


SPONSOR

A look back over the series of annual BID
surveys reveals positive news regarding how
BIDs are going from strength to strength in
terms oftheir coverage across the UK, size and
extent of activity.

Asthe sectormatures,anewsetofchallenges
isemergingincludingchangesintheway

we work, live, shop and spend our leisure
time as well as continued macroeconomic
risks. BIDs are delivering on the ground and
Property Owners are starting to recognise
the need to engage, but concerted action
by all stakeholders in BID areas and their
surrounding areas is needed to achieve
sustained success.

A starting point should be the creation of

a holistic strategy for a place - be ita town
centre orindustrial area. This should coverthe
whole functional area which may be broader
than anindividual BID. The strategy should

be developedand ownedbyall stakeholders
inthese areas- it may be led by the BID

but should include early engagement with
property owners, the local authority, the LEP
and local residents. It could form a stepping
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stone to the creation of a Neighbourhood Plan
but should also gobeyond land use planning
and include key roles and responsibilities for
delivery.

This year, two aspects stand out in relation
to delivery. One is the need for honest
conversations around service delivery
between BIDsand localauthorities. Councils
across the UK are under pressure to “do more
with less” and -ifthe local circumstances

are right - BIDs can assist with relieving this
headache.

The second aspect is that -whilst Council
spending continues to be cut - there is
increased flexibility and freedom from central
governmentregarding sources of money and
how it can be used. In this environment, BID
levy income should be set alongside funding
sourcessuchasTaxIncrementFinancing, LEP
Growth Funds, Community Infrastructure
Levy,businessratesretentionand NewHomes
Bonus. Using such sources of funding opens
new opportunities for BID resources to help
deliver a strategy that is more than the sum of
the parts.
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FOREWORD

Itis easytoforgethow far the BID movement,
andthe broader ‘high streets’ agenda has moved
inrecentyears. Historically, we hadtowork hard

to gain avoice for ‘town centre vitality’, yet today
theissue is mainstream and referenced across
governmentpolicy. TownCentres matter,fromboth
aneconomicandsocial perspectiveand BIDscan
play avitalroleinsupportingtheirdevelopment.
However, as with all things the movement must
avoid ‘complacency’, and at present the greatest
danger faced by BIDs is unsatisfactory stewardship,
consistency and quality. Attheirbestthey canbe
genuine drivers of change and catalysts for renewal,
but attheirworsttheir value isminimal.

The governmentis keento empower BIDs further,
but any development towards additional powers
needstobeaccompaniedbygreatertransparency
and accountability ensuring they deliver for those
that pay (in line with the Government’s recent
Review). Since the days of Town Centre Management
(TCM)evidencing ‘impact’ has been crucialforany
partnership, and the need is even stronger today,
wherebusinesses arebeingchallengedtosupport
theprinciple of supplementstoBusiness Rates? As
ChairofHeartofLondonBID |have beenimmensely
proud tobe partofthe teamthathaslaunched

the first Property Owner BIDs in the UK, however
for them to play a meaningful role in cities and
communities outside of Londonlegislationwillneed
to be drafted that strengthened and simplifies the
process,andllookforwardtothisbecomingareality.
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EXECUTIVE
SUMMARY

Maturity of the BID concept enables immense
opportunities for our commercial centres but only if
the conditions are right. The continued development
of BIDs around the country is great to see - 215 at the
time of writing and 203 at the survey point of 1st April
2015. But with quantity and longevity comes an ever
increasing requirement on quality to prove genuine
business leadership andtransparency.

The Government Review of BIDs announcement is
due before the year is out and we are hoping to see a
real commitment to many of the ‘quality checks’ that
we have been recommending that will strengthen the
BID model and safeguardits future. Alongside this, we
launched‘Guiding Principles ofaWell-managed BID’
in July of this year that serves to act as a voluntary
code of conduct for those developing and running
BIDs. Meanwhile, we continue to see a growing
pledge for quality through the BID fraternity as the
number of Accredited BIDsrises.

The wider policy landscape continues to offer both
opportunities and potential threats to the industry -
diminishing public funds are putting greater pressure
onthe possibilities of lost non-statutory services and
therefore expectations of service transfer to BIDs
and others; the need to plug funding gaps through
propositions such as late night levy and TBIDs
continues to threaten the established principle of
one business/one levy; and the recent Chancellor’s
announcementonbusinessratere-localisation, whilst
initially raising alarm bells for some is more likely, once
we see the details, to put a greater importance on
BIDsastheorganisedandmandatedvoice ofbusiness
atalocallevel.

Chief Executive,
British BIDs
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SAMPLE

tal number of BIDs as at the survey point, 1st
April 2015, was 203 of which 166 (82%) responded
to the survey. When this is broken down, Town
Centre BIDs (which includes commercial and
leisure) had a response rate of 84% (146 out of
175), whilstindustrials had a response rate of 72%
(20 out of 28).

There were 72 BIDs that submitted a Proud
Projectforthe case study showcase section of this

ID BASICS

GROWTH RATE

The growth rate of BIDs (based on calendar year)
has been rising rapidly since inception of BIDs in
2005. The calendaryear 2012 saw 32 new BIDs, of
which none were industrial; 2013 saw 26 new BIDs,
of which 1 was industrial; 2014 saw 18 new BIDs, of
which 2 were industrial; and 2015 to date has seen
18 new BIDs, with no new industrial ones yet.

Within the year 2014, three of the new BIDs were
in fact re-ballots following an initial unsuccessful
ballot(Chester, Southportand Scotland Milngavie).
This yearsofar, one has been are-ballot (Exeter),
two were the establishment of the first Property
Owner BIDs (Heart of London) and one was the first
inNorthernlreland (Ballymena).

Of no votes this year (2015), we have seen one
failure in Scotland (Stirling), twoin Wales (Penarth
and Abergavenny), and one in Birmingham (Lifford).

BID LEVY RATES

The BID levy rate is the multiplier by which the
levyamountchargeableisachieved. TheIndustry
Criteria states that up to 1% is the expected
norm, with some allowances made forupto 2% in
exceptionalcircumstancesandsmallerlocations
where rateable values are lower and therefore

report and submission into the British BIDs Proud
Project Awards that are presented at the Annual
Conference. From that total, 41 were long listed
and then 20 reached the final short list.

For the purposes of the data analysis and
presentation, industrial BIDs have been excluded
fromthe data and are presented separately inits
own chapter in this report.

require a higher multiplier to achieve a viable
budget

The totalsample forthe baselevy rate, ie. therate
that the BID starts with in year one of its current
termand quotesinits BID Proposal, is 146.

Base Levy Rate Number % of
of BIDs total sample
<1% 2 1%
1% 50 34%
>1% to <1.5% 18 12%
1.5% 40 27%
>1.5% to <2% 10 7%
2% 9 6%
>2% 3 2%
Banded 10 7%
Variable 4 3%

The highestconcentrationremains onthe 1% levy
rate with 50 (34%) of the total sample. But 1.5% is
becoming increasingly popular with 40 (27%) this
year compared to 26% in 2014 and a total of 64%
operating with alevy rate of greater than 1%.

Therearesomethatchargea‘variablerate’,ie.those
that charge either a differential levy rate such as
Reading (1% for all except licensed premises who



are charged anadditional 2%); orthose thatcharge
a levy rate or a flat fee below a certain threshold
suchas Brighton (1% or£400 whicheveris greater).

There is also an increasing number that charge
usingabanded system, particularly in Scotland with
7 of the 17 Scottish BIDs that responded having
banded levies. The business community do not
generally supportthis approach asitcanbe viewed
asaway ofconcealingthe actuallevy multiplier.

There are three BIDs that have a levy rate above
2%, Birmingham Acocks Greenat2.5%, Scotland
Clarkston at 3.5% and Dublin at 4% but Irish
legislation operates differently whereby the annual
budget is set and then is worked backwards to
create the multiplier.

Some BIDs opt to apply an annual inflation factor
to the levy multiplier to ensure theirincome grows
yearonyear as their costs grow. Ofthe 146 sample,
there are 41 (28%) that have applied inflation to
their base levy rate. The vast majority specify the
actual rate of inflation they apply and all bar four fall
3% or below —the four above that figure are Derby
Cathedral and Derby St Peters at 3.5%; Wales
Merthyr Tydfilat4%; and London Sutton at 5%.

BID HEREDITAMENTS

The number of hereditaments represents the
numberofactualbusinesslevypayers/voterswithin
the BID areabased on rateable business units from
the ratinglist.

From the sample the typical number of
hereditaments falls between 300 and 600, with
eleven BIDs falling above 800 (Ireland Dublin
3,085; Newcastle 1,400; Hull 1,132; Leeds 952;
London Kingston 950; Southport 925; Luton 900;
Blackpool 846; Preston 840; Lincoln 836; Liverpool
Commercial 830) and fourteen BIDs falling below
200 (Cornwall St Austell 192; Scotland Alloa 187;
London SouthBank 184; London Leicester Square
179; London Vauxhall 177; Great Yarmouth 177;
London Baker Street 175; Scotland Lerwick 174;
Birmingham Acocks Green 164; Scotland Milngavie
150; Scotland Clarkston 136; Scotland Dunblane
105; Scotland Giffnock 73; Scotland Sauchiehall
Street 62).

Thetotal number of hereditaments across all BIDs
(exclindustrial)isapproximately 81,203assuming
an average of 500 hereditament for the 19 BIDs
that did not respond to the survey.

BID TERM

BID legislation allows amaximum term of five years
andall BIDs exceptone (Lancasteronthree years)
now operate on a five year term following some
shorter terms in the early years of the introduction
of BIDs inthe UK.

BID THRESHOLDS

A threshold is a rateable value level below which
hereditaments are not charged a levy. The main
purpose of a threshold is to prevent very small
businesses being required to pay small sums of
money and therefore exempting them fromthe levy
whilst still ensuring they benefit from the services.
In addition, ensuring that once the levy collection
charge has been takenintoaccount thereis a net
gaininincome. Forexample,aBIDcharging 1%levy
rate with a collection charge of £20/unit will gain
no net income from hereditaments below £2,000
rateable value as the levy payable will be £20
annually.

Fromthe sample of 146 BIDs, the thresholds range
from Nil (25 BIDs/17%) to £250,000 with eight
BIDs at £100,000 or above (London Fitzrovia,
LondonLeicesterSquareandLondonVictoriaallat
£100,000; LondonBaker Street, London Inmidtown,
London North Bank and London Piccadilly & St
Jamesallat£150,000; and London New West End
Companyat£250,000).

BID LEVY DISCOUNTS: CHARITIES

Some BIDs opt to give charities adiscount on their
levy although this is becoming less prevalent over
time and especially in relation to discounts on
trading charity shops. Of the 146 responses, 73
(50%) provide no discount to any kind of charity
meaning the other 50% provide some level of
discount. Of that 50%, 13 BIDs (9% of the total
sample)specifythatcharity shops are excludedfrom
their discount rule.



BID LEVYDISCOUNTS: SHOPPING
CENTRES

Oftherelevant sample of 90 BIDs who have a
shopping centreintheirarea, 55 (61%)give no
discounttotenantsinashoppingcentre.

Shopping Centre | Number of %
Discount BIDs

Nil 55 61%
10 to 25% 13 9%
30% to 40% 8 5%
50% 13 9%
100% 1 1%

Of the locations that do provide a discount, there
remains a variation of discounts provided. Onlyone
location provides a fullexemption tointernal facing
tenantsandthatisReading. Fromthosewhogive

a discount, there are 22 locations that receive a
voluntary contribution (presumably in lieu/in part
to make the shortfall from the discount). These
contributions range from £2,000 to £231,500.

ID FINANCES

LEVY INCOME

The BID levy incomeis theincome collected directly
via the mandatory BID levy and does not include
anyadditionalincome. Fromthetotal sample of

203 (ofwhichsomeaverageswereassumeddueto
lack of response or available information), the total
BID levy income chargeable across the UK as at
the survey date of 1st April 2015 is approximately
£80,124,969.

Fromthedataavailable, the smallestannuallevy
income is £34,000 from Scotland Giffnock and
there are atotal of fourteen BIDs with an annual
levy income of £100,000 or below (Scotland
Giffnock £34,000; Scotland Dunblane £35,000;
Scotland Sauciehall Street £36,000; London
Leytonstone £67,000; Otley £70,000; Scotland
Milngavie £70,000; Scotland Clarkston£72,000;
Scotland Lerwick £75,946; Bristol Clifton Village
£78,000; Bristol Bedminster £85,000; Scotland
Bathgate £94,000; Wimborne £95,000; Cornwall
St Austell £100,000; and Dorchester £100,000).

Thelargestannuallevyincomeis £3,618,000 from
London New WestEnd Company andthereare a

total of sixteen that fall above £900,000 (London
New West End £3,618,000; London Inmidtown
£2,200,000; Leeds £2,000,000; London Victoria
£1,982,749; Ireland Dublin £1,968,089 when
converted to GB Poundsfrom Euros; Newcastle
£1,850,000; Heart of London £1,632,000
combining London Leicester Square and London
Piccadilly & St James; London Northbank
£1,600,000; London Bankside £1,273,503;
Liverpool£1,219,000 combiningLiverpool Retail
and Liverpool Commercial; London Baker Street
£1,050,000; Scotland Edinburgh £974,891;
London Bridge £972,872; Manchester £970,000;
London Croydon£961,155; and London Fitzrovia
£925,000).

Annual Levy Income Range | Number of BIDs

>£900,000 16

<£900,000 >£600,000 14

<£600,000 - >£400,000 25

<£400,000 - >£200,000 44

<£200,000 - > £100,000 31

<£100,000 14




ADDITIONAL INCOME

The additional income is the level of contribution
made to the BID area over and above the levy
income. The data has been collated by type and
source—directadditionalincome (ie. fundsreceived
directly into the BID account); indirect additional
income (ie. funds contributed tothe areaasa

result of the BID but not received directly into

the BIDaccount);andmatchedfunding (ie.funds
contributed towards the funding of BID services but
not received directly into the BID account).

There are 26 BIDs from the survey that show
more than£100,000 per annum additionalincome
in to their BID bank account. London New West
End reports £1,447,000, whilst Lincoln reports
£1,026,000. Beyond those two very high sums,
there are three BIDs that collect beyond half a
million — London Kingston £769,815; Scotland
Edinburgh£562,000; London Camden£523,000.
There are ten BIDs receiving between £199,500
inNewbury; £205,000 Scotland Aberdeen;
£213,000 Bath; £245,743 London Bankside;
£259,000 London Bridge; £283,000 Rugby;
£284,668 Ipswich; £288,500 Scotland Falkirk;
£293,000London Leicester Square and£330,500
in Plymouth.

Direct Additional Number of %
Income BIDs

None 25 17%
< £10,000 20 14%
£10,000 - £20,000 12 8%
£20,000 - £40,000 23 16%
£40,000 - £60,000 12 8%
£60,000 - £80,000 13 9%
£80,000 - £100,000 |14 10%
£100,000 - £200,000 |12 8%
£200,000 - £ 330,000 |9 6%
>£500,000 5 3%

The level of direct additional income compared to
actuallevyincome shows onlytwoBlDs achieving
aleverageratioof morethan 1:1(Lincoln 1:2.63;
Scotland Falkirk 1:1.4). Beyond that, there are

a further nine BIDs showing a leverage ratio

of between 1:0.5and 1:0.9-Ipswich 1:0.51;
Lowestoft 1:0.51; Scotland Edinburgh 1:0.58;
Scotland Giffnock 1:0.59; Great Yarmouth 1:0.6;
Plymouth 1:0.73; London Camden 1:0.78; London
Kingston 1:0.87; Newbury 1:0.89.

Interms offunding sources mostlocations average
two to three sources and their respective local
authority is often still one of those. There are

also many examples of voluntary contributions,
advertising/sponsorshiprevenues and commercial
revenues. F urther details of the funding sources are
available.

Beyond the direct additional income, BIDs are
invited to report on investment income, which is
investment in their location that did not go directly
through their bank account but is as a direct result
of catalytic activity of the BID.

A total of 54 BIDs from the sample of 146 reported
investment income as a direct result of the BID
whilst others recognised investment has been
achieved but it has proved difficult to quantify. In
terms of total figures, the total of that investment
incomeis£47,826,287.

Thelargestinvestmentincomes reported were from
Ireland Dublin £17,561,880 (converted from euros
to GB Pounds) for the Grafton Street Improvement
Programme; ScotlandKirkcaldy£11,100,000for
aTownCentre ImprovementFundandaSeaWall
Upgrade; London Camden £4,800,000 for public
realminvestmentand police resourcing; London
Leicester Square/London Piccadilly & St James
£3,500,000 for a police Impact Zone and West End
Live; Derby St Peters £1,800,000 for public realm
investment and heritage lottery funding; London
Baker Street £1,495,000 for gyratory removal
project and subway improvements.

The matched funding reported by BIDs includes
the value of support through various means that
does not come viadirect cash butinstead probono



support orin-kind support such as free office space/
venues; staffsupportfrom secondments/volunteers
etc; marketing, design and events support;
advertisingvalue; freeaccountingandlegalsupport;
and levy collection service provided free of charge.
The total of matched funding reported in the survey
this yearwas £3,002,620 from across a total of 74
locations.

Direct Additional Income |£12,138,403

Investment Income £47,826,287
Match Funding £3,002,620

Total Additional Income £62,967,310
Total BID Levy Income £80,124,969

Total Investment in BIDs £143,092,297

'D LEVY COLLECTION

EVY COLLECTION CHARGES

The levy collection charge is the sum of money
charged by the local authority to the BID for

the service of collecting the BID levy. The BID
Regulations allowforareasonablechargetobe
made for this service and the details of this service
should be set out in an operating agreement
between the two parties.

The most appropriate method for comparing
collection chargesis by calculatingthe unitcost, ie.
the total collection charge divided by the number of
hereditaments. This then allows afair comparison
across allBIDs. The sample size forthis data setis
146 BIDs and of those, 38 (26%) appearto have

no collection charge made to them by their local
authority. Having said this, there is clearly atrend
towards gradual introduction of charges around the
country in many of those locations that originally
had free collection. The latest area to experience
this has been Birmingham where the Council has
announced chargestobeintroducedbutthesehave
notbeenapplied within this financial year.

Oftheremainder, 16 have aunit costin excess

of £60/hereditament, of which two are Liverpool
(Liverpool Retail £65; Liverpool Commercial £72),
oneis Hinckley (£81) and the rest are London BIDs

(North Bank £65; New West End £66; Paddington
£71; Bankside £77; Stratford £81; Hammersmith
£82; London Bridge £85; SouthBank £87; Piccadilly
& StJames £87;Baker Street£98; LeicesterSquare
£99; Vauxhall £112; Victoria £113). A total of 27
have a unit costin excess of the Industry Criteria
acceptable level of £35/unit.

When the charge is calculated as a percentage of
BID levy income, 37 BIDs are above the Industry
Criteriaguidance of 3%. Those above the 3% fall
as follows — nine at 4%; ten at 5%; six at 6%; three
at 7%; four at 8%; two at 9%; three at 10%; and one
over 10%.

From aregional perspective, out of the 32 London
BIDs within this sample only three show nil
collection charge; of the 17 Scottish BIDs within this
sample there were nine showing nil charge; and of
the ten Birmingham BIDs within the sample all still
have nil collection charge but it is understood this
will be changing in 2016/17. Itis also interesting to
note that across Cornwall all five BIDs within the
sample have aset % ofannualincome charge setat
1.25%.



1D BALLOTS
Q'i%TAL BID BALLOTS

clearly a pattern of improvement at ballot from first

BIDs are established by achieving a dual key
majority ata BID ballot, which is runimpartially by
the relevant local authority orits nominated agent.
As BIDs are fixed term organisations, in order to
continue beyond the first term, arenewal ballot is
required. Inthe event of afailed ballot, aBID is free
to run are-ballot if desired.

As at the survey date, 1st April 2015, the success
rate for all ballots across the UK and Ireland from
inception was running at 83% from the total number
of ballots held of 358.

In terms of ballot results, the ballot holder is legally
required to report on turnout (ie. the % of those
that voted); majority in number of those voting; and
majority in Rateable Value of those voting. Thereis

Q

BID MANAGEMENT TEAMS

All BIDs have some degree of management
resource butthe type and scale ofteamislargely
dictated by the budget and the type of activities
being delivered. BIDs were asked to provide
details on number of staff employed within

the management team within the survey year
categorised as fulltime; parttime; and consultant.

From the survey data of 146 BIDs, the total staff
employed amounts to 722 spread acrossfulltime,
part time and consultants. There was no BID in
the survey that operates without some paid staff
resource. Atotal of 69 (47%) BIDs operate with
three or less staff derived from a combination of full
and parttimeandconsultants.

At the other end of the spectrum there are 14
BIDs that operate with 10 or more in the staff
team made up of fulland parttime and consultants.

term, to second and then into third. In particular,
most of the third term ballots to date demonstrate
this on majorities although turnouts are not
necessarily sostrong. Forfirstrenewals there have
been atotal of 90 ballots held with a successrate

at 90%; and for second renewals a total of 12 held
with asuccessrate of 100% sofar.

Interms of turnouts, the average is at 47% but the
study year has seen some exceedingly low turnouts,
in particular West Bromwich at 17% and Greater
Yarmouth TBID at 19%.

Ontheflip side, the number of no votes appears to
be decreasing with only three failed ballots within
this study period 2014/15; compared to five in
2013/14; six in 2012/13; and eleven in 2011/12.

> MANAGEMENT &
OVERNANCE

And there are seven that operate with 15 or
more. It should be noted that these figures do not
necessarily representfulltime equivalentfigures as
the totals are made up from full time, part time and
consultantsandindeed some BIDs willbeincluding
aRanger service intheirfigures because they are
employed in-house, whilst others who outsource
theirRangersmaynotbeincludingthese.

Total Staff Numbers

London Bankside 23
Rugby 19
London New West End 19
London Kingston 19
Heart of London* 15
Lincoln 15

*runningtwo BIDs—London Leicester Squareto
Piccadilly Circus & London Piccadilly & St James



Of the 146 BIDs that responded, 113 have at
least 1 full time member of staff leaving 33 that
employ no fulltime members of staff (butas above
in these cases they have either part time and/or
consultants).

From a consultant perspective, 60 ofthe 146 (41%)
have employed consultants during the survey
period, either full time and/or part time. The highest
number of consultants were in London Inmidtown
(6) and London South Bank (9).

BID BOARDS

From the 146 BIDs that responded, it is evident that
there is a vast spread of BID Board composition
with no typical size. The majority (121) have a
board size of between 8 and 20 (when youinclude
Directors and Observers). There are 15BIDs

with 5 or less Directors and at the other end of

the spectrum there are 10 BIDs with 20 or more
Directors. It is interesting to note though, that
whenthe numberofobserverplacesisadded
inthetotals change considerably in some cases.
Forexample, the majority of the seemingly small
Boards areactuallymuchlargernumbersoncethe
observers have been added and thereforeitis more
to do with their composition rather than overall size.

Board Members Directors | Observers
London Bermondsey 1 7
Royston 2 16
London West Ealing 3 0
Scotland Clarkston 3 0
Scotland Giffnock 3 0
Mansfield 3 14
Southend 3 14
London Leytonstone 4 0
London Hammersmith 4 7
Hitchin 4 8
London liford 4 12
Lowestoft 4 20

Equally, of those that have seemingly large Boards,
the pattern with these is generally a very small
number of observers.

Board Members Directors | Observers
Loughborough 22 3
Heart of London* 21 3
London Croydon 21 3
Birmingham Retail 21 1
Lincoln 20 4
Huntingdon 20 3
Rugby 20 2
London Baker Street 20 1
Birmingham Colmore | 20 1

*runningtwo BIDs—London Leicester Square and
London Piccadilly and St James

OncetheDirectorsand Observershhave beenadded
together to show total numbers on BID Boards
there is stilla vast range from 3 members in London
West Ealing, Scotland Clarkston and Scotland
Giffnock to 25in Loughborough. There are 19 BID
Boards that have 20 or more members and the total
number of board members reported across the
industry amountsto 2,067.

LOCAL AUTHORITIES

Ofthe 146 BIDs responding to this question, 10
reported no local authority representation on

the board. Ofthe remainder, 40 reported 1 local
authority representative on the board; 62 reported
2; 14 reported 3; and 16 reported 4; and 4 reported
5 local authority representatives onthe board. The
BIDs with the highest number of local authority
representatives are — Great Yarmouth, Hinckley,
Stratford upon Avon and Lincoln all with five
representatives. The total number of local authority
representatives acrossthe industry totalled 289.

PROPERTY OWNERS

Ofthe 146 BIDs responding to this element of
the survey, 99 reported having property owners
involved in theirboards. Having said this, it

is anticipated that the figure is in fact higher
than the datasuggests asitwould appear that
some have chosen toinclude their shopping
centre representatives as owners but others
haven't. Likewise inthe case oflocal authority
representation, somehavebeenclassifiedas
property owners whilst others haven't.




There are ten locations that have 5 or more
property owner representatives on their board.

Property Owners Directors | Observers

Scotland Elgin

Reading

London Baker Street
London New West End
Scotland Milngavie

Weston

Heart of London*

London Paddington

Loughborough
Plymouth Waterfront

oo oo | N | |©
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*runningtwo BIDs—London Leicester Square and
London Piccadilly and St James

From the data provided, there are 238 property
ownerrepresentatives on BID Boards around the
country, which accounts forapproximately 11% of
allBoardrepresentation.

POLICY MATTERS

TRANSFERRED SERVICES

Inrecentyears, as publicsectorfinancesare
reducing and BIDs are becomingrecognised
delivery models there has beenincreasing
discussion aboutthe conceptoftransferring
services fromthe public sectortoBIDs.

For the first time, we have therefore asked a
question within the survey on this topic. We asked
BIDsifthey have taken onanytransferred services
orif they are considering doing so, and if so what
types of services are being considered.

From the survey sample of 146 BIDs, only 12
responded that they have already taken on
transferred services. More than half of these
examples relate to taking responsibility forsome
elements of street cleaning/washing, public
toilets, and marketing and events without any
specific references to the term and contractual
arrangements. Atotal of only four locations refer
specifically to contractual and funding arrangements
in relation to delivery of transferred services —

London Kingston has afive year agreementto the
value of £107,000 (including annualinflation) which
covers Markets Management, Street Activities,
Community Events and Ambassadors; Lincoln
deliver the Visitor Information Centre on afive year
agreement to the value of £180,000 pa; London
Waterloo run the Lower Marsh Market on a license
from Lambeth Council with no funds contributed
from the Council; and finally Chester manages al
frescolicenses, commercial spacesandcity centre
management for the term of the BID.

When responding on whether they are considering
taking on transferred services going forward, atotal
of 23 locations confirmed they were considering
some type of service transfer. Four of these
responded positively but provided no details as it
was too early to say, whilst the remaining 19 state
interest in running services including cleansing;
enforcement; alfrescolicensing; streettrading and
markets; parks; planting; open spaces; tourism;
events and Christmas activities.



LATE NIGHT LEVY

The Late Night Levy concept was created within
the Police Reformand Social Responsibility Act
2011 and came into force in October 2012. The
levy canbe established by alocal authorityimposing
alevyonlate nightlicensed premises tofund

local authority and policing services with a split of
30%/70% respectively. There is provision within
the legislation to exempt BID levy payers butthisis
atthe discretion of the imposing local authority.

The discussion regarding the implications of late
nightlevy on BIDs has become heightenedinrecent
times, therefore this was included as an additional
question within this year’s survey. Of the 146
respondent BIDs, atotal of 113 locations answered
thatthere has been no consideration or discussion
locally regarding imposition of alate nightlevy.
Meanwhile of the remaining 33, three confirmed
that a late night levy has been imposed in their
area (London Angel; Newcastle; and Nottingham
—although Nottingham successfully negotiateda
full exemption for BID levy payers). A further ten
locations cite that consideration of a late nightlevy
is still live — eight of these locations are within the
major cities of London, Liverpooland Manchester;
with the other two locations being Brighton and
Weymouth. The remaining twenty locations refer
to previous consideration of late night levy in their
area with many of them quoting lobbying from the
BID being an influencing factor for the levy not
being pursued.

TOURISM BIDs (TBIDs)

Theterm “Tourism BID’ or ‘“TBID’ was coined back
in 2010/11 when the, then Tourism Minister,
identified the opportunity of utilising the existing
BID legislation to fund gaps in tourism services
around the country. The only addition that was
required was to pass the long awaited cross
boundary regulations to enable a single BID to
straddle an administrative boundary. There was
greatconcerninthe early stagesthata TBID model
might overlap with an existing town or city BID and
expect businessesto pay both levies.

Since then there has been limited activity in terms
of implementation —Loch Ness and Inverness BID,
south of the Inverness city BID quotes themselves
as thefirst TBID inthe country, althoughin essence

itis a rural BID with a tourism agenda and does

not overlap any existing BIDs. Since then there
has beenacoastal BID establishedinthe smaller
townsandcoastalregionalongsideBournemouth
town centre BID —this could be loosely described
asa TBID butis really a BID with a predominantly
tourism agenda and again does notoverlap thetown
centre BID. Back in summer of 2014 there was a
proposed TBID for Birmingham and Solihull area,
which planned to overlap many well established
BIDs in Birmingham and this was dropped prior to
going to ballot. Most recently a Greater Yarmouth
BID has been established in March 2015 that is
calling itself a TBID and is operating beyond the
existing town centre BID but its catchment of levy
payersis muchwiderthan justtourismoperators.
Partly due to the very low turnout (19%) of this
ballot, the Greater Yarmouth BID is yetto establish
abreadthofbusinesssupport.

In terms of the responses to the survey question,
121 of the 146 claimed no discussion has taken
place in their location regarding a TBID. Of the
remainder, 13quotethata TBIDhasbeendiscussed
in their area but discounted; a further seven quote
that a TBID is still under discussion in their area
(these range from small town to big city locations);
and a further four, whilst stating there has been no
TBID discussion, refer to involvementina DMO or
possible Destination Management Organisation
(DMO) within their region instead (Stratford upon
Avon; Bury St Edmunds; Plymouth; and Weymouth).

NEIGHBOURHOOD PLANNING

The National Neighbourhood Planning Framework
was published by Government in 2012 and
introducedthe conceptof Neighbourhood Planning.
Neighbourhood planning gives communities
direct power to develop a shared vision for their
neighbourhood and shape the developmentand
growth oftheirlocal area. They are able to choose
where they wantnew homes, shops and offices to
be built, have their say on what those new buildings
should look like and what infrastructure should be
provided, and grant planning permission forthe new
buildingstheywanttoseegoahead.

Local communities can choose to set planning
policies through a neighbourhood planthatis used
in determining planning applications; and togrant
planning permission through Neighbourhood



Development Orders and Community Right to Build
Orders for specific development which complies
with the order. Neighbourhood planning is not a
legal requirement but a right which communities in
England can chooseto use.

Where a community wants to take up the
opportunities offered by neighbourhood planning,
thelegislationenablesthreetypesoforganisation,
known as qualifyingbodies, toleadit-aparish

or town council; a neighbourhood forum; or a
community organisation. Whilst BIDs can already
be considered an appropriate qualifying body within
these criteria, the Government Review of BIDs
during 2015 consulted on the appetite for BIDs to
lead business-led Neighbourhood Forums and in
response to this consultation, the British Property
Federation supported the concept of BIDs leading
Neighbourhood Plans.

The scale and extent of the establishment of
Neighbourhood Plans has so far largely been
confined tosmaller rural residential communities
with a total of 75 referendum having taken place
across the country at the time of writing. The
firstbusiness-ledreferendumhasrecentlybeen
successfulincentral Milton Keynes. Meanwhile, the
Governmentreportsasmanyas 1,500 communities
investigating the process of Neighbourhood
Planning, 350 of which have applied for funding
supporttoprogress.

INDUSTRIAL BIDs

GROWTH RATE OF INDUSTRIAL BIDs

Despite a strong growth of industrial BIDs in the
early years, the growthinrecent years seemstobe
slowing —2013/14 saw three new BIDs (Sheffield
Lower Don Valley; Cornwall Newham; and Manor
Royal) and this survey year has seen just two
(Marlow Globe Park and Ferndown and Uddens).
This leaves the current cohort of industrial BIDs
at 28.

Due to the gradual take-up of this concept across
the UK, the survey introduced a question around
Neighbourhood Planning this yearand asked what
involvement BIDs have had in theirlocal areas and
indeed if there were any obvious implications for
BIDs. From the survey responses of 146, a total of
111 reported no involvement in Neighbourhood
Planning within their area. From the remainder,
about half referred to the ongoing development/
designation of a Neighbourhood Forum having
established the area, whilstthe other half confirmed
existence of a Neighbourhood Forum either within/
overlapping their area or tangential to their BID
area. Fromaregional perspectiveitisinteresting

to note that the majority of those reporting
aNeighbourhoodForumarelocatedalmost
exclusively in London and Cornwall. In addition

the majority of BIDs report their involvementin a
supporting capacity having seen the Neighbourhood
Forum initiated by others with the exception of
Liverpool who report a leadership role in the
current early stages of development; Stratford upon
Avon where the BID is the lead on the town centre
element as the plan goes through the consultation
period; London Bankside where bothresidents

and businesses were involved inits initiation; and
London Paddington where the BID with business
and resident partners has successfully applied to
become aBusiness Neighbourhood Areaand are
currently working on establishing a Neighbourhood
Forum.

TERM OF INDUSTRIAL BIDs

All industrial BIDs have a term of five years.

LEVY RATE OF INDUSTRIAL BIDs

Levy rates forindustrial BIDs are generally higher
than for town centre BIDs and there are more BIDs
withavariablerate, usuallyonabanded system.
Within the sample of 20 industrial BIDs, there are
eight that operate withabanded system (Astmoor;




Gadbrook Park; Halebank; Lancing; London
Kimpton; London Garratt Park; London Willow
Lane; and Winsford). In terms of levy rates they
rangefrom 1%to4%. Finally onelocation (Sheffield
Lower Don Valley) has a variable rate charging two
different levels of levy within their area.

London Argall 1%
Manor Royal 1%
Segensworth 1%

Ferndown and Uddens | 1.25%

Globe Park Marlow 1.25%

London Riverside 1%

London Hainault 2%

Longhill and Sandgate | 2%

Cornwall Newham 2.5%

Albion 4%

HEREDITAMENTS OF INDUSTRIAL
BIDs

The total number of hereditaments across the
sample of 20industrial BIDsis 3,973. The smallest

number is 40 in Halebank and the largestis 516in
Manor Royal.

LEVY INCOME OF INDUSTRIAL BIDs

From the sample size of 20 industrial BIDs the total
annuallevyincomeis£2,758,104. Thesmallestlevy
income being £50,000 in London Kimpton and the
largestbeing£412,532in Manor Royal.

ADDITIONAL INCOME OF
INDUSTRIAL BIDs

Of the sample of 20 BIDs that responded, ten
received direct additional income beyond the
BID levy. The total additionalincome across all
BIDswheninvestmentincomeandin-kindisalso
taken into accountamountsto £919,217, the vast
majority of which comes from their respective local
authorities.

LEVY COLLECTION CHARGE OF
INDUSTRIAL BIDs

From the sample of 20 BIDs with respect to levy
collection, nine pay no collection charge and the
remainder range from £4/unit (Cornwall Newham)
to £79/unit (Globe Park Marlow). This year there
are five BIDs with a collection charge above the

industry guidance of £35/unit (Astmoor; Halebank;
Sheffield LowerDon Valley; Albion; and Globe Park
Marlow).

MANAGEMENT AND GOVERNANCE
OF INDUSTRIAL BIDs

Ofthe 20 BIDs responding to the survey, eleven of
them operate with only part time staff, and overall a
total of 33 staff are working across those locations
as a combination of full/part time employed and
consultants.

The size of board meetings across the industrial
sector seems to have no real pattern in terms of
size ranging from 2 in Winsford and 20 in Cornwall
Newham. Fromalocalauthority perspective, seven
of the BIDs have no local authority representation
ontheirboards.

POLICY MATTERS IN INDUSTRIAL
BIDs

Only one location cited discussion of a possible
transferred service, this was Globe Park Marlow
considering grass verge maintenance. Two locations
referred to involvement in local Neighbourhood
Plans - Cornwall Newham and Winsford.
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BY BAKER STR
QUARTER PARTNERS

Date Delivered
April 2014 to date

Cost of the Pro
£10,000. This
the consult

facilitate th
12 months

Cost to the
£10,000

“Aspart ofa global business we have to and wantto play
ourpartinthecommunity. BakerstreetQandSmarter
Giving have been instrumental in the area coordinating and
facilitating strong community links. This hasin turn, with
theirhelp, andguidanceassisted usinfindingprojectsthat
arespecifictoourneedsandwitha maximumbenefittothe
communityoftenbringingmanybusinessestogetherfora
commongoal. Withoutthisguidance ourimpactwould be
limited andoften would overlap with otherorganisations
tryingtoachievetheirowngoals. Thewidercommunityhas
been helped immensely by this collaboration.”

James Jude, Director of Sales, DoubleTree by Hilton
London—MarbleArch

Project Description

The aim of the Smarter Giving project is to bridge an identified
gapbetweenbusinessmemberswhowanttosupportlocal
charities and community groups (as opposed to more easily
accessiblenationalcharities)andthesesamegroupswho
generallylackthein-houseresourcetofosterrelationships
withbusinessesthatcouldsupportthem. Thisisparticularly
pertinent as immediately north-west of the BID boundary lies
anarearankedasthe6thmostdeprivedinthe country. The
majority ofthe BID’s 170 members are head offices, along with
7majorhotels. Corporate Social Responsibility (CSR)is keyfor
many ofthese businesses. Opportunities offered tomembers
include fundraising, volunteering, mentoring, skill sharing,
facilitating community events, donation of clothes, food and toys
andprovisionofworkexperience.

Project Output

Initsfirst full year of operation, Smarter Giving has engaged
23businessesand 18 communitygroups. lthasraisedover
£70,000forlocal charities and community groupsand 68
volunteers have given their time and skills. Organisations
thathave benefitted from supportinclude schools, nurseries,
charities supportingthe homelessandtheelderly, poverty
support, hospices, hospitals and youth groups. Homelessness is
a particular focus with the work for homeless charities directly
helping to support the street operations programme and
alternative giving/anti-begging campaigns.
The projecthasresulted in awide array of successful initiatives
including:
» Theorganisation of 18 food, clothes and toy drives raising
nearly 100 boxes of donations and over 200 children’s gifts

» Provision of anew kitchento a catering social enterprise
divisionofawoman’shostel

» Librarians from University and book publishers working with
local primary school onthe creation of anew library

» 13long-termmentorships establishedforyoung peopleand
charity staff




Leamington
Food & Drink
Festival 2014

Featuring the
‘HomecookoftheYear’
Competition

BY BID LEAMINGTON

Project Description

Toshowcasethetown’sfantasticFoodandDrinkofferand
attractnew visitors, BID Leamington organises a Food & Drink
Festival which runs over two days each September. Located
inthebeautifulPumpRoomGardensintheheartofthetown
centre, the event is free to attend and has grown into the
biggesteventinthetown’s calendar. ThefestivalfeaturesaLive
Kitchen, Kids Cookery School, Masterclasses, LiveMusicand
the popular Taste Trailwherevisitorscaneatintownfor£1.In
2014, they launched the ‘Home Cook of the Year’ Competition
in association with a local award winning business, Aubrey Allen.
Thisfeaturesalive ‘cook-off with fourfinalistsbattlingitout
underthe watchful eye of judges, Brian Turner CBE and Andreas
Antona.

Around 50 BID levy payers take up stalls and pitches which are
offeredfreeofchargeoratreducedrates. Theremaining 100
spacesaresoldtohelpfundtheeventwithprioritygivento
businessesinthelocalregion. Atthefestival site they have an'l
LoveLeam’areawhichshowcases productsfromlocalretailers,
andmanybusinessesin the town centre capitalise onthefootfall
and embrace the theme to enhance the customer experience.

The BIDteam are always looking to build on this fantastic event
andfor 2015 announcedthe launch ofthe ‘Great Leam Bake-off’
Competition.

“The Foodand Drink Festivalis huge—itattractslots
ofpeopletothetownandthereareloadsofdifferent
stallswith lotsgoing on. Many come up forday trips

and manypeople stayoverinthehotels. It’sagreat

place to come for a weekend.”

NigelPinegar, The RoyalPug,LeamingtonSpa

Project Output

Itis estimatedthatthefestival attracts over 25,000 people to
the town centre fromalloverthe UK. Footfallon the Parade
within the town centre increases by between 7-16% when
comparedtoweekendsoneitherside ofthisdate.In2014 the
eventwas highlighted inthe Sunday Telegraphas one ofthe ‘Top
10 Autumn Food Festivals in the UK. In addition, festival related
PRappeared in 39 publications withan Equivalent Advertising
Costof £29,742. There were articles on atleast 21 websites and
anumber of interviews on various radio stations including BBC
Coventry&Warwickshire.Websitevisitswereupby 12%and
social media ‘likes’ and followers’ also increased.

Notablythe eventisfreeforthe publictoattend. Thisisfairly
unique in the world of Food & Drink Festivals and is something
the BID team works very hard to maintain. This ensuresthatthe
eventisaccessible toalland helps enhancethe experienceto
bothvisitorsandtraders.

Date Delivered

6th & 7th September 2014

Cost of the Project
£37,650

Cost to the BID

Income of £32,294 from stall sales and sponsorship.
Thisincludesalleventcosts, marketingand staff
costs. Theeventalsorelieson asignificantamount
ofvolunteers’timetodeliver.




A38

Green
Wall

BY BIRMINGHAM SOUTHSIDE BID

“Southside
BID’s dedication
to enhancing the working
environment was a key pledge in the 3
initial ballot, and one they have continued
to fulfil time and time again. The Green Wall has not-
onlymadethe central reservation along the A38 more visually
appealingbutithasalsoimprovedtheairquality forthose who
have offices and businesses along that route. The Green Wall

is a fantastic initiative and one that myself and many other
businesses would like to see implemented throughout the city.”

5
|

Nathan Retzer, Quarter Horse Coffee

Date Delivered

January 2015

Cost of the Project
£13,000

Cost to the BID
£10,000

Project Description

InMay 2014 the World Health Organisation named nine English
towns and cities which were in breach of safety guidelines for

air pollution — Birmingham was one. Off the back of the report,
SouthsideBID,inpartnershipwith Atkinsandwithresearch
support from Staffordshire University, commissioned the
installationofagreenwallalongthe A38, akeygatewayfor
trafficinto Birmingham, in an attempttoreduce pollution levels
causedbymotorvehicles. Itisthoughttobe thefirsttimethat
agreenwallorgreenscreenhasbeencreated usinganexisting
pedestrianguardrail. Thewall,whichwasinstalledinthree
segments along almost 140 metres of the A38 Bristol Street’s
centralreservation is now covered in green vegetation which

will remove a significant quantity of airborne particles. Following
installation, Staffordshire University has been monitoring how
much particulate matter was trapped by the greenery and should
it prove successfulthe schemecould beimplementedcity-wide.

Project Output

Using samples collected from foliage, researchers from
Staffordshire Universityexaminedthemusinganenvironmental
scanning electron microscope. The results demonstrate that
the screens capture particulates from the air, improving local
air quality. Researchers found that the quantity of particulate
interceptionmay be ofthe orderof 145 million particles per
squaremetreaday.Offthebackofthesuccessofthe Green
Wallproject, Southside BID and its partners are exploring the
potential for extending the installation along the full length of
Bristol Streetand other high-volumetrafficareas. Levy payers

e commented onanotableimprovementinairqualityand
ommendedtheBIDonitsapplication.




Wolfe
Tone
Square

Regeneration

BY DUBLIN TOWN

Project Description

Wolfe Tone Squareis apublic space justoffthe main shopping
streets of Henry Streetand Mary Street. Located adjacent
toarenovated Church thatis now hometo a popular bar

and restaurant the square was built over the site of the
Church’sformer graveyard. Despiteits central location, Wolfe
Tone Square has been underused as a public space and has
experiencedproblemswithantisocialbehaviourincludingstreet
drinking.Beginningin 2014 Dublin Townformedanaction
groupwhichincludedlocalbusinessesand City Council officials
toaddresstheproblemsthe Squarewasexperiencing. Through
this partnership approacha series of events were programmed
toraise the profile of the area along witha brand and dedicated
website was created.

Project Output

The success of preliminary events which were organised by

the working group has led to interest from other major events
companiesinhostingeventsinthearea, theseincludethe
New Year'sFestival,theBram StokerFestivalandthe Jameson
DublinFilm Festival. Theeventshavesuccessfullyledtothe
popularising of the square more widely with the general public.
Thishasculminatedin arecent ‘World Café’ eventtodiscussand
plan the future of the Square which was attended by more than
50businesses, local residents, Gardai, City Council and other

stakeholders. This hasledtoplansforthe physicalimprovement
ofthe Square including the tendering process for a new café on
the squareandanoutdoorreadingroom.

21

Cost to the BID

“We always felt that Wolfe Tone Square was comp/gtef)?
underutilised as a civic amenity and that it bcfd/great
potentialasanoutdoorandeventspace Qve’rthe years the
squarehadbecame something ofamagnetforantlsomal
behaviour. We've seen szgn/f/cam/rogress over the last year
intheSquare wi ervents thathave openedup
the Square to famitiés shoppingon HenryStreetas wellas
pro wd/ngne/w Visitorstotheareawith a reallypositive
initialexp /ence Notonlyhas th/sbenef/tted ourbusiness
butit hasalso benef/tted the wider area

| Brepdan Flynn Owner, The Church Barand



“Edinburgh
Fash'on Week has been great for

small boutiques in the city, like mine. It’s been amazing to
meetso manywonderfulpeople and introduce myshop to
those who aren’t yet aware of the different shops on Thistle
Street. Edinburgh is a hugely diverse and vibrant city and
it’s great to see this being translated through fashion as well.
There’sbeen a hugebuzzinthe city overthe last few weeks
andlI’mgratefultohavebeenpartofit.”

Karina Baldorf, Owner, Kakao by K

Project Description

Following the disruption causedto businesses overaprolonged
periodduetothe Tramconstruction, the city centrere-launch
projectwasthenumberonepriorityforEssential Edinburgh’s
businesses. The successful renewal ballot triggered the City
Centre Marketing Campaign, “This is Edinburgh” to be created
tore-launch the city centre as a destination for locals and those
within a two-hour commute. Itis a collaborative project funded
byEssentialEdinburgh, Marketing EdinburghandtheCity of
Edinburgh Councilthatisdeliveringatwo-yearcoordinated
marketing campaign for the city centre alongside four key
eventsperyear; Spainthe City(May2014), Filminthe City
(June2014), Edinburgh RestaurantFestival(October2014)and
the Edinburgh FashionWeek (March2015).

Project Output

The investmentfrom levy payers has beenfactored upby 1.5
with match funding from Marketing Edinburgh and halffunding
fromthe CityofEdinburgh Council. Thishasenabledthekey
messagesofthecampaigntoreachamuchwideraudience
throughanintegratedmarketingcampaignthatincludes
TV, radio, outdoor media and highly successful social media.
Research carried outin January 2015 showed that 95.6%
of Edinburghresidentsfeltmore positive about Edinburgh’s
city centre thanthey didin 2014, with 88.6% statingthatthe
‘Thisis Edinburgh’ campaign hasmade apositive difference.
Thekeytargetswhichweresetforthe fulltwoyearcampaign
werethatfootfallin Edinburgh City Centre mustbe ahead of
the UK average by 2% andretail sales mustbe ahead of the UK
average. After one year of the campaign both keytargets areon
coursetobeachieved, withfootfallaverages2.3%aheadofthe
UKandretail sales
2.6% ahead of the
UK (4.6% aheadof
Scotland).

This is
Edinburgh

BY ESSENTIAL EDINBURGH

Date Delivered

May 2014 to March 2015

Spainthe City: 24th & 25th May 2014

Filmin the City: 9th —29th June 2014

EdinburghRestaurant Festival:

9th — 23rd October 2014

Edinburgh Fashion Week: 7th — 15th March 2015 /,,

v

Cost of the Project
£1,000,000 for 2 year project

Cost to the BID
£400,000



“ThePaintthe Town Yellow Day was a fantasticsuccess. The
supvport from oca daffod” farmers, traders n Fa mouth,
localschoolsandthedesigndepartmentsat Falmouth
Universitywasoverwhelming. Thechildren had afabulous
dayanditwasgreattoworkwiththe FalmouthBID to
strengthen the town’s community spirit.”

JacquiOwen, Princess Pavilion and Gyllyngdune
Gardens

Project Description

Thisisaninnovative early seasoninitiative devised by Falmouth
BID that connects numerous sectors within the town—business,
voluntary, resident, schools, university and visitor. The idea has
awide-rangingsocialandvisualimpact, designed specifically to
improvethe publicrealmandone’sengagementwithFalmouth’s
highstreetatthe startofthevisitorseason.AllIBIDbusinesses
havethe opportunityto engage withthe scheme. Inessence, the
towncentreissprinkledyellowasshopfrontssmallandlarge
aregivenayellowdesignmakeovertocelebratetheonsetof
springandthe new season. Duringthe planningstageitincluded
liaisonwithall BID businessestodeterminethosewhowill
benefitfromfullorpartialwindowdesign, orreceive Falmouth
BID branded vasesfilled with daffodils; collaboration between
Falmouth University design students and all Falmouth primary
schools ofthetown, leading to a series of workshops undertaken
inadvance ofthedaywhere props were devised, designed
andproduced; andover20,000daffodilsweredonatedby
neighbouring flower farms who fully support the BID scheme.

Paint the
Town
Yellow
Days

BY FALMOUTH BID

Date Delivered

March 2015

Cost of the Project
£1,000

Cost to the BID
£1,000

Project Output
Output on the day included -

» Falmouth University Student Ambassadors leading out
teams of primary school children in a yellow-themed town
procession, stocked with materials, props and daffodils

» TeamsallocateddesigntimeineachBIDbusiness,
transforming shop fronts into brightly coloured and
imaginative spaces

» 30 shopfronts re-designed by children and students and over
150 businesses received thousands of daffodils

» Business feedbackindicatesthatsuchinnovative solutions
toearly season promotional efforts makes adifference-30%
of retailbusinesses experience a 1-6% uplift throughout this
early season initiative.



for terms

FREE PARKING

Look for the

OFIEER

logo on
s ot

“Palmers DepartmentStorecongratulatesthe TownCentre
Partnership and Great Yarmouth Borough Council on getting
the ‘First Hour Free’schemeofftheground—there were
inevitablymanyhurdlestoovercomeinordertogettheidea
to reality. It has generated welcome ‘good news’ publicity
atadifficulttime for GreatYarmouthtown centre. Weare
accepting over 200 vouchers each week (last week—517
duringfirstweekofsale), Ithinkwecansafelysaythatit
has been popular with customers and has helped in getting
peoplethroughourdoors.”

Bruce Sturrock, Chairman, Palmers (Gt Yarmouth)
Limited

Project Output

The BIDensuredthatthe marketing was sustained beyond an
initialfanfare of publicity withasixmonthradioadvertising
campaign,reinforcedwithprintadvertising, socialmedia
andnewsreleases. Followingthelaunchofthe schemethe
November footfall improved to -1.7% (against -3.9% pre-
scheme)whilstthe Decemberfootfallwasup2.9%,onlythe
thirdmonthly increase experienced inthe previous 18 months.
Thisannualgrowthcontinuedintothefirstquarterof2015with
a 2.6% increase on the previous year being experienced.

BY GREAT YARMOUTH BID

Project Description

Our ‘FirstHour Free’ Initiative was devised as a sustainable
and marketable parking offer for town centre shoppers using
localauthoritypay&displaycarparks. Theideaemerged
fromanopenmeetingbetweentraders, BIDmembersand
Great YarmouthBorough Council(GYBC)leaderswhenitwas
apparentthat despite concerns that the cost of car parkingwas
impactingfootfall, thelocalauthoritywas unableto provide
free orreduced parking duetoincreased pressure on budgets.
Asaresponsetothis asuggestion wasmadebyoneofthe

BID membersthat the town traders could themselves offer
toreimburse at least part of their customer’s parking costs
againstapurchasemade intheirshop orbusiness. Working with
GYBC officersthe BID created a scheme that allows shoppers
toclaimonehourfreeparkingonproductionofanextraticket.
Whilstthe Borough Councilwouldbearthecostofconverting
theticketmachinesandthecostoftheadditionalticket,itwas
agreed that the retailer would have to cover the cost of the
onehour’sparking.Theroleofthe BIDistorecruitretailers
toparticipateinthe schemeandtoadvertiseand promote
theinitiative to consumers. The ‘First Hour Free’ slogan was
supported by the creation of anidentifiable logoto be usedto
identify shopsparticipatinginthescheme.




The WestEnd
Impact Zone

BY HEART OF LONDON
BUSINESS ALLIANCE

Date Delivered

Launched July 2014

Cost of the Project
£3 million

Cost to the BID
£10,533

Project Description

Withover28 millionvisitorseachyear, policingthe West

End is a huge challenge. Leicester Square alone has 225,000
visitors every Saturday night. Drawing onthe experience of
international partnersin New York’s Times Square, Heart of
LondonBusinessAllianceledthe caseforanimpactzoneof
concentrated, highly-visible policing. Anewteam of 100 police
officers provides aminimum presence of 18 officers during the
day and23officersatnightaround Leicester Square, Coventry
Streetand Piccadilly Circus. Splitbetweenregularmicro-beats,
fixed podiums andamobile kiosk, theytackle crimeandthefear
of crime. The officers also help visitors and provide additional
safetywhenbarsandclubsclose. Launchedbythe Mayor
ofLondon, theImpactZoneisanexampleofwhataBIDcan
achievebyworking closelywiththe police, itsmembersandlocal
authorityin providing strategicsolutionstoplacemanagement.

“Crime in a world-reno wmed dest'nat'on can be an ‘mage
maker—orimagedestroyer—forthe City. Thedownsideof
notdealing with crime is enormous.”

Tim Tompkins, President, Times Square Alliance

“Striking difference last night with the active police presence.
So much better.”

Simon Thomas, CEO Hippodrome Casino

Project Output

Crimeisdown 34% inthefirstyearofthe West End Impact
Zone, withevenmore dramatic changes invisitorand business
perception. Prior to the launch of the Impact Zone, half of their
businesseswhenasked said theyfelt ‘unsafe’. Now, over 90%
feel'verysafe’or fairly safe’. Two-thirds of businesses now see
apoliceofficermorethanonce aday, upfrom 1-in-40before
thelaunch.Monthlyfoodandbeveragesaleshaveincreasedby
12% since August 2014, set against 456 fewer theftsand 103
fewer robberies. More than 70% of their businesses agree that
thelmpactZoneis addressingtheir concernsabout crime and
safety.

Fromthe startofthe ImpactZone totheend of2014, weekly
footfallwas up onaverage by 3.2%, with notable week-on-week
increasesasthe scheme continues, overallanadditional 1.57m
visitorswere attracted tothe Leicester Square-Piccadilly Circus
area compared to the previous year (weeks 32-53). Part of the
police team briefing of the projectis encouraging positive visitor
interactionwith police, notonlyforhelpandguidance, buta
friendly welcome, including posing for photos to provide visitors
with apersonal,iconicimage of Londonandthe WestEnd.




November 2014

... £27,500

“The BID’s Free Town Centre Wi-Fisolution provides a great
platform to help local businesses embrace digital technology
insupportoftheirbusiness,and which helpsustobetter
understandourcustomer profiles thus allowing foramore
targeted marketing strategy.”

Karl Brooks, The Cartridge House Hinckley

Wi-Fi and
Integrated
Marketing
Solutions

BY HINCKLEY BID

Project Description

Itisan undeniable factthatoverthe pastfive yearsorso
consumer habitshaveirreversibly changed, andthatdigital
technologyisnowplayinganevergreaterpartintheway

we shopanddobusiness. In particular, the growth of the use
of mobiletechnology continuestooutstripallotherforms

of marketing and communication. The public access Wi-Fi
beingdeliveredinHinckleyisastateoftheartsolution,which
providesfreepublicaccesstoallvisitorswithinthe coretown
centrearea. Their customers can comeinto town safely inthe
knowledge they can access free Wi-Fito allowthemtoaccess
emails, social mediaand the internet to do business or simply
keepintouchwithone another. The solution also allows them
togatherthe dataofthose usingthe Wi-Fi, allowingthemto
monitorvisitorprofiles, frequencyofvisitsetc. Thisdatacan
thenbeusedbythe systemtopushmessagesouttocustomers
via social media, SMS oremail.

Project Output

SinceitslaunchinNovember2014thesystemhasregistered
just under 2,000 users, all of whom are now able to
communicatewithdirectly viathe portal provided. Hinckley
alreadyhasfootfall countingradarprovided by the BID which
helps monitor the number of visitors, however the data provided
by the Wi-Fisolution now provides themwith a snap shotof
more detailed demographic data i.e. gender and age profiles,
frequency of visits and even via social media connectivity
re:visitorinterests —allowingforamore targeted marketing
approach. The system has also dramatically increased their social
media profile—forinstance increasing Facebook ‘Likes’ by over
50%.

TheWi-FialsoprovidesHinckleywithagreatinfrastructure
base from which tolaunch and support other projectsincludi
anew Town Centre App with Reward scheme and Wayfind
devices. The Local Council arealso currently exploring the
oftheirWi-Fisysteminsupportofaprojectwhichinvolves
upgrading and expansion oftheircurrent CCTV systems, a
thiswould provide dramaticsavings ontheexistingprovisio




Avenue
Vintage and
Antique
Market

BY IN WEST EALING

Date Delivered
Launched September 2014 fora 7 month
trialandnowcontinuingonceamonth

Cost of the Project
£22,892.78

Cost to the BID
£13,000 (additional income from Ealing
Council and stallholder income)

Project Description

Launchedjust6monthsafterWestEalingBIDwasformed,
the Vintage and Antique market concept wasfirstinitiated by a
groupofbusinessesonthe Avenue, keentotrialanewmarket
for the local area which would introduce a new look and feel for
this independent retail-led street away from the busy Uxbridge
Roadwhich dominated West Ealing. The marketruns onthe last
Saturday of each month. Runfor aninitial 7 month trial period
toMarch 2015, apermanent market was approved by the Board
andannounced at the beginning of April2015.

Themarketproductsrangefromdecorativeartsandprints,
furniture and ornate mirrors, costume jewellery and vintage
clothing, silvercollectibles,glassand ceramicpieces,old
fashionedtoys, treasured books and old editionmagazines,
rusticgardening tools, unique kitchenware and oldfashioned
advertising signs. Stallholder space is allocated where possible
tolocaltradersor charities.
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“Since TheAvenue Vintage and Antique Marketstarted
inSeptember2014 onthelastSaturdayofthe month my
saleshaveincreased by around 25% when the market is
on. The introduction of the market has been a great asset
tomybusinessandthelocalbusinessesandresidentshave
supported it from day one.”

Kenneth Devonshire, Change Hair Salon

Project Output

Theeventhas helpedtorefresh andrevitalize the West Ealing

offeringbybringingadifferentexperience totheareawhilst

improvingthe perceptionoftheareabyengagingthelocal

communityandencouragingotheraudiencesandcustomersto

visitthearea.

The outputs have included -

» Increase of stall holders month on month with a waiting list of
over 30 stallholders

» Localbusinesses participated with the marketby offering local
discounts

» Reportedaverage earningfrom stallholders £400 per market
stall

» Positive feedbackfromstallholdersandconsumersinpress
and social media

» 14local businesses contributed to Christmas Charity prize
raffle

» 20,000 leaflets distributed tolocal postcodes and
12 advertising banners placed
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“Kingston Marketprovidesauniquecustomerexperience
with an eclectic array of local produce. This well-presented
proposition provides a fantastic backdrop to staged
eventsand complimentsthe widerretail and leisure offer
throughout the town. In essence, Kingston Market acts as a
central meeting place where our visitors can socialise, relax
and absorb the atmosphere.”

\FOC
Mar

BY KINGSTONFIRST

Sam Eastwood, Centre Director, The Bentall Centre

Date Delivered
Since 2010, Proud Project focused on 2014

Cost of the Project
476,053

to the BID

Project Output

Alongwithwiderfundingandsupportfromthe Counciland

Mayor’s Outer London Fund, the landscape was redeveloped

tocreateapiazza-stylespacethatisnowavibranthubfor

thecommunity. Thisrevitalisationalongwiththe newbrand,

website, social media campaign and magazine has resulted ina

surge in footfall to both the market and retail outlets.

The overall objective wasto create avibrantand successful

Market Place that both the residents and visitors could enjoy

andtoencourage spendinginthe market andthe surrounding

retail premises.

The outputs include -

) Featured onthe Visit London Blog with a readership of
800,000, resultingin 1,400 Facebook shares and 157
retweets

Project Description

The AncientMarketis atthe heartofKingston’s historic
town centre. There have beenmarkets inKingstonsincethe

early 13th century and these have historically beenrun by » 16new pop-upsfrom Juneto December and 7 new start-up

the Local Authority. In2010, Kingstonfirst agreed to deliver businesses

themanagementofKingston Town Centre’s markets as part 2 vacant retails units occupied

ofatransferred servicesagreement. TThe BID seized the » 59.6%increaseinrecyclingontheMarketbetween Juneand
opportunity as this offered; the potential to respond to the December

change; anopportunity torespondtothe changein high streets ) 480 events held

and consumer behaviour, by creating an authentic shopping
experience;theflexibilityandvisiontorepositionthe Market
Place as acoreassettothe town; the chancetofocuson » 62 hours of performance time for young performers
theBID’skeystrengthsofbeingcommercially-focussedand
efficiency-driven;andthe scopetoraisestandards. Kingstonfirst
neededtounlockthe potential of Kingston’s AncientMarket
andtheretailoutletsinitstown centre. Todo this the market
wasredesignedandthe variety of its producewasincreased.
A“popup’elementwasaddedtoensureitsofferingremains
freshandtoprovide entrepreneurswithsomewheretotest
innovativeretailideas.Inaddition,Kingstonfirstthroughits
strongleadership wantedtoincreasethe dwelltime and spend
in the Market and surrounding retail outlets.

» 80,000 attendees to Kingston’s four night markets

.



The Crawter’s

Brook People’s
Park

BY MANOR ROYAL BID

_

Date Delivered
Completed October 2014 and formally opened by the
Duke of Gloucester November 2014

Cost of the Project
£405,550 (£350,000 from third party/other sources)

Cost to the BID
£50,550 (12.5% of the total project costs)

Project Description

Crawter'sBrookwasapoorlyregardedthreehectaresiteata
prominentlocationinthe heartofthe ManorRoyal Business
District—the largestbusinessparkin West Sussexand home to
over500businesses. Theareahadbeenneglected overmany
years,itwasovergrownandimpassable inplaces, leadingtothe
commentthat ‘People hadto be Indiana Jones’to venture into
thearea. Itwas protectedtothefrontby unattractive traveller
bunds,wasasiteforflytippingandrubbishandwaslargely
disregarded and at onetime was indanger of being sold offas a
carpark. Consultation withbusinessesandstaffrevealedalack
offacilities and open space in Manor Royal combined with poor
levels of maintenance. The Manor Royal BID quickly identified
thepotentialtoreclaimtheareatoaddresstheseissuesand
create afacility thatwould contribute to the attractiveness of
the districtand setabout securing the funding and designing the
projectfrom scratch. The BID appointed architects and led the
projectfrom starttofinishtorestore thefortunesofthisareato
create the People’s Park.

“Apart from being the lungs of the Manor Royal Business
Parkandhelpingtoabsorbpollutionfromlocaltransport,
the People’s Park providesaninvaluable social amenity
forworkerson, andvisitorsto, ManorRoyal. Theparkisa
placetosimplystrollthroughandfillyourlungs with fresh
air and appreciate nature. Who would have thought that a
BIDcompanycould havecomeup withsuch animaginative
initiative.”

Keith Pordum, Managing Director, Bon Appetit

Project Output

Theprojecthassuccessfullydeliveredonitsobjectivesto
reclaim thismuch neglected area and through the efforts of the
ManorRoyalBID createdapublicparkcomprisingattractive
seated areas, publicartand landscaped areas, shared cycle and
footpaths (creatinga new route linking up two of the major
roadsinManorRoyal),informationboardsandboardwalks. The
People’sParkhascreatedanimportantgreenareain support

of employee wellbeing, volunteering and informal meetings. As
wellasbeingasuperbassetforstaff,the People’sParkhas
considerably enhanced one of the major entrances toManor
Royal to create a strong firstimpression for visitors and is now
regardedas akeyassettothe Business District. The project

has already supported over 415 volunteer hours from the local
business community, whovaluethe opportunitiesthe Park
provides interms of supported team building. Ithas also allowed
ManorRoyaltointegratewiththewidercommunitybyplaying
hostto anumber of school activities and collaborative work with
alocal YouthHostel.




UK China

Visa Alliance
(UKCVA)

BY NEW WEST END COMPANY

Project Description

Chinese tourists are the world’s biggest spenders onholiday.
Buthavingtogetaseparatevisatoaddthe UKtotheir
Europeantourmeans mostofthemdonotvisitBritain. This
coststhe UK£1.2billioninlosttourismrevenueeveryyear.
NewWestEnd Companyformedanalliance ofinterested
companiestoidentify and promote positive waystoencourage
more Chinese peopletoapplyforaUKvisitorvisa. UKCVA
researchedtheissue, including afactfindingtrip to Beijing
anddevisedasolutionthatwouldsignificantlyincreasevisa
applicationswhile protectingUKbordersecurity. The‘One-
Stop-Shop’idea enables Chinese people toapply forbotha UK

and Schengenvisa atthe sametime sothattheydon'thavetogo

through two separate processes eventhoughthey still needed

twovisas. This was promotedthroughmeetings and events with

the Home Office, Cabinet Office, HM Treasury, Department of
Culture, Mediaand Sportandthe Foreign and Commonwealth
Office.

Themajorreportwaslaunched bythe Home Secretary ata

UKCVAreception in June 2014 where she committed the
Governmenttoacceptall ofitsrecommendations.

7
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Date Delivered

June 2014 (started May 2012)

Cost of the Project
£181,000

Cost to the BID
£15,000

“New West End Company led an industry-wide initiative
toimprovethevisasystemforhighvalue Chinesevisitors.
This was a highly successful national campaign that secured
commitmentsfromthe Home Secretary, Prime Minister’s
Office and Border Control. Asa founding memberofthe UK
China Visa Alliance with New West End Company driving
the lobby, we have achieved tangible commercial results
which will boost businesses bottom line for years to come.”

Gordon Clark, Head of Commercial UK and Ireland,
Global Blue (UK) Ltd

Project Output

Chinesetouroperatorshave said thatthe One-Stop-Shop
initiative wasthe best change thatthe governmenthad madein
thevisaapplication process. The UKCVA's shared application
formcameintousethroughoutChinainJanuary2014.Inthe
yearfrom June 2013 to June 2014 visitor visa numbers issued
rose from around 320,000 to 390,000, an increase of 22%.




Independents
Campaign

BY NOTTINGHAM BID

Project Description

Nottingham has the highest concentration of independent
businessesoutside ofLondonandtheannual‘lt'sinNottingham’
Independents campaign celebrates this unique selling point
forthecity. Theobjectivesofthecampaignaretoposition
Nottingham as a keydestinationforindependent shopping,
promotethevarietyand quality ofindependentbusinesses
available and to increase footfall and spend to these businesses.
The integrated marketing campaign is developed through
consultation with businesses and partner organisations.
Nottinghamhasseveralkeyindependent‘clusters’and
eachlocation hastheir ownidentityand specialitiesanditis
importanttoformulateacampaignwhichencompassesthecity’s
fullretailandleisuremix. Anewaspectofthe 2014 campaign
was TheNottinghamIndependentsnewspaper, a 16 page paper
featuring listings, features, articles and productsfromover

200 independent businesses. This also included a bespoke map
highlighting the different clusters and speciality areas.

Ahighlightoftheannualinitiativeis the competitiontofind
Nottingham’s best independent business. The general public
voteviavotingcards, website and socialmediafortheir
favourite businesses and these votes decide the shortlisted
businesseswho arethen visited and mystery shopped byan
independentjudging panelwhothen crown anoverallwinner
andtwo highlycommendedbusinesses. The campaignalso
features social media marketing, a promoted video, email
marketing and complimentary PR activities.

“Nottingham has a
long tradition of excellent
independent businesses and the
Nottingham BID is playing a key role
insupportingthis. Thelt’sIn Nottingham
independentscampaignallowsustoshowcase
exactlywhatitisthatmakesourbusinessunique
and allows Nottinghamasa city to shout about
the variety and quality of the independent offer.”

Jess Barnett, The Treat Kitchen

Date Delivered

4th June — 4th July 2014

Cost of the Project
£19,500

Cost to the BID
£19,500

Project Output

Themeasureable outputsforthe campaignaresignificant,and
the totalimpressions made by the campaign are inthe region
of 2million, providing significant return on investment for

the budgetallocated. The socialmediamade over one million
impressionsandthecampaignsaw600newfollowers. The
Nottingham Independent newspaper was distributed to 30,000
homesinselected postcodesaroundthecityandafurther
20,000 were distributed through businesses and outlets in the
city centre. PR coveragereached atotal of 800,000 people and
hada value of over £45,000. The video produced was watched
over26,000timesand viewers watched an average 90% ofthe
video, wellabove the Youtube average of 25%. Aimost 5,000
people voted for their favourite independent business and this
generated over 1,000 additional sign-ups to our mailing list. In
terms of year onyearimprovement, the campaign sawa 25%
increase inthe number of businesses nominatedanda270%
increaseinthenumbersofvotescast,showingasignificant
increaseinbothbusinessand publicengagementwiththe
campaign. Thewebsitealsosawa114%increaseintraffic
comparedtothe same campaign periodintheprevious year.




Paddington Trail Curation

BY PADDINGTONNOW BID

Date Delivered
November to December
2014 plus ongoing legacy

Cost of the Project
£145,670

Cost to the BID
£20,200

“Ourhoteloverlooks NorfolkSquare, and we have been
delightedbythe arrivalofPaddingtonscapetothe Gardens.
Hehasbroughtanatmosphereoffunanddiscoverytothe
park, during thesummermonthsthereisanalmostconstant
queueofvisitorstakingitinturnstohavea ‘selfie’photograph
with him. Weusedto struggletosuggestthingsforourguests
toseeintheimmediatearea, so havingoneofthe bearsright
onourdoorstep along with the main trailis fantastic forthe
area.”

Alex Neokleous, St David’s Hotel, Norfolk Square,
Paddington

Project Output

Visitorfootfallincreasedsignificantlyinareaswhere thebears
were situatedduringthe November2014 trail. 20,000 mini-trail
leaflets weredistributed bythe Paddington Bear Shop, Paddington
Station, all bear sponsors and local hotels.

Themini-trailachievedthefollowing pressandbroadcast
coverage:

# Interviews on BBC London and London Live
# International media secured with People’s Daily (China)
# Additional coverage on The Londonistand Baby Day Tripper

» Totalcirculation: 36,785,711; Total AEV: £112,900; Total EEV:
£393,150

Avideowascommissioned, tellingthestorybehindeachbear.
Interviews were secured with 15 spokespeople, includingthe Lord
MayorofWestminster. Thevideohad2,000viewsonYouTube
during the trail. The full Paddington Trail raised over £950,000

for NSPCC and partners. By way of legacy, a permanent visitor
attraction, the Pawprint TrailwascreatedinMarch2015, with
exclusiverights negotiated with Paddington & Co. Thetrail
includes the bearsandother Paddington Bear assets, withthree
family themed adventures. 10,000 trailmaps have been printed
foryearone. Thesearedistributedatthestartofthetrailby The
Paddington Bear Shop in Paddington Station.

Project Description

November 2014 marked a big moment for Paddington, withthe
launch of The Paddington Trail putting the areain the spotlight.
TheTrail,puttogetherbytheNSPCC, VisitLondon.comand
STUDIOCANAL, saw over 50 Paddington Bear statues designed
by celebrities and artists placed around Londontomark the
UKrelease of The Paddington Movie. Thefirsteightofthe 50
statues were in the Paddington areaitself, from Michael Bond’s
classic bear ‘Paddington’ in Paddington Station to Jonathan Ross's
‘Futuristic Robotic Bear’ at Merchant Square by the Grand Union
Canal. PaddingtonNow, curatedaPaddingtonareaspecificmini-
trailaspartoftheLondon-wide PaddingtonTrail. Thisincluded
the BID’s own sponsored bear ‘Paddingtonscape’, designed by
LondonartistHannah Warrenwhoseillustrations appearon

the PaddingtonNowwebsite. Tocreate alegacy of this success,
PaddingtonNow and local partners have boughtfour ofthe bears
atthe charity auction to create a permanenttrail in the area which
continues to be popular with visitors and locals.




Date Delivered

May 2014 — present

Cost of the Project
£15,000

Cost to the BID
£5,000

Project Description

Thisbespoke projectwas created bythe SwanseaBlDalongside
the University of Wales Trinity St David’s by securing an empty
derelict unitto create a space to develop new projects that would
improvetheeconomyandvibrancyofthecitycentre.lthadtwo
objectives—firstlytoimproveeconomy&vibrancythroughthe
deliveryof projects suchas a Saturday Stage where live acoustic
musicis performed by UWTSD performingarts studentsfor
whichthey secured sponsorshipfrom Santander; and secondly
to improve employability by retaining entrepreneurial students
andsupportingtheminsettinguptheirownbusinessesinthe
city, whichhasgiventhemataste ofrealworldbusinessand
entrepreneurship through the operation of pop-up shops. Dueto
the successof The Creative Bubble project, a biggeremptyunithas
beensecuredtoaccommodate demandinearly2015.

“The Creative Bubbleprojectcertainlygivesusanedgein l:he
City Centre asthere is always something going onas a re;‘ult
of itall year round adding and indeed improving the shopﬁer/

visitorexperience. Onthefaceofit, it’safun projectbulf,ftgoes
alotdeeperthan thatbydevelopingnewbusinessesse/pport
tousastraders.”

Juliet Luporini, Kardomah Restaurant

Creative
Bubble
Project

BY SWANSEA BID

Project Output
Since its launch, Creative Bubble has:
» Staged 20 theatrical games across the city centre

» WorkedwithbusinessessuchasSwanseaMarket's117traders
tosupportexternalinitiativese.g. ‘Love YourLocalMarket’;
Swansea Open House; and40independent coffee shops with
the ‘Big Swansea Coffee Crawl’

» Run33‘Have aGo'workshopsled by students/graduatesfor
other students and the public

» Established ‘LikeaBoss’—aprojectthatinspireswomentobe
entrepreneurial by matching them to successful businesses

» Supported 7 graduate start-ups and entrepreneurs

» Supported Swansea BID with campaigns such as the Chewing
Gum Action Group Launch, Get Welsh Day, Golden Ticket,
Easter Mad Hatter’s Tea Party promotions and turned into 12
different pop up craft shops and enterprises

» Employed4 Swansea Ambassadorstoworkoncity centre
promotionsvisiting 500 businessesactioning300requests

» Run 160 Summer Stage performances throughout July/
August/September showcasing talented student musicians and
poets supporting the participants by encouraging commercial
thinking to enhance their future career choices.

» The projects to date have attracted participation from over
1,900 students. Throughthese connections and Creative
Bubble,studentshavebeenofferedpaidemployment,
placements and internships.
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Greenood
Theatre
Pocket Park

BY TEAM LONDON BRIDGE

Project Description

A celebrity creative collaboration bringing together the worlds
offashionandgardendesignhastransformedatheatrein
LondonBridgeintoanurbanoasis. World-renowned British
fashiondesigner Dame ZandraRhodesteamedupwithgarden
designer and TV presenter Joe Swift to create alinear ‘pocket
park’atthe Greenwood Theatrein London Bridge. Project
organisers TeamLondon Bridge joinedforceswith Cityscapes,
King’s College London, Network Rail, Guy's Charity and The
Mayor’s Pocket Parks Programmeto bringsomemuchneeded
greenerytothe area, reinventing a cultural hotspot and creating
another landmark in this pioneering part of the capital. Built
in1975,the Greenwood Theatreislocated momentsfrom
The London Bridge Station, The Shard, Borough Marketand
Bermondsey Street. The siteis surrounded by exciting, cutting
edgenewdevelopmentsandtheold 70’sfagade had seemed
starkly at odds with the thriving creative community that now
surroundsit.Byturningthisgreyenvironmentgreen, Team
London Bridge has made good their promise to create better
quality, more sustainable public spaces.The Theatre’s new
looks andemergingplantingnotonly dramaticallyimprovesthe
streetscape butreducesflooding, provides seating, increases
biodiversityandmakesthetheatre appealtoamuch

wider audience.

“The Pocket Park project at the Greenwood Theatre
has completely changed the local environment, making
itnotonly abrighteranda morecheerfulplacetobe, but
alsoasocialspace where peopleregularlycometoenjoy
the gardensduring breaks from work. As manager of the
building, we are now experiencing increased interest in what
wesoasthevenueisnowsonoticeable,andourregular
clients have been delighted by our new appearance.”

Catherine Sharman, Greenwood Theatre, King's
College London

Date Delivered

Completed December 2014

Cost of the Project
£325,000

Cost to the BID
£70,000

Project Output

Thefullimpactofthis projectwillonlybe understoodoncethe
newentrancetoLondonBridge stationopensin2016,100m
fromthe Greenwood Theatre.However,the projectpartners
havebeenextremely pleasedwiththe substantialoutputsto
date. AswellasbeingoneofthefirstMayorofLondon Pocket
Parkstobecompleted,thishasincludedanotedincreasein
awarenessofthe Theatreitself, televised coverageonBBC
World News on loop for aweek (weekly viewers 265m); adouble
pagearticleinthe Sunday Times (AVE£180,000,circulation
800,000); peoplereportedly feeling ‘safe’ inthe eveningup5%
inthe area; 250 local business representatives have attended
launchevents;60differentspeciesofplantintroducedto
increase local biodiversity; and six new public seating areas have
beenintroduced. Thegardeningprojectitselfismaintained
weekly by up to 10 clients from StMungos’ Putting Down Roots
scheme, people whoare currently homeless orhave beeninthe
past—this has adirect effect onreducing antisocial behaviour in
anareawhich previously had a history of problems.



TryCycle
Twickenham

BY TRY TWICKENHAM

Date Delivered

April 2014

Cost of the Project
£17,000

Cost to the BID
£13,000

Project Output

Themostobviousmeasureis the increase from 100 followers
onFacebookjustbeforetheevent,toover1,000after. Afilm
oftheeventwasproducedwiththeaimofusingitasatoolto
invite sponsorship for future events. The film highlighted that
there was no hub of information other than a council website
and a few association websites that engaged local people and
informed them of what was happening inthe town and whatwas
available. The businesses whotook partfound it very useful to
getfeedbackin acompletely different way, and see how people
respondedtowhattheywereselling. Theywerethrilledtobe
abletosay, ‘weareashoponthehighstreet’,andtheyenjoyed
thebanterandfunoftheday.Allthebusinessesthattookpart
wanttodoitagainnextyear. The BIDgainedrespectfromthe
businessesthathad alot of social chatter, andit brought families
tothearea.Residents and visitors enjoyed the event, with
thousandsviewingthe TryCyclefilm,whichinturnledthemto
theBIDwebsiteand socialmedia.

“Twickenhamnowhasaninnovativeandexcitingannual
event which brings families into the town in significant
numbersatatimeoftheyearandonadayoftheweek
when greater custom will be appreciated by all businesses.
Theeventmakes Twickenhamamoreinterestingplaceto
liveand street children around the world benefittoo. All
creditfor Twickenham BID to have had theimagination,
energyand determinationtosharesuchavisionandthen
see it through tossticcessful delivery”

Duncan Ross, Streetlnvest

Project Description

TheaimoftheBIDwastoputonafreefamilyorientatedevent
thatwouldengage andexcite youngchildren, and be attractive
tothe parents. Streetlnvest, a Twickenham-based charity as
wellasaBIDlevy payer, approached Try Twickenham abouta
projecttheyhadcreatedwhichwasraisingmoneyforstreet
children by adults cyclingaroundthe world. TryCycle wasborn
by turning the concept of adults raising money for children on its
head and instead have children cycling for children. The project
providedthe scope—toprovide afuncyclingexperience for
youngchildrenoftricycleabilityupwards (3-10years); togive
childrenan ‘on-road’ cycling experience; toencourage children
tosocialiseandcyclewithotherchildren. Toensuretherewas
plenty to keep the family happy, there was aBMX half pipe

with displays and plenty of ‘have a go’ sessions plus static bike
competitionsforthe parents, circus skills andface painting, the
local radio station, and local bike shops demonstrating repair
skills as well as police bike marking. Families had afantastic
day,butthebestingredientofallwastheinvolvementofthe
localfoodanddrinkbusinesses. Theylovedtheopportunity
toshowcasetheirbusinesstoadifferentaudienceinanew
environment.




the Seeds
of Love

BY VAUXHALL ONE

Project Description

VauxhallOneBID has been successfully ‘Sowing the Seeds of
Love’ through the heart of South London since April 2014 witha
mixture oftemporary and permanenturban greeninginitiatives,
that together make up the first phase of the Missing Link Green
Trail. Thefirst of two temporary installations saw Vauxhall One
createan ‘island of trees’ onthe middle of the Vauxhall Gyratory
bringingsomemuchneeded greenerytooneofLondon’s busiest
interchanges. The secondtemporary installationmade useofa
disusedandderelictpieceofland,turningitintoaninteractive
summersculpturegarden. Permanentimprovementstothearea
havefocusedonVauxhall’s historic Pleasure Gardens, one of
VictorianLondon’s leading publicentertainmentvenues, which
isnowhometoagoldmedalwinning ChelseaFlower Show
garden. DesignedbyHugoBugg, Chelsea’syoungestevergold
medalwinner, the RoyalBankof Canada’s Waterscape Garden
was transplantedtoVauxhallinthe Summerand Autumnof
2014 with the Missing Link Rain Garden planted in March

2015. There-locatedgarden uses aningenious Sustainable
Urban Drainage system toreduce the risk of flooding by taking
rainwaterfromstreetdrainsandre-directingitintothelovely
plantedrain gardens. Togetherthe gardens and sustainable
plantingmake upthefirstphase of Vauxhall One’s Missing Link
GreenTrail, linkingtogetherthe parksandgreenspacesof
Vauxhallwiththearea’semerginggallerydistrict.

Date Delivered

BetweenApril2014andMarch2015

Cost of the Project
£241,000

Cost to the BID
£41,500

Project Output

This projectsuccessfully delivered aseriesof newcreative green
spaces for Vauxhall, which have collectively enhanced the overall
public realm and have helped to change perceptions aboutthe
area. Temporaryinstallationsinclude one‘islandoftrees’,the
treesbeingsubsequentlyrelocatedto permanentpositions
within the locality, and one sculpture garden, installed on
previously unusedland. Permanentlandscape improvementto
the areaare a ‘beating heartfor Vauxhall’, aliving greenwall and
lightinstallationgrown ontheoutside wallof London’s oldest
gay pub,thefamousRoyal Vauxhall Tavernand the Waterscape
Garden.

Thesculpturegarden provided anatmosphericvenuefor
Vauxhall One’s summer party formembersin 2014, while the
relocation ofthe Waterscape Garden alsocreated an openair
eventsspacewhichVauxhallOnehasalreadyusedforaseries
oftraditional British summer garden parties with live music,
Pimms, and free seed giveaways. The Chelsea Fringe (alternative
gardeningfestival)waslaunchedatthis space, and the publicity
surroundingthefirstphaseoftheMissingLinkGreen Trail
directlyledtoVauxhallOnememberbusinessthe TeaHouse
Theatre hosting BBC Radio 4's ‘Gardeners Question Time'.

“The Hugo Bugg Garde hdlis
definitely a welcome adl viting
green, outside spaceis work
inanofficeallday, soit” le

ink it has
asa place

improvements being
helped to change peopl
to come to work.”

Aseem Sheikh, Bas




Incubatory
Space for
Start-Ups

BY WINCHESTER BID

Project Description

The Winchester Business Centre was launched to encourage
entrepreneurship in the BID area whilst generating an
additionalincome stream. The business centre operatesfrom
the refurbished office of WinchesterBID and offers flexible
office facilities to small and start-up businesses. Facilities
availableinclude hot-desking spacein avibrantand supportive
environment, secure on-site lockers, mail collection and a
registeredbusinessaddress. Partoftheworkofthecentreis
deliveringaprogramme of high quality networking seminar
eventswhichutilisetheexpertise of BID membersandare
aimedatencouraginglocal businessestoworktogether. ltoffers
a 12 seat conference room for hire atan affordable rate, which is
freetoBIDmembers. The availability ofthe spacealsoincreases
opportunity for communication between the BID team and the
membership and the communal working area helps generate
theimage of a BID company with an open door policy meaning
thatmembersfeeltheycan simplywalkinandspeaktothe
team about any issues they are facing. The Winchester Business
Centre helps secure Winchester BID’s place inthe heart of the
local businesscommunity.

Project Output

The Winchester Business Centre has exceeded original financial
targetsandisexpectedtogenerate£6,900incomeinthe
financial year 2015-16. Twoformer users of the business centre
have progressed to bricks and mortar offices of their own inthe
BID area, filling vacant properties and becoming fully-fledged
BID levy payers. There are currently 22 registered users of the
business centre including onebusinessthatis amember ofthe
prestigious Lloyds Bank School for Social Entrepreneurs.

“The WinchesterBusiness Centreissousefulfor
me as a busy manager. The shop has no private
office spacesoitisbrilliantto be able to booka room
away from the distractions of day-to-day business.
We recently recruited interns from Southampton
University and holding interviews at the Business
Centre communicated a professional approach and
the environment appropriately set the tone for the
placements. | feel that the Oxfam shop has benefitted
from my attendance at meetings organised by the BID
team. Ithasenabledustobuildusefulrelationswithother
businessesandlearn moreaboutlocalinitiatives without
havingtodolotsofresearch. Plus, theteamarevery
approachable which is such an asset as networking events
can often seem quite intimidating!”

Judi Thomson, Shop Manager, Oxfam

Date Delivered

May 2014 ongoing

Cost of the Project
£15,000

Cost to the BID
£15,000-serviceexpectedtocovercostsandturna
profitwithin 3years




STOFALLBIDs

D RESPONSES (excl industrials)

~ 2014 | 2015 Coventry City Y Y London Croydon Y Y
Babbacombe X X Darlington Y Y London Ealing Y Y
Bath ooy Dartmouth LS Broadway
Bedford Y X Derby Cathedral X Y London Fitzrovia Y Y
Beeston X Y Derby St Peters Y Y London Hammersmith Y Y
Birmingham Acocks Y Y Dorchester Y Y London Harrow Y Y
Green Durham X Y London llford Y Y
Birmingham Colmore Y Eastleigh Y Y London Inmidtown Y Y
Birmingham Erdington Exeter N/A | X London Kingston Y Y
Birmingham Jewellery X Y Great Yarmouth Y Y London Leicester Y Y
Quarter Greater Yarmouth N/A | X Square
Birmingham Kings Y X - London Leytonstone Y Y
Heath Culldrord X ! London New Addington | Y X
Birmingham Northfield |X | v Hereford NA_|Y London New WestEnd |v 1y
Birmingham Retail Y Y Hl_gh Wycombe ! X London North Bank Y Y
Birmingham Soho Road | X X Hl.nck.ley Y M London Orpington X Y
Birmingham Southside Y Y Hitchin Y M London Paddington Y Y
Birmingham West Side |X | Al vy London Piccadily & | | v
Blackburn Y Y Huntingdon Y Y St James
Blackpool Y Y Ipswich Y Y London South Bank N/A |Y
Bournemouth Coastal Y Y Ireland Dublin M M London Stratford N/A |Y
Bournemouth Town Y Y Ireland Dun Laoghaire X X London Streatham Y Y
Brighton Y Y Ireland Dundalk X X London Sutton Y Y
Bristol Bedminster Y Y Kendal X M London Twickenham Y Y
Bristol Broadmead Y Y Lancaster M M London Vauxhall Y Y
Bristol Clifton x|y Leamington vy London Victoria v oo |y
Bristol Gloucester Road | X X Leeds N/A 1Y London Waterloo Y Y
Bury St Edmunds Y Y Letchworth Y Y London West Ealing Y Y
Camberley Y Y Lincoln Y Y London Wimbledon Y Y
Cambridge X Y Liverpool Commercial Y Y Loughborough Y Y
Canterbury NA |y Liverpool Retail Y Y Lowestoft X Y
Chester NA |y London Angel Y Y Luton N/A | Y
Chichester Y Y London Baker Street Y Y Manchester Y Y
Chippenham NA |y London Bankside Y Y Mansfield Y Y
Cornwall Camborne Y London Bermondsey N/A |Y Melton Mowbray Y Y
Cornwall Falmouth Y London Bexleyheath Y X Newbury Y Y
Cornwall St Austell Y Y London Bridge Y Newcastle Y Y
Cornwall St lves N/A |Y London Brixton X Newquay Y Y
Cornwall Truro Y Y London Camden Y Y Northampton Y X

London Clapham N/A |Y




Northern Ireland N/A Y Scotland Edinburgh Y Y Skipton X Y
Ballymena Scotland Edinburgh Y X Solihull X Y
Northwich N/A Y Grassmarket Southend Y Y
Norwich Y Y Scotland Elgin Y Y Southport Y Y
Nottingham Y Y Scotland Falkirk Y Y Stratford upon Avon Y Y
Otley X Y Scotland Giffnock Y Y Sunderland Y Y
Paignton X X Scotland Hamilton Y Y Sutton Coldfield Y Y
Penrith Y Y Scotland Inverness Y X Swindon Y Y
Penzance N/A | X Scotland Kirkcaldy Y Y Tavistock X X
Plymouth City Y Y Scotland Kirkwall Y X Torquay Y X
Plymouth Waterfront Y Y Scotland Largs Y X Ulverston N/A | X
Preston X Y Scotland Lerwick Y Y Wales Merthyr Tydfil | Y Y
Reading Y Y Scotland Linlithgow N/A | X Wales Newport N/A |Y
Royston Y Y Scotland Loch Ness & |Y X Wales Swansea Y Y
Rugby X Y Invermess _ _ Wellingborough X Y
Salisbury X Y Scotland Milngavie X Y West Bromwich NA Y
Scotland Aberdeen Y Y Scotland Oban i ! Weston X Y
Scotland Alloa Y Y Scotland Paisley N/A Y Weymouth Y
Scotland Bathgate Y Y g(t::)eﬂ::d Sauchiehall v Y Wimborne Y
Scotland Clarkston X Y Scotland South v X Winchester Y Y
Scotland Dunblane N/A |Y Queensferry Wolverhampton N/A |Y
Scotland Dunfermline Y X Sheffield N/A Worcester Y Y
Scotland Dunoon X Y Shrewsbury Y Y Worthing Y X

LIST OF ALLINDU

STRIAL BIDs

Scotland Y Y
Clackmannanshire

Scotland Linlithgow N/A X
Mill Road

Scotland Vale of Leven | N/A
Segensworth Y
Sheffield Lower Don X

Valley

Winsford

Witham

2014 | 2015 Halebank Y Y
Albion X Y Lancing Y Y
Astmoor Y Y Langthwaite X X
Blackburn X X London Argall Y Y
Brackmills X X London Garratt Park Y Y
Cater X X London Hainault Y Y
Cornwall Newham Y Y London Kimpton Y Y
Cowpen X X London Riverside Y Y
Ferndown & Uddens N/A Y London Willow Lane Y Y
Gadbrook Park X Y Longhill & Sandgate X Y
Globe Park Marlow N/A Y Manor Royal Y Y
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Design and production HBcreativity.com



