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Boris backs BIDs 







London BIDs by income size 

£200,000 

 New Addington BID  £20,000   
 Hainault Business Partnership 
 Willow Industrial Estate BID  
 Garratt Business Park BID  
 Argall Industrial BID 
 E11 BID (Leytonstone)  £67,000 
 Newham Industrial Estate  
 London Riverside BID 
 Orpington BID  

 
 Streatham BID  
 Bexleyheath BID  
 Ilford BID  
 Ealing Broadway BID  £310,000 
 Successful Sutton BID  
 Angel BID  
 Wimbledon Town Centre BID  
 Waterloo Quarter BID 



London BIDs by income size 
 Hammersmith London BID   £510,000  
 Bayswater BID  
 Paddington BID  
 Camden Town Unlimited  
 Heart of London Business Alliance: Piccadilly & St James 
 Team London Bridge  £820,000 
 Heart of London Business Alliance:        
       Leicester Square & Picadilly Circus 
 Vauxhall BID  
 Northbank BID 
 Kingston BID   
 Fitzrovia BID   £960,000 
 Baker Street Quarter BID   
 Croydon BID 
 Better Bankside 
 inmidtown (previously inholborn)  
 New West End Company £3,410,000 



London BIDs – the trends 
• Increase from 34 to 50 

• Outer London centres  

• Secondary centres – possibly utilising clusters model 

• Industrial / Business Park locations 

• T-BIDs? 

• Property BIDs 

• GLA development fund – grant (DCLG – loan) 

• GLA funding alignment – e.g. TFL 

• GLA Learning Network 

 

 

 



The Average UK BID 

• Number of hereditaments: 417 

• BID levy:  

– Mean is 1.4% 

– Median is 1.2%  

– Mode is 1% 

• BID Levy income/budget: £375,922 

• Turnout for ballot: 45.3% 

• Voting favour (number): 73% 

• Voting favour (rateable value): 75.6% 



Potential for BIDs in Wales: 
Comparator Towns  



LESSONS FROM BID BALLOT FAILURES 

The Number of Ballot Failures 

Å 29 towns across the UK have failed at first ballot, of those only 2  
   have since successfully created a BID  

Å 4 industrials have failed at first ballot, none have since created a  
   BID  

Å At renewal ballot, 4 towns have failed and 2 industrials  

Key Reasons for Failure 

Å Lack of sufficient engagement/consultation prior to ballot, which ensures  
   true ownership of the concept  

Å Lack of engagement with Head Offices who cast many of the larger votes  

Å Lack of belief/commitment from smaller businesses hence active ónoô  
   campaigns developing  

Å Lack of appreciation of Industry Criteria & Guidance to shape the plan  

Å Lack of coherent and tangible óbusiness caseô that demonstrates value 

Å Insufficient follow -up during the campaign and ballot period  



Lessons from  
The Big Heart of Merthyr Tydfil  



Lessons from  
the Merthyr campaign  
• Explanation of the BID concept – allow plenty of time 

(and numerous meetings) to get the message across  
to local traders 

• Rumours – “the BID was planning stop any mines re-
opening!!”   BID champions for each street could 
help 

• A strong & capable Chair was a great benefit  

• Ratings department -  good co-operation and 
communication is essential   

 

 

 



Lessons from  
the Merthyr campaign   
• Programme themes – clear benefits to different 

businesses should be demonstrated 

• Difficult to get people to events & low level use of 
email – essential to have a varied approach to 
communication during the campaign  

• Ensure the local manager and head office are well 
briefed and have received information well in 
advance of the ballot 

 

 

 





The first year in Merthyr   

• ‘Merthyr Amazes’ part of Event programme – 
Christmas, Valentines Day, Mother’s Day,  

• Part fund Deep Clean street service  

• Joint procurement - The Big Heart Energy group 
saving business money on their bills.  One café has 
saved £1,000 a year 

• New hanging baskets and planters – over 90 new 
floral displays this year 

 

 

 



The first year in Merthyr  

• Small grant scheme to enhance the look of shop 
fronts 

• A mentoring scheme for catering businesses – with 
the aim of raising food hygiene levels across the BID 
area 

• New consumer campaign -  We ‘love’ Merthyr – over 
1,000 facebook likes and popular youtube video 

 

 

 





Lessons from  
Newport scoping study 



Lessons from  
Newport scoping study 
• Ensure a good mix of interviewees –  geographic and 

business type 

• Keep questionnaires short and ensure interviewers 
have a sound knowledge of BIDs 

• Deliver a clear explanation of the BID concept during 
surveys – avoid confusion  

• But..... 

 

 

 



Lessons from  
Newport scoping study  
• .....let traders talk – they are often very passionate 

about their local area 

• Symposium event worked well – both in terms of 
engagement and in gaining support 

• Local advocates from the business community to 
keep momentum & garner support  

• Pre-publicity from chamber of trade helped 

 

 

 


