June BID Shadow Board Briefing
June 15th 3-15pm- 4.30pm
MOVING TOWARDS A BUSINESS PLAN
BRIEFING
Background

We have been running a consultation process with current and potential new members of the Heart of Manchester Business Improvement District since last autumn.  An initial survey received replies from a third of BID members and identified areas of the current BID that were supported and potential areas that a renewed BID should enter into. The four lead areas were:
a. Development of events to attract footfall and spend.  

         
b.    Promotion of the city centre, retail and F&B core.  

         
c.    Operational support for businesses.  

         
d.    Internal communication and potential for leveraging internal network, and lobbying     

       & relationships with other bodies (e.g. council, police).   

From the beginning of this year, we have been running a monthly shadow board process, backed up by regular meetings of the current main board, to look in more detail at each of the work-streams identified in the consultation process. It has become apparent that much of this work is linked together. 

This final shadow board meeting is therefore aiming to draw together the strands of the previous meetings and look at how the new BID should balance resources in delivery. 

THE FOUR PILLARS OF THE NEW BID BUSINESS PLAN 2018-2023
Events
Background

Events were one of the major focuses of the first BID (running until March 2018). When we consulted with current BID levy payers in 2016, events again were by far the most important aspect of the BID for the majority of current levy payers. The first shadow board meeting considered the events the BID currently hosts, their purpose and how the event schedule could be developed in the next business plan. 

Future Business Plan

There was broad agreement that the current BID event plan works in that it hosts events in different areas, attracting different demographics and at different times of the year, and is co-ordinated with other city events. An increase in funding has been proposed. 
Purpose of events:
1) Market and promote the city centre, driving footfall and repeat visits
2) To make the city centre more lively and vibrant

3) To achieve at other points of the year what the Christmas markets achieve in December

Current BID events to be continued:

· Chinese New Year

· Halloween

· King Street Festival

· Student Events

A new summer event, which brings in collaboration across the city centre, is needed.  

Alongside, there is interest in a restaurant/bar festival that goes wider that the city centre, and in making more of Eid. 

Marketing and PR
Background
Marketing of the city centre was essential in the first BID because of the nature of the transport works. There was a major focus on ensuring the ‘business as usual’ message was transmitted, primarily within the region. Alongside specific marketing of the BID (and other) events, the BID worked with Marketing Manchester (MM) to produce seasonal campaigns for a relatively local audience. We also worked with MM and the airport, where appropriate, on engaging with international audiences. With the City Hosts Ambassador scheme, we have provided a welcome for visitors that has become increasingly well-used. We also produced a number of stand-alone marketing pieces such as a guide-book. 

Future Business Plan
The meeting agreed that the BID should continue to have a role in marketing the city centre, but not in the way it has done in the recent past. 

Future work should be focused on supporting Marketing Manchester’s work with content. This was seen in a number of areas:
1. Providing incentives for new visitors on new routes (the ‘free pint of beer for US visitors’ model)

2. Providing content to fill the itineraries of visitors—travel trade visitors tend to require their itineraries to be full before they leave home. The potential of the growing cruise ship market landing in Liverpool was explored.

3. Improving the culturally-aware experience for visitors once they arrive—menus translated into mandarin, travel guides likewise. 

4. Helping promote the city centre as somewhere to use as a base while visiting the Lakes/Peak District, etc. 

Alongside, the BID should support work on:

· The visitor welcome (specifically the ways into the city centre, but also encouraging improvements at airport and out-lying areas). The City Host scheme would continue as key to this
· Wayfinding

· Improvements in the way the brand of Manchester is expressed globally, feeling that a more emotional resonance needed to be created for this city of music, football and heritage. 

· Specific campaigns to promote the city centre (including more guides/guidebooks)

Operational Activity
Background

The business plan of the first BID was focused clearly on marketing, events and promotion. The consultation process explicitly didn’t endorse the BID delivering operational services. 
However, with continuing rounds of public sector cuts, the provision of operational services from the public service has become less certain. We have seen a growth in issues for businesses over the past four years.  Increasing support has been given through the link to CityCo. CityCo responds to members of the BID as it would to CityCo members, logging issues, raising with the correct authorities and increasingly working on solutions directly with the private sector.

The consultation process that took place in autumn 2016 with BID members raised operational support as one of the desired major pillars for the future BID business plan. 

Future business plan:
The meeting broadly agreed that there was a need for more resource and direct input in areas such as rough sleeping, cleansing and crime. There was no support for directly managing services, due to the likely cost. However, there was also a desire that more should be done on education of members (and staff, customers and public), developing ways of working together and on lobbying of public authorities. 

· A pot of money should be held for ad hoc activity as issues affect businesses

· On rough sleeping, there was support for funding Street Support and developing the BID’s own strategy, including the direct employment of outreach workers. 

· On litter there was support for street washing and investment in bins.

· Educational campaigns should be developed aimed at staff and customers to ensure businesses take responsibility for their own rubbish and to encourage people to give to BigChangeMCR  and not direct to beggars. 

· Businesses should be encouraged to work together to solve issues around their own areas. 

· Businesses should work together to raise money for charity, engaging employees to fund-raise to have a direct impact on their neighbourhoods. 

· The City Host scheme would continue to report in operational issues. 

· On crime, more robust lobbying is needed

· Continue with regular briefings on security and counter terrorism, and work with specific BID areas on evacuation and safety plans

Lobbying

Background

The presence of nearly 400 businesses around a virtual ‘table’ was seen as one of the strengths of the BID when it was created. Almost immediately, the BID was focusing on lobbying and information flow around the Metrolink 2CC (and other) transport works. We had very regular meetings with the operational team behind the tram works, and lobbied hard to ensure businesses were contacted and fully briefed. When we were unhappy with communication, we went straight to the MCC Chief Executive and met with him or his team to raise serious concerns. 

However, apart from in this area, lobbying has only been on an ad hoc basis, and has often received only a limited response. Two members of the BID board do sit on the CityCo board to represent retail and a number of letters have gone from the BID Chair to senior members of the council around rough sleeping and other issues facing the city centre, but these have often been met with only a cut and pasted response. In some ways, the management of the BID by CityCo, ensuring that member issues are dealt with individually, has meant that we rely on a strong continuing relationship with MCC, and have been wary of being too critical in public. 

Future Business Plans:

· We should understand and support the key priorities and campaigns of the local council and the Mayor’s office -  ‘go with the grain.’ For example, on helping making Manchester a world famous tourist city and on ending homelessness

· It also means putting one’s own house in order—working amongst ourselves to solve operational issues e.g. commercial waste & litter
· For each year’s business plan analyze issues and risks and be clear what conversations need to be developed (using a wider meeting of the BID membership), and then speak to other sectors (hotels, professional services) so we work together. 

· Develop specific campaigns for staff and customers, including charity fundraising.

· Develop campaign materials around the size of the BID in terms of numbers of employees and importance to the economy

Internal Communications 
· Host an annual meeting/conference of all members of the BID to celebrate achievement and raise issues 

· Continue with City Host visits to the retailers as the best way of ensuring involvement

· Continue with quarterly reports, and include regional and head offices in this.
· Develop the digital presence more, and enhance the BID’s own brand.  

Governance
· Alongside a smaller main board, have sub-groups for each of the pillars with wider membership than just the board members. Alongside a finance and exec board would take more detailed decisions where necessary. 

Balancing the pillars:
The current resources of the company put, roughly, per annum
£300,000 into events

£ 30,000 into operations (one staff member)

£170,000 into external marketing and PR

£180,000 into the hosts (which is operational, marketing and internal communications)
£ 60,000 into internal research and communications (including awards)

£ 90,000 into central staffing (three posts)

£125,000 into admin (rent, rates, accounting, etc)

The BID’s administration charge at under 12% is one of the lowest levels in the country, and this is thanks to the union with CityCo, which can provide the back-end support services. We put nothing (beyond time) into lobbying currently, but use CityCo resources to work with public sector providers. 
Broadly speaking, if we split the Host cost across the three relevant areas, we have:

30% events

25% external marketing/PR

12% internal communications
10% operations

22% core staffing and admin

Questions for the shadow board:
· Is there anything else we should be considering?

· Is the current balance right? 

· Should we be looking at enhancing operations given the feeling of the boards 

· Given the interest in more campaigns for staff and the public, so we need to boost cash for internal communications?

