areas with historic paving, including what 
mortars that should be used as well as how 
it should be applied. Training is essential to 
ensure those undertaking work are suitably 
skilled to do so.

As the implementation of this Strategy 
will take up to 20 years to realise there are 
likely to be elements within the Plan that 
will need to be modifi ed as part of routine 
maintenance work, and before natural 
materials can be afforded. Whilst this 
will be minimised, with maintenance and 
budgetary provision coordinated, there will be 
circumstances where tarmac and concrete 
paving materials will continue to be used.

2. Soft landscape elements – trees 
and woodlands
As well as playing a signifi cant role in defi ning 
Bath’s landscape setting, trees also make 
a major contribution to the character of its 
streets and spaces, to the quality of life of 
its people and to the biodiversity of the city 
as whole. Trees connect people to nature 
and offer shelter and comfort. They provide 
cleaner air at a time of increasing air pollution 
and shading and cooling. 

The language of trees in Bath’s public 
realm is characterised by single mature 
specimens as in Abbey Green or Kingsmead 

KEY PHASES OF DEVELOPMENT

Auditing existing research available as relevant to each design element.

 Commission new research as appropriate to develop knowledge base 
for design decisions on individual elements.

Analysis of research, and scenario/options testing.

Development of concept design, including user testing and consultation.

Detailed design development, including appraisal of fi nancial implications 
and sustainability impact.

Consultation, endorsement and inclusion into the Bath Pattern Book.

 Training, to ensure proper implementation of the design elements.

 Review.

On-going management, maintenance and quality control, necessitating appropriate
governance arrangements in the responsible organisations.
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Square, or groups of trees in spaces such 
as in the Circus.  Trees in key spaces within 
the city provide important contrast to the 
built form as well as visual interest. Views 
through streets to larger spaces containing 
trees are generally best left open as they 
help to reinforce the destination nature of 
these spaces and to  reinforce their status in 
the spatial hierarchy. The view to Kingsmead 
Square from its adjoining streets, for example, 
illustrates this point. 

There are opportunities for new tree 
planting within the proposals to refurbish 
the city’s streets and spaces. Conversely, 
tree planting in certain city centre streets 
and spaces might be inappropriate, where 
for example tree planting could be said to be 
working against the architectural purity of the 
ensemble. The merits, in each case, need to 
be carefully assessed to ensure that the city’s 
townscape characteristics are enhanced 
rather than eroded.

It is recommended that a Tree 
and Woodland Strategy be undertaken 
as an overall framework for the care and 
management of the city’s tree and woodland 
stock. This should consider the macro issues 
of the woodlands surrounding the city, as well 
as identifying actions for existing trees and 
opportunities for new tree planting within the 
city’s streets and spaces, and on key routes 
into the city. 

3. Street furniture elements
The city currently hosts a vast range of 
different products, such as bins, benches, 
street lights, traffi c signs and poles, within 
its public realm. Each is installed to perform 
a specifi c task, but there is very little design 
consideration over their collective impact. 

The majority of products have been 
selected on largely utilitarian grounds with 
little thought of their aesthetic or their 
contribution to Bath’s streetscene. The 
result is a cluttered environment of poor 
quality products that only detracts from the 
city’s beauty and often interrupts important 
townscape views. 

To achieve a range of products that 
properly responds to the city’s design 
values, it is recommended that the city 
should commission its own bespoke suite of 
street furniture for Bath’s city centre. These 
products will be guided by a series of design 
values that stem from the ‘public realm values 
and attributes’ mentioned earlier. The values 
for the product concept dictate that they are:

_ fi t for purpose
_ durable
_ fi nely detailed
_ refi ned
_ elegant

This would add another element to 
reinforce the city’s unique composition, 
avoiding the visual mixed messages that are 
created with different non-place products 
currently installed throughout the centre.

While the design of the proposed new 
range of street furniture products needs 
to be progressed rapidly to meet with the 
programme for SouhGate, the implementation 
of the new range across the rest of the centre 
can be phased over time, enabled by new 
development, funding or investment. Products 
will include:

_ bins, bollards, lighting, seating etc
_ a pedestrian wayfi nding system
_ public transport products
_ transport infrastructure products – 

Variable Message Systems, traffi c 
lights, road signage

These products will be integrated 
in both their product design language and 
through the graphic and information 
design contained within them, providing a 
complete city wide system, easily understood 
by its users and providing the necessary 
infrastructure for the city to lay claim to 
its aspirations as the UK’s pre-eminent 
walkable city. 

4. Lighting elements
Lighting has many important roles to play in 
the presentation and enhancement of the city 
centre. It can play a crucial role in creating a 
night time environment and economy for the 
centre, creating an ambience for pedestrians 
that is safe, comfortable and convivial, as well 
as exciting and alluring. It can:

_ highlight key buildings, streets and 
spaces and landscape features

_ identify walking routes throughout 
the city helping with the orientation 
and navigation of the user and linking 
different parts of the city

_ be used to respond to events in the 
life of the city or particular times 
of the year. A sophisticated lighting 
system could be adjusted in intensity 
in particular areas for specifi c events 
or to highlight particular processional 
routes. At Christmas, a special lighting 
set could be used to create a magical 
effect, transforming the city centre and 
reinventing the concept of Christmas 
lights

Some key buildings throughout the city 
centre and those amongst the hillsides are 
already specifi cally lit, notably the Abbey, 
Prior Park, Pulteney Bridge and the Holborne 
Museum of Art. However there is huge 
potential to achieve a more holistic lighting 
approach if the city were to commission a 
comprehensive lighting strategy. This would 
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provide an overall framework for specifi c 
lighting projects, setting the tone for the 
lighting of the network of streets and spaces, 
and specifi c buildings throughout the centre. 
It is suggested that the Lighting Strategy 
will need to involve leading professional 
lighting designers and engineers to ensure 
subtle, high quality solutions which limit light 
pollution and energy consumption.

This is yet another opportunity to 
contribute to the beauty and inherent design 
quality of the city, and to ensure that the 
treatment of lighting adds to the unique 
composition of the place.

Opportunities to review lighting 
proposals for particular streets and spaces 
within the city should be taken as pilot 
projects in order to demonstrate the positive 
effect that an innovative lighting installation 
can achieve. Bath Street is a good example 
of an important street that would benefi t 
from such a proposal creating an ambience 
that contrasts with the pedestrian motorway 
of the retailing spine and connects with the 
cultural, health and well being epicentre of 
the Roman Baths and Thermae Bath Spa.

5. Information and graphic design elements
The development of a graphic and 
information design language for the city 
is a key component of ‘revealing the city’ 
and is integral to a new and comprehensive 
wayfi nding system for Bath. It will transform 
the user experience of the city by seamlessly 
connecting arrival points (Websites, Park and 
Ride sites, the bus and train stations, and car 
parks) with pedestrian movement throughout 
the city (including maps, interpretation 
material and directional signage).

The identity and design values for a 
new graphic and information design language 
for the city will be guided by the following:

Information concept
_ legible
_ intuitive
_ reductive/gradual disclosure
_ managed complexity
_ intelligent

Graphic concept
_ formal/mature/confi dent
_ visually rich
_ picturesque
_ graceful
_ engaging
_ sensual

The successful integration of a new 
graphic and information design language 
for the city will require the production of 
detailed brand and identity guidelines, as well 
as tailored brand management to achieve 
maximum impact and continuity throughout 
the city.

6. Public art
The cultural development study carried out 
for the Council by Arts Business Limited 
(‘Reinventing Bath: a call to leadership and 
strategic planning to deliver a resort of the 
future’) recommends that the city should 
produce a Public Art Strategy for Bath as a 
priority action.

The promotion and implementation of a 
contemporary arts programme would appeal 
to new and younger audiences, helping to 
refresh the image and reputation of Bath as a 
dynamic and culturally progressive city and to 
attract new residents, visitors and innovative 
and creative businesses.
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INFORMATION PAVING ELEMENTS

– Predominately large element Pennant paving for footways 
 and small element setts for carriageways laid in accordance 
 with a limited range of paving patterns
– Very limited use of composite/concrete paving materials
– Paving typically laid in random width rows using slabs 
 of different lengths 
– Tactile paving elements to aid the blind and partially sighted

Hard Landscaping Elements

The range of design elements
The DNA of Bath
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STREET TREES BOLLARD BENCH BUS SHELTER

– Amenity products – bins, water fountains, seating
– Information and wayfinding products – signs, displays, plaques 
– Transportation and highways – bus shelters, bus flags, cycle parking
– Safety and security – bollards, vehicle control gates
– Services and utilities – kiosks, utility box covers

Soft Landscaping Elements Street Furniture Elements
– Tree planting
– Structure/architectural planting
– Seasonal planting
– Topiary

It is strongly recommended that a 
‘Bath Pattern Book for the Public 
Realm’ is produced to guide and 
manage these design elements. 
This will set the future design 
standards for the city, seeking to 
capture its DNA as a place and 
ensuring that all interventions in 
the public realm embody the city’s 
core design values. It will extend, 
refi ne and refresh the Council’s 
adopted Streetscape Manual as it 
applies to Bath.
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LIGHTING ROUTE MARKER EVENTS PROMOTION PUBLIC ART WATER FOUNTAIN

– Highways lighting
– Pedestrian amenity lighting
– Route lighting
– Landmark building lighting

– Feature lighting
– Product lighting
– Temporary event lighting

– Permanent public art
– Temporary public art
– Performance art
– Interpretation

– Water used whenever possible
 as a cross cutting theme 

Lighting Elements Public Art
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LITTER/RECYCLING BINSTRANSPORT INTERCHANGE

– Pictogram set
– 3D illustration
– Bath font
– Photography
– Colour set

– Ordnance Survey and royalty free cartography
– Aerial photography
– Diagrammatic maps
– Schematic maps
– Geographic maps
– Mental maps

CYCLE PARKING

Graphic elements

The Bath Pattern Book for the 
Public Realm will contain design 
guidelines, specifi cations, 
information planning rules, 
material specifi cations, and 
maintenance and management 
requirements for the whole range 
of design elements applied to the 
public realm. Further details of the 
Pattern Book are provided in Part 5.
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PART 5: 
REALISING THE 
STRATEGY

 MAKING IT HAPPEN
A FRAMEWORK FOR DELIVERY 

PROJECT DELIVERY
STRATEGY AND DESIGN DEVELOPMENT 
QUICK WINS
PROPOSED MAJOR PROJECTS – 
PHASE ONE (2008–2013)



Introduction
This fi nal chapter of the Public Realm 
and Movement Strategy outlines how 
the overall strategy is to be achieved. It 
begins by recommending an approach to 
implementation and funding, and highlights 
the need to instigate the appropriate 
governance arrangements to provide a 
‘Framework for Delivery’. 

The ‘Project Delivery’ section then 
outlines a suite of projects that are proposed 
to form the initial stages towards achieving 
the transformation of the city’s public realm. 
These projects include:

_ the production of other related 
strategies and design development 
work that enable the implementation 
of major projects

_ a number of quick wins that address 
issues of immediate concern and 
demonstrate progress on the 
implementation of the Strategy whilst 
enabling work takes place

_ the identifi cation of the fi rst phase 
major projects. Many of these projects 
are earmarked for, or have already 
received, funding; whilst others require 
new capital funding to be identifi ed

Subsequent projects will be detailed 
at a later stage and be based on the projects 
outlined in Part 3 of this document. The 
programme for implementation will be 
subject to the identifi cation of appropriate 
capital and revenue resources, and on the 
outcomes of traffi c modelling and other 
enabling work to facilitate improvements to 
the traffi c and movement network. Revenue 
funding will need to be considered through 
the Council’s Service Planning process.

The success of the fi rst phase is 
dependent on the initiation of events that 
complement the proposals, and which 
reinforce the use of spaces for public life. 
These will include cultural events such as 
public art, festivals, and street markets.

A confi dent city
Strong leadership, proper resourcing, 
and long-term commitment are essential 
requirements to enable the successful 
implementation of this Strategy, and to build 
and maintain confi dence within the Council 
and the wider community. Failure to deliver 
the coherent and integrated components 
contained in this Strategy will undermine 
the opportunity to achieve the end goal 
of the Plan and the competitive advantage 
and environmental, economic and social 
benefi ts that it represents for Bath and the 
wider area. The Strategy requires cross party 
political support and long-term buy-in from 
the wider community if it is to be successfully 
delivered.

Approach to implementation
It is proposed that the Plan be delivered 
on an incremental basis over a ten to 
twenty year period as part of a phased and 
carefully managed programme of strategy 
development, design guidance, and the 
implementation of projects on the ground. 
Each phase will contribute to the gradual 
transformation of the city’s public realm 
and be underpinned by a robust 
movement framework. 

The recommended approach to 
implementation enables the Strategy to:

_ be achieved as and when resources 
and opportunities allow 

MAKING IT HAPPEN
A FRAMEWORK 
FOR DELIVERY
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FRAMEWORK FOR DELIVERY 08/09 09/10 11/12 12/13 13/14

1.  Establish a detailed ‘Action Plan’ to enable effective 
project management and to ensure co-ordination of 
actions within the public realm.

2.  Appraise the revenue implications of proposed projects, 
and plan accordingly for their proper maintenance 
and management.

3.  Identify external funding sources for public realm 
and movement schemes and related initiatives, such 
as public art.

4.  Establish mechanisms for developer contributions to 
be made to public realm and movement initiatives (s106).

5. Commence discussions with other landowners in the city.

6.  Identify access to capital funding through the options 
within the Council’s property review.

_ gives people time to adapt to physical 
changes, adjust their lifestyles, and 
experiment with new ways of using 
the city

_ enables greater fl exibility in the design 
process

_ allows for continuous review and 
assessment of progress

The projects within the Strategy will 
be contained in a detailed ‘Action Plan’, 
developed in accordance with the Council’s 
comprehensive project management systems 
and procedures. The ‘Action Plan’ will 
create a detailed programme to ensure the 
effective delivery of all Council projects as 
they impact on the public realm, and seek to 
ensure the co-ordination of actions across 
the city. It will cover a comprehensive range 
of issues including project development and 
management, design development, project 
delivery and management and maintenance, 
and will be subject to ongoing review.

The ‘Action Plan’ must be designed 
to be fl exible in order to respond to 
funding, investment and new development 
opportunities that may create the conditions 
for other projects to come forward ahead 
of schedule. These can be accommodated 
subject to the necessary transport and 
movement infrastructure being in place. 
 It is essential that capital 
projects are not undertaken without the 
necessary revenue funding in place to 
maintain them.

Funding
It is proposed that the Plan will be realised 
through a range of funding sources including:

_ fi nancial contributions arising from 
new developments

_ landowner investment/contributions
_ CIVITAS, Bath Package and future 

transport bids
_ Other funding bids such as Growth 

Points Funding
_ potential schemes such as Business 

Improvement Districts
_ access to capital resources as detailed 

within the Councils property review 

This Strategy proposes signifi cant 
levels of investment in high quality projects 
as appropriate for a World Heritage Site. 

As the experience of many cities 
across the world demonstrates, public sector 
investment in establishing a high quality 
public realm signifi cantly enhances a city’s 
ability to attract private sector investment 
and to generate further economic, cultural 
and community vitality and success. Money 
invested by the Council would also benefi t 
the long-term value and sustainability of 
the commercial estate, which continues 
to support a range of important Council 
services. 
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This Strategy can be used as a bidding 
document and as a contribution to the 
business case for continuing discussions 
with the Government and regional agencies. 
Funding will clearly be required to address 
signifi cant transportation issues, and 
the implementation of environmental 
enhancements to the city’s streets and 
spaces. 

The Strategy also represents a 
clear statement of intent for continued 
dialogue with private sector landowners and 
developers. 

Management and Organisational Structures
Given that the public realm is a complex 
entity with a vast array of competing 
demands and interests as well as a plethora 
of public and private rights, its governance 
is far from straightforward. The way in which 
it is managed and promoted will have a huge 
infl uence on the appeal and functionality 
of the city and the ability of this Strategy to 
create the desired conditions for public life. 

The proper care and management 
of the city’s physical public realm is of 
fundamental concern as it can have a 
profound impact on the user experience of 
the city. From how often streets are cleaned 
and to what degree, how rapidly repairs and 
maintenance works are undertaken and to 
what standard, to the organisation of events 
involving the closure of certain streets, 
requires a rigorous and coordinated approach 
to ensure Bath functions successfully as 
a place .

City management and governance 
arrangements in Bath need to be tailor made 
to ensure that ambitious and cross-cutting 
proposals are delivered effectively and to a 
consistently high standard. A sophisticated 
and comprehensive approach to Design 
Management is recommended that responds 
to this challenge, and seeks to ensure that all 
of the city’s design elements add to its unique 
composition and identity. Bath and North 
East Somerset Council working in partnership 
with the private, voluntary, and community 
sectors has a key role in leading delivery. 

The recent formation of Future Bath 
Plus, a partnership between the private and 
public sectors, and the appointment of a 
new City Centre Manager will add increased 
emphasis to the need to coordinate the 
delivery of city centre management, tourism 
and marketing, and cultural provision within 
the city. Future Bath Plus will have increasing 
infl uence over the future running of the city 
centre and, it is hoped, will support and 
further develop the ethos and proposals 
contained within this Public Realm and 
Movement Strategy.

116
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MANAGEMENT AND ORGANISATION 08/09 09/10 11/12 12/13 13/14

1.  As a priority, the Council and its partners should review 
their political, management and organisational structures 
to deliver the public realm and movement agenda, crafted 
to ensure that the right people and systems, appropriate 
skills, as well as fi nancial resources, are in place.

2.  Develop a Communications Strategy that engages the 
community in relation to the public realm strategy, 
programme and related initiatives, the refi nement of 
detailed proposals, their implementation, and the 
intended benefi ts

3.  Establishing high level Stakeholder Public Realm Review 
Panel, comprising representatives from all relevant sectors 
to review proposals from the inception of projects through 
to their implementation and future management.

4.  Establish a design management resource to ensure quality 
control and that the design philosophy of the Bath Pattern 
Book is embedded into all proposals.

5.  Defi ne a procurement strategy to achieve quality and 
best value across the range of proposed projects.

6.  Plan for enhanced maintenance and quality control of 
streetworks with enhanced budgetary provision to match 
an improved quality of public realm, and with more rigorous 
inspection to avoid poor quality reinstatement works

7.  Plan training programme to ensure adequate skills at all 
levels from inception, implementation and continued care.

8.  Establish research function to monitor impact of the 
implementation of the public realm and movement 
strategy on the health and wellbeing, vitality and 
economic success of the city centre.

9.  Review bye-laws and controls currently operating within 
city centre.
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PROJECT DELIVERY
STRATEGY AND DESIGN 
DEVELOPMENT

Print
documents

Intranet/
Extranet

Design
Management

VISION AND
 STRATEGIES

GUIDELINESRESOURCES

THE PATTERN
BOOK

THE PATTERN
BOOK DELIVERY

The Bath Pattern 
Book will be subject 
to on-going review 
where it will evolve 
and be modifi ed over 
time. For this reason, 
it is proposed that it 
should be primarily 
internet based, with 
selected use of print 
documents. 

This section recommends a suite of projects 
to be undertaken as part of the fi rst phase 
of achieving the Plan. These include projects 
related to strategy and design development, 
the delivery of a series of quick wins, changes 
to the city’s movement structure, as well as 
physical measures on the ground.

In addition to the recommended 
projects, and in response to political will 
and available resources, other projects that 
have been outlined in Part 3 of the Strategy 
could be implemented at an earlier stage. By 
necessity any projects selected will need to 
have acceptable transportation impacts.

Subsequent phases will be detailed 
following a review of progress on Phase One, 
and through updating the ‘Action Plan’.

This Strategy recommends the 
completion of related strategies and design 
guidelines that will enable the successful 
implementation of future projects and inform 
the treatment of the city’s public realm. This 
phase of work is essential to ensure that 
the quality of public realm interventions is 
appropriate to the quality of the city. 

Many outputs from the ‘Design 
Development’ work will be contained in 
the ‘Bath Public Realm Pattern Book’. This 
will become a key city management tool, 
informing and controlling the design quality 
of proposed projects contained within this 
Strategy. It will provide comprehensive 
design guidelines for the overall look and 
feel of the city, ensuring that it is ‘read 
as one’. It will contain design guidelines, 
specifi cations, information planning rules, 
material specifi cations, and maintenance 
and management requirements for the whole 
range of design issues related to the public 
realm.
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Vision & strategies

Information & data
 Information
 Mapping data: OS; GIS; royalty free
 Nomenclature
 Copy and text
 Aerial photography
Graphic
 Photography
 Illustration
 Mapping bases
 Line weight specifications
 Pictograms
 Font/s
 Mapping devices
 Colour set
 Textures and patterns
Streetscape
 Hard landscaping elements
 Soft landscaping elements
 Street furniture elements
  Amenity products
  Information and wayfinding products
  Transportation and highways
  Safety & security
  Services & utilities
 Lighting elements
 Public art

ManagementDesign resources Vision & strategies

Design management
 Design briefs
 Identity guidelines
 Design guidelines
 Templates
 Specifications & built drawings
 Rules
Project management
 Projects framework
 Projects programme
 Project procurement strategy
 Project briefs
 Reports
 Risk assessment
 Funding and review plan
 Project evaluation
Maintenance
 Cleaning & maintenance specifications
 Cleaning & maintenance schedules

Design resources ManagementManagementDesign resourcesVision & strategies

Vision for Bath and North East Somerset
 Future for Bath Vision
Strategies
 Public Realm & Movement Strategy
 Action Plan
  Project development
  Design development
  Project delivery
 Communication & Consultation Strategy
 The Bath Pattern Book
 Supporting strategies and documents
  Cultural Strategy
  Destination Strategy
Supporting studies
 Rebalance
  Capacity studies, modelling, network planning
  Parking action plan
  Coach parking and management
 Refashion
  Major spaces
  Connecting streets and minor spaces
  Riverscape
  Greenscape Strategy
  Streetscape elements
   Hard landscaping
   Soft landscaping
   Street furniture
   Lighting
   Public Art
 Reveal
  City Information System
  Graphic Identity
 Reanimate
  Animation & events
  Events Strategy
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STRATEGY AND DESIGN DEVELOPMENT 08/09 09/10 11/12 12/13 13/14

1.  Carry out an evaluation of the wayfi nding strategy through 
quantitative and qualitative research.

2.  Refi ne the network development and system architecture 
for an on-street wayfi nding system.

3.  Design the scope and concept design (for visual identity 
and information) to form the basis for development of 
a city brand and identity guidelines.

4.  Commission the development of a mapping strategy 
and scope.

5.  Create a project road map for the design development 
of the city information system projects.

6.  Commission and design bespoke street furniture and 
wayfi nding products.

7.  Identify paving pattern typologies for all streets and 
spaces within the city centre.

8.  Identify paving materials, and design and construction 
specifi cation for footways and carriageways.

9.  Defi ne scope, opportunities and protocol for ‘Dressing the 
City’ to support the use of fl ags, banners and decorations 
during festival periods.

10.  Defi ne cycling network to and through city centre, and 
establish protocol for the use of city centre streets and 
spaces for cyclists.

11.  Finalise Public Art Strategy for the city. 
(Arts Development Team) 

12.  Commission Events Strategy with other relevant 
B&NES service areas and Future Bath Plus.

13.  Commission Lighting Strategy for the city centre.

14.  Commission Tree and Woodland Strategy.

15.  Establish maintenance and management protocol for 
sustaining the public realm.

16.  Develop programme of cultural and community activities 
for streets and spaces within the city centre, involving 
temporary road closures, in conjunction with the B&NES 
Cultural Strategy, Future Bath Plus and Arts providers 
within the city.

17.  Instigate tree planting initiative in key city centre spaces, 
and main routes into the city centre.

18.  Commission a Design Concept for Parade Gardens, 
exploring the potential for a 21st Century Pleasure Garden, 
creating a key destination and a refashioned green heart 
for the city that connects to the riverside.
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Note: The Strategy and development work proposed above should closely link to other planned 
or already underway, including:
– Parking Strategy for Bath City Centre (including feasibility of relocating coach park?
– River Strategy



While the ‘Framework for Delivery’ and 
‘Strategy and Design Development’ works 
are under development, there are a range of 
short-term ‘quick win’ measures to improve 
the environment of the city centre that 
can be undertaken to improve the existing 
environment of the city centre that need to 
be actively explored. 

The following programme of quick wins 
is proposed for further discussion within 
the Council and with Future Bath Plus and 
its three advisory boards for city centre 
Management, Tourism and Marketing 
and Culture.

PROJECT DELIVERY
QUICK WINS

QUICK WINS

1.  Instigate a de-clutter initiative, rationalising superfl uous 
signage and street signage within the city centre.

2.  Improve the quality and quantity of public toilets within 
the city centre.

3.  Improve the levels of cleansing within the city centre, 
with the recommendation that a ‘deep clean’ initiative 
is instigated for certain city centre streets.

4.  Enhance the co-ordination and management of rubbish 
collection within the city centre.

5.  Enhanced maintenance regime for the city centre.

6.  Develop programme of cultural and community activities 
for streets and spaces, involving temporary road closures, 
in conjunction with the B&NES Cultural Strategy, Future 
Bath Plus and Arts providers within the city.

7.   Improve provision of cycle parking within the city centre.
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PROPOSED MAJOR 
PROJECTS – 
PHASE ONE (2008–2013)

The capital projects recommended in the 
fi rst phase will see the transformation 
of key areas of the city centre, building 
towards the lattice of interconnected streets 
and spaces. Some of these projects are 
already planned or at an advanced stage in 
receiving funding whilst others are subject 
to adequate resources being identifi ed to 
enable implementation. This phase has been 
designed to achieve a radically enhanced 
canvas for public life by maximising the 
benefi ts of public realm investment, whilst 
at the same time minimising the critical 
dependencies and impacts on traffi c fl ow 
in the city centre. It is also intended to 
build support for the implementation of 
future phases. It is crucial that this phase 
has enough fl exibility to be responsive to 
regeneration and development opportunities, 
as and when they emerge.

In relation to access and movement, 
the strategy endorses the implementation of a 
number of capital projects and initiatives that 
either already have funding or which are at an 
advanced stage in receiving it. These include:

Greater Bristol Bus Network (GBBN)
This will upgrade strategic bus routes into 
Bristol and Bath from surrounding areas by 
2012, and in relation to Bath, the X39, 173, 
178 and 184 bus routes will be upgraded to 
showcase status.

Bath Package 
This will improve alternatives to the car by 
providing a modern, integrated and easy-to 
use public transport system. It will achieve the 
following.

_ Implement a Park and Ride site to the 
east of the city and expand existing 

Park and Ride sites (Odd Down, 
Newbridge and Lansdown).

_ Introduce a bus rapid transit system 
that links Newbridge and the new 
Park and Ride site to the east of 
the city.

_ Upgrade the quality of the 10 most 
signifi cant bus routes through the city 
to ‘showcase’ status, including ‘real 
time’ information systems.

_ Develop a Real Time Information 
technology for public transport.

_ Introduce a Variable Message System 
(VMS) providing advanced information 
to drivers about the availability of car 
parking spaces in the city.

_ Implement a series of traffi c 
management measures, limiting and 
controlling car and delivery vehicle 
access to a number of city centre 
streets during set hours.

CIVITAS
This current bid to the EU will achieve 
the following.

_ Achieve the initial stages towards the 
implemention of a freight transhipment 
depot outside of the city to manage 
deliveries into it.

_ Introduce clean fuel technology for 
public transport.

_ Research the feasibility of a collective 
transit system for the city.

_ Research demand management and the 
development of sophisticated traffi c 
modelling resource for the city.

_ Extend the use of electric bicycles in 
the city.
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_ Introduce a bike hire system for the 
city, including at Park and Ride sites.

_ Expand the City Car Club.
_ Implement the initial stage of a 

wayfi nding system for the city.

All of these projects are key to 
unlocking the canvas for public life that is the 
purpose of this strategy. 

Streets and Spaces 
In relation to streets and spaces, Phase One 
focuses on a programme that addresses the 
physical fabric of the central shopping spine 
from the new SouthGate development up to 
Milsom Street and the key east-west routes 
of Cheap Street and Westgate Street. It also 
includes the proposed works to High Street 
and Orange Grove which are earmarked 
for a £1million funding contribution for 
public realm enhancement through the 
Bath Package programme and seeks to 
connect to the emerging development plans 
for Sawclose. This Phase will achieve the 
following.

_ A consistency throughout the main 
retailing thoroughfare, building on the 
public realm to be provided in the new 
SouthGate development.

_ Enhance the quality of pedestrian 
movement and experience off the 
central shopping spine as the fi rst 
stage in creating improved retail 
circuits.

_ Connect the central shopping spine 
with the High Street and the area to the 
west including Sawclose, Kingsmead 
Square, and the forthcoming Western 
Riverside and Bath Quays regeneration 
areas.

_ Work towards achieving the sequencing 
of spaces referred to in ‘A rebalanced 
movement and spatial structure’ on 
page 65.

_ Showcase the new range of bespoke 
street furniture, wayfi nding and 
information products. 

It also proposes the creation of a new 
public space at St James’s Rampire, providing 
an arrival and welcoming point for those 
travelling on the new Bath Rapid Transit, as 
well as incorporating wayfi nding information 
and cycle hire. 

These projects, with the exception of 
the Bath Package funding related to High 
Street and Orange Grove require signifi cant 
capital funding in order to be implemented.

The third element of the capital 
programme relates to commissioning 
the design and implementation of a new 
wayfi nding system for the city which will 
reveal the city to all users, enhancing their 
experience and enjoyment of the city, and 
improve understanding and usability of the 
public transport system. The initial stages 
of this system will be implemented as part 
of the CIVITAS proposals, with subsequent 
stages to be funded from external sources.

The success of this fi rst phase is 
dependent on the initiation of events that 
complement the proposals, and which 
reinforce the use of spaces for public life. 
These will include cultural events such as 
public art, festivals, and street markets, and 
it is anticipated that these will be generated 
through the current work being undertaken on 
the Cultural Strategy.

There may also be opportunities to 
work with Landowners and developers to 
explore the potential to add other routes 
and spaces to the initial phases of physical 
transformation of the public realm, eg. 
High Street to Milsom Place/Bond Street, 
Beau Street and Bilbury Lane. If these can 
be progressed within the movement structure 
provided by the Bath Package they should 
be actively explored.

Subsequent phases
The programming of the subsequent phases 
of the Public Realm and Movement Strategy 
will be detailed as phase one progresses 
and will be subject to the identifi cation 
of adequate resources and the careful 
assessment of traffi c impacts.. 
 Proposals will be contained in an 
updated version of the ‘Action Plan’.
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PROPOSED MAJOR PROJECTS – GBBN 08/09 09/10 11/12 12/13 13/14

1.  Implement GBBN on strategic bus routes coming 
into the city.

PROPOSED MAJOR PROJECTS – BATH PACKAGE 08/09 09/10 11/12 12/13 13/14

1.  Expand existing Park & Ride sites at Newbridge, 
Lansdown and Odd Down.

2.  Implementation of a Park & Ride site to the east of the city.

3.  Introduction of a bus rapid transit system that links 
Newbridge and Mill Lane Park and Ride site.

4.  Implement a series of traffi c management measures, 
limiting and controlling car and delivery vehicle access 
to a number of city centre streets during set hours.

5.  Development of Real Time Information technology for 
public transport.

6.  Upgrade the quality of the 10 most signifi cant bus routes 
through the city to ‘showcase’ status, including ‘real time’ 
information systems.

7.  Introduce a Variable Message System (VMS) providing 
advanced information to drivers about the availability 
of car parking spaces in the city.

PROPOSED MAJOR PROJECTS – CIVITAS 08/09 09/10 11/12 12/13 13/14

1.  Expansion of the use of electric bicycles in the city.

2.  Introduce bike hire system for the city.

3.  Expansion of the City Car Club with the introduction 
of six new hybrid cars.

4.  The initial stages towards the implementation of 
a freight transhipment depot outside of the city.

5.  Research into the feasibility of a collective transit 
system for the city.

6.  Research into demand management and development 
of sophisticated traffi c modelling resource for the city.

7.  Introduction of clean fuel technology to selected
public transport routes.
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PROPOSED MAJOR PROJECTS – STREETS AND SPACES 08/09 09/10 11/12 12/13 13/14

1.  Environmental enhancements to Stall Street and 
Union Street, connecting SouthGate to Milsom Street.

2.  Environmental enhancements to Westgate Street 
and Cheap Street.

3.  Environmental enhancements to the High Street 
and Orange Grove.

4.  Design and install new bespoke street furniture 
throughout these areas, including Milsom Street.

5.  New public space at St James’s Rampire, providing arrival 
and welcoming point for the new BRT, incorporating 
wayfi nding information, and possibly cycle hire and 
encompassing enhancements to connecting routes to 
Stall Street. Restrictions on traffi c using Westgate 
Buildings will complement this, but will be subject to 
testing traffi c impacts.

PROPOSED MAJOR PROJECTS – REVEALING THE CITY 08/09 09/10 11/12 12/13 13/14

1.  Develop and extend the existing Visit Bath website that 
manages a visitors ‘fi rst point of touch’ experience of Bath 
and/or create a new website to provide information content 
that is tailored to user requirements and an enhanced 
experience in terms of guiding, journey planning, attraction 
and destination fi nding.

2.  Develop a free printed visitor map for pedestrians which 
can be distributed through main points of arrival, transport 
interchanges, tourist information centres, attractions, 
destinations, accommodation providers, universities and 
other third parties. 

3.  Develop a range of themed maps and guides to connect 
attractions, destinations and points of interest.

4.  Develop a digital information strategy for the provision of 
information services to static digital information points and 
dynamic hand held mobile devices.

5.  Develop information signs at key points of arrival including 
Bath Spa station, Park & Ride sites, bus station, coach 
parks, primary car parks and Bristol International Airport 
to provide welcoming visitor information and point of 
orientation for navigation and onward journey planning.

6.  Develop pedestrian information signs to be located at key 
decision making points in the city centre.

7.  Develop a range of information directories to provide vistors 
with detailed information about their immediate area.

8.  Develop a range of interpretation products such as 
historical plaques, interpretation signs, city vista displays 
and public art interpretation, to provide information about 
Bath to enhance a vistors experience through engaging, 
revealing, understanding, discovering and learning. 
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LOCAL PLAN POLICIES

Implementation
IMP.1 Planning Obligations

Design
D.2   General Design and public 

realm considerations
D.4  Townscape considerations

Shopping
S.7   Siting of Tables and Chairs 

outside A3 or A4 uses in Bath 
City centre

Natural Environment
NE.4    Trees & Woodland 

Conservation

Built & Historic Environment
BH.1    Impact of development 

on WHS
BH.2    Listed buildings and their 

settings
BH.6    Development within or 

affecting Conservation areas
BH.8   Improvement work in 

Conservation Areas
BH.11  Scheduled Ancient 

Monuments and other sites 
of national importance

BH.9    Parks and Gardens of 
Special historic Interest

BH.15  Visually Important 
Open Spaces

BH.17 Advertisement consent
BH.18  Advertisement hoardings, 

panels and posters
BH.22 External Lighting

Access
T.1 Overarching access policy
T.3  Promotion of walking and 

use of public transport
T.5  Cycling Strategy: 

improved facilities
T.6   Cycling Strategy: 

cycle parking
T.7  Cycling Strategy: strategic 

cycling network
T.8   Bus strategy: facilities 

and traffi c management 
to improve effi ciency and 
reliability of bus operations

T.11 Rapid Transit
T.12 Public transport interchange
T.13   Traffi c management 

proposals for City and 
Town Centres

T.16   Development of Transport 
Infrastructure

T.18  Public off-street car parking 
in Bath City Centre

T.19  On-street parking in and 
close to central Bath

T.20  Loss and provision 
of off-street parking 
and servicing

T.24  General Development 
control and access policy

T.26  On-site parking and servicing 
provision
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