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Campaign
levy ‘less
than ﬁsh
and chips’
THE Bradford BID will raise
more than £2.5 million to
improve the city centre over
five years – but it will cost a
typical small business less
than the price of a portion
of fish ‘n’ chips each week.
The BID feasibility study
carried out last year indicated that businesses would
support a basic levy of 1.25
per cent to fund the project.
A small business with a
rateable value of £15,000,
for instance, would contribute just £3.64 each week to
the BID. Businesses with a
rateable value of less than
£12,000 would be exempt –
but they would still benefit
from the improvements that
the BID aims to bring about
if it goes ahead.
BID
project
manager
Chris Gregory said: “Businesses should consider the
proposed levy as an investment in a series of projects
which they have selected
and which have been designed to boost business performance.”

‘BIDwillraisecity
proﬁleworldwide’

PROFILE: Diana Greenwood (inset) of Visit
Bradford says the BID can help encourage
visitors to spend more time in the city centre
and enjoy its attractions

300 projects
show success
THERE are almost 300 BIDs
across the UK and new ones
are being created all the
time.
Since the start of February, successful ballots
have been carried out in
Streatham, in London; in
Coventry; and in King’s
Heath, in Birmingham. Five
more ballots are taking place
this month across the country.
At least a dozen more BID
projects are under development in England alone, from
Colchester to Burnley.

Football club
gets behind
scheme goals

BRADFORD City Football Club
are hoping the Business
Improvement District will help
them score even more fans in
the future.
And they’ve made it their goal to
support the BID project and help
it to achieve a “Yes” vote when it
goes to a ballot in September.
The Bantams chief operating
officer James Mason (pictured)
said: “Bradford City football club
are supporting the Bradford BID
because we believe that a
strong, vibrant, enticing city
centre is good for the district as
a whole but especially the
businesses that find themselves
within the city centre.
“We know that a strong Bradford
City Football Club can have a
direct impact on the city itself
and therefore see a stronger
and more appealing city centre
a reason for more people to visit
the centre and watch football.”

18 directors
would run
new board Scheme would promote
BUSINESSES of all shapes
and sizes will play a role in
managing the BID if the ballot is successful.
A new company, limited
by guarantee, will be created to manage and run the
BID and it is proposed that a
board of 18 volunteer directors will be formed from the
organisations which pay the
annual levy.
The proposed make-up of
the Board is three independent retailers, three national
retailers, two managed centres, three leisure/nighttime economy representatives, one from the Council,
three professional services/
offices and three others.
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PROMOTING the city centre, bringing in
more visitors and encouraging investment
will be right at the top of the agenda if Bradford’s Business Improvement District plan
goes ahead.
The BID Development Board has identified four key pillars for the project to focus
on over its five-year duration, when a levy on
more than 600 city centre-based businesses
and organisations will raise at least £2.5 million to fund improvements.
The shops, leisure and hospitality firms,
professional and legal services companies
and others will be balloted on whether the
BID should go ahead in September and the
Board is working on a draft business plan
which they will be consulted on this summer.
The four pillars of the plan – Safe, Clean,
Alive and Promoted – cover the main areas
identified for action in a feasibility study
carried out last year, in which 70 per cent of
the businesses who responded said they supported the BID project.
A sub-group of development board members were tasked with pulling together ideas
for marketing the city and bringing in greater investment.
Diana Greenwood, senior tourism development officer at Visit Bradford, who
chaired the promoted sub-group, said: “One
of the most effective things a BID can do is to
raise the profile of its area outside the city,
improving its image and helping to bring in
more people who, in turn, can help to spread
the word about Bradford being a great place

to visit, shop and enjoy their leisure time.
“Our task was to pull together some of the
great ideas businesses have for encouraging
visitors and investment and turn them into
projects we believe the BID can deliver over
the course of its five-year initial term.”
Projects to encourage investment in the
city centre included targeted marketing of
Bradford as a place in which to “work, play
and stay,” repositioning it more strongly as
tourist destination for short breaks and experiences and supporting and developing the
City of Film brand which has been highly
successful in attracting TV programme and
film makers.
Ms Greenwood said: “We know the National Science+Media Museum is a major
national draw and we’ve seen just how successful City park has been at bringing in the
crowds.
“What we’d like to do is persuade the people who come for attractions such as these
to just stay a little longer and spend some
time shopping and seeking out other fabulous parts of the city such as Little Germany
– and then go and tell their friends what a
great time they had!”
The BID would work alongside other organisers to supplement the events in City
Park, ensuring that footfall is spread across
the city centre, and encourage would-be investors to realise the potential within the
city centre as a whole.
The Promoted group also felt that a key
strand of the BID’s efforts should be encouraging greater lobbying, representation and
championing of the city.
Bradford-born celebrities would be encouraged to help endorse and promote the
city’s brand and the BID would seek to create support from other northern cities, especially in the Leeds City Region, and their
representatives.
Ms Greenwood said the group would also
be striving to work more with tourism partnerships, such as Visit England and Visit
Britain to promote the city and its attractions on a national and international scale.

