
The Northbank Annual Report 2015/16 The Northbank Annual Report 2015/16

ANNUAL REPORT

2015/16
 @TheNorthbankBID

WWW.THENORTHBANK.LONDON

The Northbank BID
West Wing, Somerset House
Strand, London
WC2R 1LA

  0203 697 9273

  info@thenorthbank.london

  @TheNorthbankBID

WWW.THENORTHBANK.LONDON



21

The Northbank Annual Report 2015/16 The Northbank Annual Report 2015/16

Introduction 3

Safe & Secure 5

Public Realm & Environment 11

Marketed & Promoted 21

Corporate Social Responsibility 29

Financial Information 35

Board Members 37

The Northbank BID Boundary 38 

CONTENTS

Photo credit: St Edward



43

The Northbank Annual Report 2015/16 The Northbank Annual Report 2015/16

INTRODUCTION
As we come to the end of our third year, The Northbank Business 
Improvement District (BID) is undergoing an ambitious programme 
of transformation, fast becoming the world-class destination that it 
rightfully should be. Working collaboratively with our rich mix of diverse 
business partners and our wider stakeholder community, The Northbank 
BID has delivered a number of tangible outputs, creating significant 
improvements across the BID footprint.

Further challenges faced by our public service 
providers, will see more partnership working 
between the public and private sector, with 
BIDs leading and facilitating local change, giving 
businesses a collective voice to improve and 
encourage business growth and investment.

This annual report will give you a clear 
understanding of what has been delivered across 
the BID’s four strategic themes, in what has been a 
very successful year.

With the launch of our Public Realm Strategy for 
the Northbank last summer, the BID has positioned 
itself to lead the stragic vision, with Strand\
Aldwych as the catalyst for repositioning and 
transforming this important part of central London.

The West End Partnership launched its Delivery 
Plan last year and the Northbank is identified as 
one of the key districts for growth, ensuring our 
aspirations align with major infrastructure projects 
across the West End and the City. We welcome the 
positive impact of the development pipeline and 
look forward to making sure the Northbank’s Public 
Realm Vision not only benefits from London-wide 
changes but also leads the way.

Our work throughout the past year has not been 
without its challenges. However, strides have 
been taken to develop even stronger relationships 
between the local business community and 

supporters, to address popular themes. The Safe & 
Secure strategy has seen the biggest enhancement 
with the introduction of our pilot security team to 
respond to increasing borough-wide problems with 
homelessness and anti-social behavior (ASB).

The Corporate Social Responsibility strategy is 
well underway. Having responded to a thirst from 
businesses to understand more about wellbeing, 
we are now addressing how accessibility 
enhances business performance and attracts 
more talent and customers.

As we work towards our renewal ballot in 2018, 
the next year will see the BID continue to drive 
forward with delivery across our key themes and 
bring investment and public realm improvements 
to fruition!

Ruth Duston, CEO

Proposed transformation of Aldwych, with the removal of the gyratory 
and the creation of a new public space around the St Mary le Strand

Illustration credit: Publica
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SAFE &  
SECURE
Over the last year we have strived to overcome and drive down low-level 
crime but the area has certainly faced its challenges across the Safe & 
Secure theme, with rough sleeping and ASB being a high priority for both 
our business and residential communities. Through continued partnership 
working with the Metropolitan Police (Met Police), Westminster City Council 
(WCC) and The Connection at St Martin’s, the BID will strive towards a safe 
and secure district for visitors and the business community. We will work 
together to agree shared priorities which can be delivered effectively over 
the coming year.

With an increase in national and borough-
wide begging and ASB, naturally, businesses 
concerns increased around the challenges the 
area faced. In response, the BID carried out a 
complete review of the Safe & Secure theme 
and introduced a pilot security service on the 
Northbank in February 2016.

Joint police operations with the team have 
already proved successful with three arrests 
made in relation to criminal activity and nine 
vulnerable rough sleepers referred through to 
the WCC outreach services. A recent decrease 
in the numbers of overnight sleeping in hotspot 
areas is a sign of the continued partnership 
efforts made. This additional service will be 
continually monitored to assess effectiveness, 
alongside the Environmental Ambassador 
activity which goes from strength to strength 
and has seen the reporting 4,864 incidents of 
ASB this year.

Joint operations between the local PCSO’s, Met 
Police and Northbank team have been staged 
to: work with soup kitchens to understand their 
impact, ensure rough sleepers are aware of 
services available for them, and make certain 
that drug use in the area is quelled.

With business continuity high on the London-wide 
agenda, the BID has worked closely to build on 
the flourishing work between the police and other 
Westminster BIDs, by hosting three joint table-
top exercises. The main area of concentration lies 
with Project Griffin, a police initiative to protect 
our cities and communities from the threat of 
terrorism, which has so far brought together 40 
Northbank businesses, police emergency services, 
local authorities and private-sector security teams, 
to coordinate resources.

Northbank Security work alongside Westminster Outreach teams  
and the Met Police
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Safe & Secure  
Steering Group
DELIVERY

a.  Supported BID businesses by 
managing the Safe & Secure Steering 
Group on a quarterly basis

OUTPUT

a.  Quarterly Steering Group meetings 
undertaken with businesses, Police, 
WCC, The Connection at St Martin’s, 
Transport Police, the GLA and others

b. 40 business partners in attendance

COST

Nil

Security Team
DELIVERY

a.  The introduction of a pilot security 
service in February 2016 on the 
Northbank to reduce low-level crime 
and ASB in the area

b.  Ensure continuous positive working 
relationships between The Northbank 
BID, its members, current security 
staff, the Met Police and WCC, by 
sharing security priorities which can 
be delivered effectively

c.  A security provision delivering an 
additional capability to ensure a safe 
and welcoming environment, with the 
ability to provide both enforcement 
and customer service

OUTPUT

a.  A dedicated supervisor to manage the 
team of operatives

b. Four security operatives fully branded

c.  Members of SIA approved Service 
Provider Scheme

d.  Trained in emergency and life  
saving skills

e.  Use of force training provided by the 
Met Police

f.  Initial training on how to identify and 
engage with those who are vulnerable, 
sleeping rough on the streets and 
also on how to advise on the services 
available through the Westminster 
Outreach teams and The Connection at 
St Martin’s

g. Conflict resolution training undertaken

h.  Engaged with 1200 individuals 
carrying out low-level crime/ASB 
activity on the Northbank

i.  Nine vulnerable people referred to 
Westminster Outreach Services

j.  Through vital evidence building and 
over 4.5hrs of body camera footage 
being provided to the Met Police, three 
of our most challenging characters 
have been arrested and charged 
for drugs, immigration and criminal 
damage-related crimes

k.  17 permission letters are in place from 
landowners at problem locations, 
enabling the security team and 
Outreach workers to engage with 
people and discuss how to seek 
services available to them

l.  Providing a visible presence across 
the Northbank BID area, patrolling and 
keeping a vigilant eye on concerns 
around business continuity and 
assisting with intelligence sharing 
through the Met Police and businesses 
on the ground

COST

£25,834

Business Continuity
DELIVERY

a.  Managed a business continuity 
exercise to identify both potential 
threats and the impact on an 
organisation’s normal business

b.  Worked with leading UK  
based-businesses, security and 
resilience network 

c.  Drafted a business continuity plan for 
the Northbank and its businesses

d.  Worked with other Westminster BIDs 
to ensure a co-ordinated approach to 
business continuity

OUTPUT

a.  Three joint workshops with 
Westminster BIDs with 68 Northbank 
members in attendance

b.  Support communications between 
Westminster, Camden, the GLA and 
TfL, to disseminate to businesses 
during the ‘Holborn fire’. Ruth 
Duston consulted press on behalf 
of businesses and our Ambassadors 
supported visitors by providing 
information and directions

c.  39 alerts sent out and 13  
special newsletters

COST

Nil

Safer London 
Partnership
DELIVERY

a.  Delivered the Safer London 
Partnership Scheme to our businesses 
and attended quarterly meetings to 
ensure an effective management of 
the contract

b.  Carried out a complete review of 
the scheme to assess the services 
provided and value for money within 
our budgets

OUTPUT

a.  75 digital radios used to communicate 
information between businesses, 
Ambassadors and the police

b.  40 businesses signed up to an 
intelligence booklet which gives 
details and photographs of individuals 
suspected of crime

c.  Attended nine monthly Safer West 
End steering groups as part of the 
Safer London Partnership, giving 
critical input on behalf of the 
businesses

d.  Weekly newsletter received from Safer 
London Partnership on business crime 
intelligence and shared with  
270 businesses

COST

£14,126

NORTHBANK SECURITY HAS ENGAGED WITH 1200 INDIVIDUALS 
CARRYING OUT LOW LEVEL CRIME AND ANTISOCIAL BEHAVIOUR

An increase in low-level crime throughout London
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anti social 
incidents reported4,864

Ambassador 
Programme
DELIVERY

a.  A dedicated environmental 
Ambassador reported and monitored 
all ASB and environmental issues via 
the Welcome People Dashboard

OUTPUT

a.  1,787 environmental issues reported, 
including:

• 59 abandoned vehicles or locks

• 74 blocked drains or gulleys

• 632 graffiti and flyposting

• 11 instances of illegal advertising 
reported

• 66 phonebox issues

• 381 issues with roads and 
pavements

• 487 issues with signs, bollards and 
street furniture

• 61 soup runs recorded

• Issues with street lighting

b.  Reported 1278 street cleaning issues 
(such as human fouling)

COST

£166,770

Westminster City 
Council and Police 
Operations 
DELIVERY

a.  Working together with the Steering 
Group, reporting on processes and 
problem-solving meetings, the BID has 
seen positive working relationships 
and operations carried out by WCC 
and the Met Police to reduce crime 
and ASB across the Northbank

OUTPUT

a.  Strand and Whitehall Neighbourhood 
Problem Solving Coordinator, Hot Spot 
Team, Westminster City Inspectors 
and the Met Police have successfully 
coordinated and executed two days 
of action related to begging and ASB 
related to rough sleeping. During the 
two days they engaged with close to 40 
rough sleepers and/or beggars. Future 
operations are currently being planned

b.  10 Formal Warnings under ASB, Crime 
and Policing Act 2014 have been 
issued in Charing Cross underpass, 
Adelaide Street and Strand

c.  WCC City Inspectors have issued 
approximately 9 Formal Warnings 
and 2 Community Protection Notices 
under the ASB, Crime and Policing Act 
2014 in the Strand

d.  In partnership with Westminster 
rough sleeping outreach services, 
WCC Neighbourhood Problem 
Solving Coordinator and WCC City 
Inspectors, a number of tents have 
been removed by either engaging 
with tent owners and achieving 
compliance, or by enforcement under 
the Highways Act 1980

e.  Through The BID, the Met Police now 
have a dedicated team of six officers 
working on Westminster Bridge/the 
Strand to drive down crime and ASB

COST 

Nil

Footfall Cameras
DELIVERY

a.  To measure numbers and movement 
of people in the area

b.  Leveraged in LIP funding to cover this 
whole project

OUTPUT

a.  Six cameras installed (see Public 
Realm – Public Realm Vision)

COST

£17,100

Busk In London
DELIVERY

a.  To support the GLA in ensuring the 
management of quality buskers in  
the Northbank

OUTPUT

a.  Six pitches approved on the North 
Terrace of Trafalgar Square

b.  Staff briefings and training workshops 
for all relevant stakeholders

c.  Site visits, monitoring and stakeholder 
relationship management

d.  A dedicated busker relationship 
manager

COST

£20,000

Northbank Security has made nine referrals of vulnerable people to  
The Connection at St Martin’s
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Public Realm is a major focus for improvement in the Northbank. With 
such a dynamic offer, the area has the potential to be safer for road 
users, healthier and even more beautiful; the sustainability of the local 
environment can vastly improve tourism, investment and commercial-
return. This year has been particularly exciting with the publication of 
The Northbank Public Realm Strategy which has the support of TfL 
and WCC and sees the Aldwych Project listed within the West End 
Partnership Delivery Plan.

With the launch of the Public Realm Vision and 
Delivery Plan, the Steering Group and Project 
Groups are working through the BID’s ambitious 
delivery plan for shorter and longer term projects 
across the footprint. Last year saw The Northbank 
successfully leverage in £216,000 of investment, 
through the TfL Local Implementation Plans (LIP) 
funding. A further £1.9 million is due to be invested 
back into the Public Realm through Section 
106 financial contributions for improvements to 
Arundel Street in 2016/17. Over the coming year 
the BID has leveraged in a further £364,000 LIP 
for forward implementation and feasibility studies 
on the Aldwych Gyratory and Villiers Street 
projects, which will enable us to drive forward with 
the Vision for the Northbank.

Through the BID’s GI Audit, the Villiers Street 
Project Group and close working relations 
with TfL, Embankment will be the first ever 
Underground station to undergo a greening 
project of its kind. With the project costing TfL 
£241,000 from the Air Quality fund, the Northbank 
Executive team will work closely with them to 
deliver a sustainable wall and roof to improve air 
quality within the area in autumn 2016.

Working with King’s College London, The Northbank 
BID has installed an air quality monitor to act as 
a guide to inform initiatives for waste and freight 
consolidation projects, leveraging in further 
funding opportunities. As a current political and 
environmental issue, The Northbank BID is keen 
to do its part in improving local air quality through 
engaging businesses in trial delivery consolidation or 
to simply promote initiatives and educate employees 
on how they can play their part.

Capita and Treeconomics have undertaken an 
arboricultural survey across the BID footprint to 
work with partners: WCC and TfL to ensure the 
sustainable maintenance of trees in the future. 

Continued work with freeholders, managing 
agents and WCC also proves successful to ensure 
area-wide visions are aligned and support is 
spread across the community. Partnership projects 
completed this year through driving forward 
improvements include the lighting of Buckingham 
Arcade, cleaning the façade of Embankment Place 
and driving forward the redevelopment of Charing 
Cross underpass.

PUBLIC REALM  
& ENVIRONMENT

11,098
Bags of

rubbish collected

Removed enough
gum to fill 

tennis
    courts

4
items

of

removed

575

graffiti 

Going from strength to strength, the 11-strong 
Northbank Cleansing team work day and night 
to offer an enhanced service, on top of WCC’s 
own street cleaning efforts. Having reviewed the 
service last year the team has expanded from 6 to 
11 operatives to offer a reactive service and cover a 
larger area. 

A large part of the day-to-day public realm and 
environmental improvements could easily get 
lost amongst the larger plans, so the BID entered 
London In Bloom to draw it all together as one 
entrant. Consequently, the Northbank was awarded 
Bronze for a community effort in planting, street 
cleaning and sustainable initiatives.

Illustration credit: Publica
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Public Realm Vision
DELIVERY

a.   To identify and outline the broader 
ambitions for public realm upgrades 
and wider aspirations

b.  To summarise specific proposals f 
rom the Public Realm Strategy 2014 
with priorities identified and next 
steps to consider

c.  Projects in 40 key spaces are assessed 
in four main themes: mitigating the 
impact of traffic, upgrading the public 
realm, connecting the public realm and 
celebrating public life

OUTPUT

a.  LIP funding for Aldwych, Arundel Street 
and Surrey Street

i.  The BID team is seeking continued 
contribution and guidance from 
businesses, TfL and WCC to align aims

ii.  Photographic study of cycling 
and pedestrian issues at junctions 
and crossings; study of informal 
crossing locations, footway uses and 
congested areas; pedestrian origin 
and destination study at commuter 
travelling times and daytime routes; 
research and analyse accident figures; 
air quality

iii.  Traffic analysis: review, development, 
testing and finalisation of options

iv.  Installation of footfall monitors at 5 
locations in Aldwych area

v.  The impact of the Garden Bridge 
and nearby developments has been 
considered in the Vision. These 
include the development of concepts 
that define public realm benefits, 
spatial functions, hierarchies and 
traffic operations

vi.  Improved pedestrian crossings and 
consideration of a two-way traffic 
operation with improved public realm

vii.  Aldwych and Villiers Street projects 
have gained support from the West 
End Partnership with note in the 
Delivery Plan 2015-2030

viii.  Detailed traffic modelling and 
highway engineering analysis has 
been presented to determine which 
options will achieve TfL scheme 
assessment objectives for all modes 
of transport including buses, cycling, 
and pedestrian needs

ix.  Baseline surveying and counts at key 
junctions and routes leading to the 
project area at three different times 
on a week-day to capture pedestrian 
and vehicular movements

x.  Manual Classified Counts (MMC) 
surveys at 10 street junctions  
and pedestrian counts at 12 street 
junctions. Camera footage at  
12 junctions

xi.  Sample Origin and Destination  
(OD) at three locations

xii.  Pedestrian behaviour and volume 
analysis with information given by 
cameras at two zebra crossings 
and a further nine locations in and 
around Aldwych. Pedestrian amenity 
evaluation of effective footway 
width, location and ease of crossings 
in conjunction with desire lines

xiii.  Bus study to optimise bus stop 
locations, minimise route lengths 
and journey times

xiv.  A review of other planned public 
realm and street enhancement 
schemes in the area such as Holborn 
and Fleet Street

xv.  Traffic options testing with traffic 
signals with LinSig modelling

xvi.  Review of kerb-side activity 
including taxi, servicing and 
parking uses

xvii.  Air quality assessment for 
options based on reduction of 
distance travelled and indicative 
journey times

xviii.  Preparing final report and 
presentation for project groups 
and workshops and Aldwych 
Transformational Plan summary 
document

b.  LIP funding for Villiers Street 
(Embankment Place and the adjoining 
junctions of Embankment Place 
with Northumberland Avenue and 
Villiers Street with Strand and John 
Adam Street) - with match funding 
from Cross River Partnership in 
Sustainability section

i.  Funding to commission two studies 
to improve the streetscape and 
environment for all users; considering 
the impact of traffic mixing with light 
numbers of pedestrians. Businesses 
use the street for many servicing 
activities which lessen the street 
charm and safety

ii.  Detailed traffic survey and data 
collection: topographical survey, 
collision data, pedestrian and traffic 
counts, CCTV, lighting and taxi 
parking bay usage

iii.  Streetscape review of highway 
furniture and clutter with proposals 
for consolidation or removal and 
re-design

iv.  The study identified 3 areas of 
collision clusters and recommends 
remedial measures to improve safety 
for pedestrians and vehicles

v.  Six footfall cameras installed. The peak 
pedestrian count for a 24hr period 
was 75,000 people. The area near the 
entrance of Embankment Station is 
the busiest area with peak recording 
of 44,353 a day; the majority was 
recorded leaving the station and 
traveling up Villiers Street

vi.  Six cameras have tracked vehicle 
flow suggesting the high pedestrian 
numbers would benefit from reduced 
or re-timed traffic

vii.  The study shows the usage of side 
bays in Embankment Place and 
opportunities for relocating bays 
away from busy pedestrian areas to 
Embankment Place and John Adam 
Street. The study also recommends 
restricting loading times to when 
pedestrian numbers are low

viii.  A range of considerations for quick 
benefits include the reduction of 
bollards, sign-posts, re-alignment 
of the kerb, converting the area 
to a Controlled Parking Zone 
and upgrading the street surface 
to a hard wearing granite set. 
These would also benefit those 
with impaired mobility and vision 
by creating a street with fewer 
obstructions

ix.  Delivery and service planning is 
underway

COST

£178,278  

Villiers Street

PUBLIC REALM  
VISION AND STRATEGY

June 2015 

A VISION FOR ALDWYCH
April 2016

DRAFT REPORT FOR NORTHBANK BID MEMBERS’ COMMENTS
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Hawk Programme
DELIVERY

a.  Seven month programme to reduce the 
impact of pigeons in the public areas 
and gardens: Victoria Embankment 
Gardens, Temple Gardens, St Clement 
Danes area, Wellington Street and Savoy 
Street corner

OUTPUT

a.  The monthly total numbers counted 
reduced by 47% from 378 to 190

b.  The Northbank Hawk, Jojo, made a 
special appearance at the Summer 
Festival where local staff and visitors 
could find out more about these 
impressive birds and how they helped 
keep the area an enjoyable place to visit

COST

£13,200

Highways
DELIVERY

a.  The BID team work with WCC and TfL 
to ensure the roads and pavements are 
well maintained by reporting problems 
promptly and following up on those 
extending past the baseline timescale

OUTPUT

a.  Successfully resulted in the resurfacing 
of Maiden Lane, 200 Strand and Villiers 
Street tree pits

b.  Highway issues reported and fixed 
include: adding temporary footway 
covers, unblocking drains, fixing traffic 
signals, and the replenishment of tree 
pits in Adelaide Street

c.  Craven Street location of refuse 
container reviewed and resulted in 
better street cleaning

d.  As cigarette ends are costly to clean 
up, the BID has provided Stubbies 
for businesses near problem areas 
to help reduce the number dropped 
and has also provided information on 
associated fines

COST

Nil

Northbank In Bloom
DELIVERY

a.  Work with local businesses, residents 
and suppliers to promote tangible 
benefits of the Public Realm Vision

b.  Partnership working towards a 
more aesthetically pleasing and 
environmentally friendly Northbank

OUTPUT

a.  Six problem areas were improved 
with hanging baskets, planters and 
trees in tubs

b.  47 properties with flowers including 
many local companies, hotels, cafes 
and a school

c.  27 hanging baskets on local streets

d.  Local cafes and restaurants took part by 
having sunflowers on outside tables

e.  Other BID activities judged within the 
bloom assessment included street 
cleaning, removal of graffiti, community 
activity as well as horticulture, 
biodiversity and sustainability

COST

£9,356

Tree Study
DELIVERY

a.  iTree study performed to research the 
asset value of trees on the Northbank

b.  Capita presented a Tree Strategy to 
educate the BID on the best options for 
the future of trees in the Northbank

OUTPUT

a.  Undertaken full survey of the tree assets 
in the area identifying the benefit they 
provide for amenity and biodiversity in 
the environment

b.  The study identified early wins as well 
as longer-term gains and sets out next 
steps in stakeholder engagement

COST

£21,361

Community Payback
DELIVERY

a.  To provide a venue for offenders to put 
their efforts into manual work in the 
borough in which they offended

OUTPUT

b. 324 community hours worked

c. 20 bollards painted

d.  Weekly washing of park walls and 
railings

e.  Auxiliary litter picking in the park and 
local streets

f.  Local companies and Westminster 
Parks and Highways departments 
supported the scheme by providing 
storage for equipment and facilities for 
the team’s breaks

COST

Nil

Embankment Station 
Greening
DELIVERY

a.  In response to the Northbank Green 
Infrastructure Audit (GI), Embankment 
Tube Station has been identified as a 
high impact, beneficial and cost-efficient 
site for greening

OUTPUT

a.  Three micro-sites chosen for work in the 
coming year

b.  Total funds of £241,000 secured 
including five years of maintenance

c.  A positive impact on the area’s 
character by covering a plain brick 
substation wall and side area near 
stairs, screening roof ducting and 
infrastructure from the raised footway

COST

£15,000

Bronze Award winners, London In Bloom 2015

GREENING THE NORTHBANK AND WORKING TOWARDS BETTER AIR 
QUALITY IN AWARD-WINNING STYLE DURING LONDON IN BLOOM 2015
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Air Quality
DELIVERY

a.  Installation of an air quality monitor at 
Kings College London’s Strand campus. 
The monitor equipment was provided 
by WCC to support the BID’s work on 
air quality. A new one would have been 
an additional cost of approximately £6k

a.  Business engagement with Cross River 
Partnership as part of the Clean Air 
Better Business (CABB) programme

b.  The BID team attended CRP steering 
group for quarterly updates on funding 
opportunities. Through this the BID 
has applied for funds from the Mayor’s 
Air Quality Fund Round 2 for a range 
of projects which will provide match 
funding for greening, cycling, behaviour 
changing and environmental projects. 
Final details are still being confirmed

c.  Air quality widget can be added to 
businesses’ websites for customer and 
staff information on daily air quality

d.  Air Quality Business Engagement. 
The air quality business engagement 
project is in its second phase with over 
30 businesses briefed on London-wide 
current air quality and its local impact. 
The briefing also explains how individual 
businesses can do their bit to improve 
the air quality and its impact on staff 
and customers

e.  An Air Quality pledge has been 
designed and companies are currently 
confirming the details of pledge actions

OUTCOME

a.  Northbank air quality monitor provides 
accurate pollution levels for the local 
area which are available for all to access 
at the London Air Quality Network 
website (LAQN)

b.  The information allows the area to be 
assessed for National and EU targets. 
It will also be used to inform the public 
realm projects with TfL and WCC and to 
inform local businesses and their staff

c.  Following the AQ business briefing, 20 
businesses are following up with the air 
quality pledge which highlights business 
initiatives which will have a positive 
impact on the local air quality and will 
make the Northbank more sustainable. 
The key themes are: Communications, 
Transportation, Built Environment and 
Supply Chain

COST

£14,821

Villiers St Forum
DELIVERY

a.  The Villiers Street Forum has taken 
place 3 times and provides a focus for 
Villiers Street management, safety and 
community with businesses, residents 
and agencies attending. The BID team 
attend to represent on behalf of the 
businesses within the area

OUTPUT

a.  The Northbank provided updates and 
business comments for the New Years’ 
Eve event

b. Air Quality briefing

c.  The Connection at St Martins 
Christmas event with Planit in Victoria 
Embankment Gardens

COST

Nil

Cycling
DELIVERY

a.  Leaflets handed out for training, 
equipment, parking and safety 
briefings

b.  Work with TfL and WCC to enhance 
cycling proficiency in the Northbank

OUTPUT

a.  Stakeholder engagement and 
awareness of opportunities in the 
area. Encouraging support of better 
air quality

b. Two cycle hub sites are being 
developed

COST

Nil

Street Cleaning  
(joint with CSR)
DELIVERY

a.  To provide a dedicated day cleaning 
team employed to enhance 
cleanliness of the streetscape in The 
Northbank working from Monday to 
Friday, 6.30am to 5pm

b.  A dedicated night-time team deep 
cleansing service for footway areas 
which removes ingrained dirt and 
chewing gum

OUTPUT

a.  Area wide cleaning each week day, 
has been increase to an 11 strong 
team working both day and night. 
During the day, 4 of the team sweep 
planned routes to cover the BID area. 
A mobile van team support them 
and provide targeted cleaning with 
power washer and other specialist 
equipment. Two night teams work 
systematically cleaning round the 
BID footprint to remove gum and 
ingrained stains

b.  8,379 Northbank rubbish bags 
collected

c. 5,170 bags of recycling collected

d.  927 leaf bags collected during the 
autumn months (10 weeks)

e.  377 graffiti marks removed from 
properties in a quick response

f.  2,241 stickers and fly posters removed 
from public spaces, signs and 
premises

g.  18,450ft of footway deep cleaned 
with an average width of 13ft

h.  The deep cleaning areas have been 
areas around Trafalgar Square, at 
Northumberland Avenue, the outer 
and inner footway of the Aldwych, 
north side of the Strand including 
alleyways and Agar Street. Temple 
Place and Victoria Embankment 
area between Waterloo Bridge 
and Temple. South side of Strand 
has been re-cleaned in areas with 
particularly high use

i.  Regular flushing is undertaken at hot 
spot areas (including Waterloo Stairs, 
India Place, Surrey Street, Carting 
Lane, Adelaide Street, Craven Passage 
and alcoves

j.  Street furniture is checked daily and 
12-15 are scheduled to be cleaned each 
day.  (1384 bins, 805 Phone boxes, 
road signs, street furniture, post boxes, 
legible London signs, bus stops, cycle 
racks) Surrounding areas where spills 
are frequent and bags collect are 
flushed

k.  Areas of regular defecation have been 
identified and cleaned as priority 
away from the schedule (including 
India Place, Surrey Street, York Place, 
Craven Street, Adelphi Terrace, 
Devereux Court, areas near Charing 
Cross Station forecourt and adjacent 
colonnade)

l.  145 Syringes collected and safely 
disposed of. Problem areas are 
reported to the authorities for further 
investigation

m.  Areas prone to drug taking are 
identified and patrols put in place

n.  11.2 million estimated cigarette ends 
have been swept up

o.  Deep cleaning removal of stubborn 
stains and gum by the night team. 
The number of gum removals has 
been estimated to fill four tennis 
courts

p.  Areas where card and debris collect 
(under the Jubilee Walking Bridge 
stair at Northumberland Avenue, 
behind service boxes)

q.  Special deep cleaning on the raise 
footway between Jubilee Walking 
Bridge and Charing Cross concourse, 
litter picking from ledges and removal 
of graffiti within covered section with 
coordination of local businesses and 
building managers

r.  Cleaning for special events within the 
BID area (including John Adam Street, 
Savoy Buildings, Duncannon Street 
and area near St Martins-in-the-Fields, 
St Mary Le Strand for Christmas lights 
switch on event)

s.  Contribution to area wide cleanliness 
for Northbank’s entry into London in 
Bloom

t.  7,427 cleaning reports direct from the 
Ambassadors environmental reports, 
6149 of which were commercial waste 
to give a quick response time within 
the day

COST

£203,804 (PR), £201,423 (CSR)

Sustainability
DELIVERY

a.  Delivery Service Plans (DSP) to 
analyse how businesses can reduce 
traffic, improving the street character 
and improving air quality

OUTPUT

a.  Secured a limited free DSP by the 
Cross River Partnership Clean Air 
Better Business (CABB) project 
team. Will help organisation 
consolidate, re-time and reduce 
deliveries and servicing. LSE and 
St Martin-in-the-Fields took part in 
the study of best practice which will 
be circulated to the wider business 
community on completion

b.  Secured joint funding from WCC’s, 
Local Implementation Plan (LIP) and 
Cross River Partnership’s Central 
London Sub-Regional Transport 
Partnership (CLSRTP) for Villiers 
Street improvements with DSP; which 
amounts to £15,000 LIP funding and 
£15,000 CRP match funding

c.  Six Villiers Street businesses engaged 
in analysis and redesign of the street 
with proposed changes to parking, 
reduction of street clutter and 
delivery locations and timing

COST

£30,000
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Daily street cleaning
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The Northbank has a colourful history which has resulted in a diverse and 
fascinating agglomeration of community members. To realise the district’s 
full potential, it is as important to promote it as a destination of choice to 
those who work, live and study here, as it is to domestic and international 
tourists. A number of public platforms allow this to be done, as well as 
direct communications and physical branding, such as at this year’s first 
ever Northbank Summer Festival and Christmas Lights.

Welcoming a new PR company to the BID team 
this year has led to a comprehensive assessment 
of current communications which has informed a 
new strategy across media and digital platforms. 
Seven Hills has introduced a profile-raising initiative 
of Northbank Champions made up of influential 
individuals who will be able to get behind BID 
initiatives. The team has already secured significant 
coverage in the Evening Standard.

At the beginning of the year, the BID commissioned 
Freshly Made Films to produce a short film that 
clearly sets out the BIDs aims and objectives in an 
engaging visual way that showcases the BID area. 
Since its creation, the film has been viewed nearly 
2000 times on YouTube and has proven to be an 
effective stakeholder engagement tool for education 
of BID work and destination marketing.

For the second year in a row, The Northbank BID 
acted as a major sponsor of West End Live, a 
highlight in the GLA’s calendar that showcases the 
West End and the shows on that year. Once again 
it attracted 500,000 people into the area and a 
total reach of well over a million through press, 
social media and advertising across the city, vastly 
expanding the reach of Northbank branding.

Lunchtime and evening photography workshops 
and food walks encouraged employees of local 
businesses to explore the area in a unique way. New 
to London, Photo London, donated free tickets to all 
who took part in the photography workshops. This 
was a surprise addition for attendees to support 
learning a new skill and getting to know their 
neighbours. A competition took place to establish 
the best photograph taken by the group with the 
winner awarded a one-to-one photography tutorial 
with a professional. A similar event to showcase the 
area to the local community and promote pride of 
place was the talk by Clive Aslet, author of Strands 
of History. The evening talk was a huge success and 
facilitated BID engagement with local residents and 
local employees newly introduced to the Northbank 
Executive team, as well as established ‘friends’ of the 
BID team.

The inaugural Northbank Summer Festival continues 
to be a well-talked about event within corporate 
businesses in the area. The Festival featured live 
screening of the Wimbledon tennis Championships 
in Victoria Embankment Gardens, alongside two 
local businesses selling products, five prizes donated 
by local businesses to encourage social media use, 
and a community arts project. 

MARKETED  
& PROMOTED 

26,964
up from 12,560 last year

19.34%

INCREASE 
in TWITTER impressions

Newsletter read

512,400
impressions

INCREASE on last year

Website
  users

rely on digital communications 
for regular BID updates

of local 
stakeholders100% Almost 

72% 

An environmental focus was added to the line-up to 
educate individuals on how to build a bee hotel and 
to draw attention to the Northbank’s resident hawk. 
The BID’s main aim was to provide opportunities for 
stakeholders and local businesses to get involved 
in a community event, engage with each other 
more, and raise the profile of the BID. An estimated 
11,000 people took over the award-winning Victoria 
Embankment Gardens to enjoy the sun however, 
many more are expected to have attended across 
the five days.

The first ever Christmas lights in the Northbank 
took over the Strand and received strong local and 
London-wide recognition, including two mentions 
from Graham Norton on BBC Radio 2, and over 30 
positive responses from local traders. The switch on 
event was attended by 95 stakeholders who enjoyed 
a special performance by the Northbank’s very own 
cast of MAMMA MIA!

The Northbank digital communications continues 
to be a vital support system for every BID initiative 

carried out. The website and newsletter act as an 
integral source of information for stakeholders 
with 70% of stakeholders using this as their main 
source of information. Social media also supports 
activity and destination promotion with increasing 
importance on a daily basis. Certain campaigns 
have been used to encourage pride of place and 
cohesion through a focus on themes like the history 
of the Northbank; a famous photo from the VE Day 
celebration was the centrepiece for a Northbank 
recreation with help from the RNLI, with almost 
18,000 impressions on the day it was released.

The executive team has engaged with over 80% of 
the levy paying community, keeping them informed 
of BID activity across all 4 key themes. The BID 
also hosted six networking events engaging with a 
further 320 people. As the fourth year of a five-year 
term begins, The BID continues to build on existing 
relationships and looks to engage with those who 
are new to the area, through further networking 
opportunities and one to one meetings.

26,964
up from 12,560 last year

19.34%

INCREASE 
in TWITTER impressions

Newsletter read

512,400
impressions

INCREASE on last year

Website
  users

rely on digital communications 
for regular BID updates

of local 
stakeholders100% Almost 

72% 
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“TOP EVENT – BRILLIANTLY ORGANISED, REAL BUZZ AND GREAT 
FOOD ALL ROUND!” (AUDIENCE FEEDBACK)

Photography Workshop 
& Food Walk
DELIVERY

a.  To showcase the destination in a  
new light

b.  To explore three themes: food, art 
and photography, providing a skill 
workshop during lunchtime

OUTPUT

a. 68 attendees from local businesses

b.  Six businesses offering tours or 
workshops and Photo London 
providing free entry

c.  Legacy competition winner from 
Housing Ombudsman won £300 
photography tutorial in kind

d.  90% response that the walks were very 
interesting and informative

COST

£4,096

Clive Aslet Talk
DELIVERY

a.  Clive Aslet gave a talk to promote the 
Strands of History book

b.  To provide an informative and fun 
after-work activity

c.  Networking event for residents and 
employees

OUTPUT

a.  57 signups from 41 businesses in 
attendance including residents and 
employees the BID team had not  
yet met

COST

£1,057

West End Live
DELIVERY

a.  Sponsorship to increase destination 
branding and association with 
Theatreland

b.  Wide-scale marketing to a specific 
entertainment-visitor audience

OUTPUT

a.  London Underground reach via West 
End Live’s marketing campaign: 

• 1,453,410 home audience

• Coverage across all London 
Underground stations

• Reaching 67% of Underground 
travellers; 35.4% of all adults (15+) 
in London

b.  Print: Four full colour adverts in the 
Metro (overall circulation 4.75m, 
readership 10.5)

• Eight-page colour editorial 
advertisement in Time Out 
(500,000 readership)

• 20,000 event brochures 
distributed over the event 
weekend. 10,000 event leaflets 
distributed pre-event

c.  Direct event reach over the weekend: 

• Over 500k on Trafalgar Square 
over the two days

• Five theatres from The Northbank 
performed over the two days

d.  Branding of the event: 

• High impact stage banner on new 
Alpha stage

• Three giant screens in Trafalgar 
Square displaying The Northbank 
logo

• Eight full-colour balustrade 
banners displaying logo

• 16 branded flags

• 10 marquees with bespoke interiors 
including Northbank branding

COST 

£25,000

Northbank Summer 
Festival
DELIVERY

a.  Five-day festival to highlight Victoria 
Embankment Gardens

b.  Content to showcase environmental 
initiatives of the BID

c.  Wimbledon screening and final act to 
encourage an increased dwell time by 
the local community during lunchtime 
and after work

d.  Charity picnic to raise money for St 
Martin-in-the-Fields

e.  Community art piece to advertise 
characteristics of the Northbank

f. Stakeholder engagement

OUTPUT

a. Five local businesses engaged

b. £334 raised for St Martin-in-the-Fields

c.  £5.5k sales for Strand Dining Rooms at 
the bar

d.  30 children from St Clement Danes 
School sang

e.  Corporate internal communications 
utilised

f.  11,384 footfall recorded across a window 
of three hours each day

g.  Over 250 people in the audience 
during the ‘Final Act’, Soul Brothers

h.  120 participants of all ages for the My 
Northbank community art piece

i.  Average turnover of £1,640 for Food 
Festival vendors

j.  Four businesses donated five prizes to 
help increase stakeholder contacts; 45 
obtained, and engage the audience on 
social media; 29.6k potential reach with 
increased use of Facebook and Twitter

k.  An increase of website sessions by 
188% and visitors by 179% on the 
previous week

l.  Live television interview on London Live

m.  Bee hotel-making workshop had 16 in 
attendance to hear about diversity and 
easy home-made solutions

COST 

£44,769

Northbank Summer Festival 2015
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Northbank Christmas 
Lights Switch On
DELIVERY

a.  Event for stakeholders to enjoy the 
switching on of the first Christmas 
Lights

b.  Event to showcase the significance of 
this momentous occasion

c.  Cast of MAMMA MIA! to sing Christmas 
carols

OUTPUT

a.  102 guests attended; 31 BID businesses 
represented alongside key supporters 
in the local authorities, including Chief 
Superintendent Peter Ayling

b.  Three businesses supported the 
reception: St Mary Le Strand, ME 
London and Novello Theatre

c.  9th November social media: 4.4% 
engagement rate compared to average 
of 1-1.5% per month. 33 independent 
tweets from other businesses: King’s 
College London, Farebrother, Waldorf 
Hilton, Princess of Wales pub, Strand 
Dining Rooms, Gypsy, Visit London

COST

£1,416 

Northbank  
Christmas Lights
DELIVERY

a.  Light the Strand with seven crossings 
of elegant lights to suit the entire area

b.  To seek agreement from landlords for 
14 fixings

OUTPUTS

a.  Set the stage for a full-BID all-year 
lighting strategy

b.  Act as a central thread, binding well 
known and lesser known Northbank 
Christmas activity

c.  Press coverage: print coverage in 
Evening Standard, Time Out and 
Broadway World. Online coverage in 
four other publications

d.  Twitter: 

• 44,700 impressions (increase of 
55% from previous month)

• 1,897 Twitter profile visits (increase 
of 99.5% from previous month)

• 121 Twitter mentions (increase of 
93% from previous month)

• Increase of 68 Twitter followers

e.  Instagram: 

• 179 known independent images of 
the lights away from the switch on, 
with numerous likes and comments 
(and increasing daily)

• 34 #Northbank for lights (more 
tags as ‘Strand, London’ or 
‘Charing Cross’)

• 27 Northbank BID photo likes  
and comments

• One photo with over 58,000 likes 
and 51 comments – including: 
“Wow beautiful lights, great 
capture. Really looking forward to 
seeing them in the flesh”

• Multiple photos with over 100 likes

COST

£57,645

Sponsorship, Branding 
& Advertisements
DELIVERY

a.  Highlight The Northbank’s major assets 
through destination branding and 
strategic sponsorship

b.  Sponsorship of the Trafalgar Square 
Christmas tree

c.  Sponsorship of King’s College London 
Enterprise Magazine

d.  Support for LSE RAG by contributing 
to the RAG Bag

OUTPUTS

a.  Increase brand awareness to local 
community, visitors and media 
audiences

b.  Support the rapid growth of the King’s 
Student Entrepreneurship Institute and 
reach a London-wide audience of over 
25,000 for an entire year, including 
students, corporations and high-profile 
individuals

c.  Diversify audiences to 1000 new 
students and members of the 
community who will be in the area for 
multiple years

d.  Advertised in In And Around Covent 
Garden Magazine to spread the 
audience reach and support another 
local enterprise.

e.  Advertised in What’s On magazine for 
the summer visitor audience

f.  Advertised on King’s College London 
digital boards during Fresher’s Week 
to introduce the brand to new students 
and staff

COST

£11,084

Communications 
Steering Group
DELIVERY

a.  Engagement with local businesses on 
the topic of BID communications

b.  Align communications strategies within 
the local area

OUTCOMES

a.  Involvement from 23 people in 17 
businesses

b.  Facilitated opportunities between 
individual businesses

c.  Visited 4 businesses for meeting 
venues, often with tours afterwards

COST

£112

Public Relations
DELIVERY

a.  For the Northbank brand and 
objectives to reach a wide London-
based audience

b.  To highlight characteristics of the 
destination and key BID milestones and 
achievements

OUTCOMES

a.  Coverage in the Evening Standard, 
Time Out and Property Week

b.  Expanse of media coverage has 
equivalent value of approximately 
£1.3m in advertising

c.  28 articles from April 15 to April 2016 
across print, online and broadcast

d. 37% online

e. 55% print

f. 8% broadcast

g. 16,824,019 potential reach

h. 5 comment / op-ed opportunities

i.  19 meetings between Seven Hills and 
Northbank stakeholders

COST

£82,000

Digital Communications
DELIVERY

a.  Reach an audience of consumers and 
businesses through Facebook, Twitter, 
Instagram and YouTube

b.  Create a short film to explain the aims 
and successes of the BID half way 
through its first term

c.  Perform a survey on the quality 
 and impact of The Northbank BID’s 
digital media

OUTCOME

a.  Website homepage received 10% of 
all page views, with people viewing 
the page for an average of 2 minutes. 
The Privilege Card offers page has 
been the second most popular with 
7.3% of all page views. The Northbank 
Summer Festival page was the third 
highest to be viewed and average 
time was significantly increased 
during the Festival

b.  Newsletter recipients increased from 
2,268(2014/15) to 3,291 (2015/16). 
Increasing our readership/recipients by 
a third

c.  26,964 newsletters opened throughout 
the year (increased from 12,560 in the 
previous year)

d.  Website sessions: 36,160 (12.61% 
increase)

e.  Website users: 26,238 (19.34% increase)

f.  Twitter impressions: 512,400 
impressions

g.  Set up Instagram at Christmas: 154 
followers, 74 posts, 27 likes on BID 
photos, approximately 100,000 likes on 
external photos

h.  ‘Welcome To The Northbank’ short film 
has had 1,952 views on YouTube, with 
more copies handed out on USB

i.  300 survey respondents with over 70% 
either ‘very satisfied’ or ‘satisfied’ with 
current digital communications

COST

£25,535

Marketing Collateral
DELIVERY

a.  To explain assets within the BID and 
value of the initiatives undertaken

OUTCOMES 

a.  5,000 copies of the second edition of 
Hidden Gems published

b.  40,000 maps circulated by 
Ambassadors and select retailers

c.  Marketing Folders created for 
stakeholder meetings and 280 
distributed for new employee welcome 
packs in four businesses

d.  Over 100 branded oyster card holders 
distributed to accompany Privilege 
Card delivery

e.  136 USB sticks circulated pre-loaded 
with the ‘Welcome To The Northbank’ 
film and Public Realm Vision

COSTS

£12,727

Stakeholder 
Engagement
DELIVERY 

a.  To ensure all levy payers and 
neighbouring businesses are informed 
of news and activities

b.  To encourage partnership working 
towards a stronger destination

OUTCOME

a.  Proactive engagement with 80% of 
levy paying businesses through one-to-
one meetings, digital communications 
and daily business meetings

b.  Networking events: engaged with 320 
people at six events, showcasing six 
different venues

COST

Nil
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Cast of MAMMA MIA! switching on the lights
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Corporate Social Responsibility (CSR) is an increasingly important 
aspect of business. To many organisations this can come easily however, 
some others require support. The Northbank BID is eager to continue to 
work with local business partners to promote best practice and provide 
a platform of knowledge within Employment & Education, Skills, Small 
Business Support, Charity Engagement and Wellbeing.

Working with BID member, Punter Southall, The 
Northbank hosted its first ever Mental Health and 
Wellbeing seminar for HR and Managerial staff 
to learn from industry-leading specialists how to 
implement changes in the workplace. Attendance 
was strong with 30 businesses on the day and 64% 
reporting ‘excellence’ in their feedback. Due to the 
appetite for such an event the BID will continue to 
drive this agenda of wellbeing, diversity and equality 
forward. Support for Talk To Me Day also raised 
awareness for social connectivity, wellbeing and 
support within communities by simply encouraging 
Londoners to engage with each other more. Reports 
have found that 52% of Londoners suffer from 
loneliness which can cause health issues and can be 
negative towards employee productivity.

Community-based volunteering has been 
encouraged to not only put something back into 
the neighbourhood but to also find a new way 
of enjoying the Northbank and discovering new 
sides to it. The BID teamed up with GoodGym, a 
community exercise project based in Somerset 
House, to bring together those interested in 
running to get fit whilst contributing to social 
needs in Westminster. 11 BID members joined the 

effort to run 7.5km through the Northbank to clear 
rubbish and leaves from the grounds of St Saviours 
Church in Pimlico.

The Northbank Privilege Card, of which nearly 3000 
have been activated, continues to encourage local 
spending and support for neighbouring businesses, 
whilst encouraging pride of place within the working 
community. Deals from 54 businesses have reached 
new strengths with fantastic lunchtime offers 
like 25% off at Smith & Wollensky and 20% off at 
ROKA. Since June 2015 the offer at ROKA has been 
redeemed 145 times.

The 60,000 Northbank Magazines distributed have 
also proven to be a popular guide to enlightening 
readers of a diverse range of Northbank 
characteristics. The Magazine opens up a window 
to thousands of business in the area, including 
the nine charities covered in the Winter edition. 
Additional benefits include getting locals and 
visitors reading about over 32 upcoming events, 
and showcasing top tips from six local personalities 
in ‘The Knowledge’. Now publishing four editions a 
year, there are more opportunities to celebrate the 
everyday goings-on in the Northbank. 

CORPORATE SOCIAL  
RESPONSIBILITY 

The Ambassador Programme has welcomed over 
half a million tourists and domestic visitors since 
the beginning of the BID in 2013, offering daily 
assistance in wayfinding and recommendations 
whilst also keeping up with business interaction. 
This milestone was celebrated over social media 
with support from The Savoy and reached over 
20,000 impressions on Twitter and received the 
most engagement yet on Facebook and Instagram. 

Local businesses and ‘friends’ of the BID were 
successfully encouraged to engage with the 
campaign. In addition to visitor welcomes, the team 
of Ambassadors has made 2,353 business visits 
including helping at events like the ACCA launch in 
February 2016. Assistance from the Ambassadors 
during the Holborn fire in April 2015 proved an 
important tool for both visitor assistance and 
business communications.

Wellbeing seminar at Punter Southall

“THE MINDFULNESS EXERCISE WAS SO POWERFUL AND A WONDERFUL 
END TO A THOUGHT PROVOKING MORNING” (WELLBEING SEMINAR 
ATTENDEE FEEDBACK)
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CSR Steering Group
DELIVERY

a.  To produce a strengthened CSR 
strategy with inclusion of air  
quality issues

b.  To reinforce that social responsibility 
contributes towards business 
optimisation

c.  To provide a useful and participatory 
CSR offer to the Northbank

OUTPUT

a.  Developed a new group of CSR 
specialists and those keen to learn 
more from neighbouring professionals

b.  Devised ways to develop the 
Northbank as one of the leaders in 
accessibility, inclusivity and diversity

c.  Encourage further inward investment 
with the Privilege card and  
Northbank Magazine

d.  Published a concise CSR positioning 
strategy on the website

COST 

Nil

Mental Health and 
Wellbeing seminar
DELIVERY

a.  To host a seminar around mental 
health and wellbeing in the workplace 
at Punter Southall Group

b.  To contribute to the wider workplace 
mental health and wellness agenda 

c.  To advise local businesses on best 
practice around mental health in  
the workplace

OUTPUT

a.  30 business community members 
attended

b.  64% fed back that the seminar  
was excellent

c.  36% fed back that the seminar  
was good

d.  Article in online magazine with 
comments from the speakers

e.  Four leads for Punter Southall

f.  10 leads for one of the speakers

g.  All attendees showed an appetite for 
similar future events

COST

Nil 

National 
Apprenticeship Week - 
#NAW2016 campaign
DELIVERY

a.  To promote National Apprenticeship 
Week aligning the Northbank with 
the government agenda of more 
apprenticeships by 2020

b.  To devise a social media campaign  
to raise awareness of apprenticeships 
and how they can be beneficial to  
the Northbank

OUTPUT

a.  4,516 people directly interacted with 
the campaign

b.  Acknowledgement from WCC  
and training providers as a supporter 
and contributor to National 
Apprenticeship Week

COST 

Nil

Talks in Schools 
initiative
DELIVERY

a.  To broker relationships between 
businesses and schools for their  
CSR outreach

OUTPUT

a.  Connected St Clement Danes School 
and the Hilton Hotel to talk about 
employee experience to primary 
students

COST 

Nil

Visitor assistance 
and welcome - 
Ambassadors
DELIVERY

a.  Branded Ambassadors greeting and 
assisting visitors and workers

b.  To actively engage with businesses 
offering a vital extra line of 
communication

c.  Provide essential feedback to the BID 
team about business concerns and 
visitor experience where necessary

OUTPUT

a.  Eight Ambassadors, seven days  
a week

b.  184,806 visitors welcomed in 2015/16

c.  500,000 visitor interactions celebrated 
since the beginning of the BID

d.  Engaged with 2,521 businesses, 
keeping them informed of BID activity 
and events in the area

e.  Carried out four surveys gaining 
feedback and KPI’s around BID activity

f.  Worked directly with our businesses 
providing branding at high profile 
events

COST 

£111,167

Welcoming the 500,000th visitor to the Northbank with a prize  
of Afternoon Tea

PRIVILEGE

CARD

in use
2749 Ambassador Visitor Welcomes

since the start of the BID

500,000
by the Ambassadors

business
engagements

2353
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Northbank Magazine
DELIVERY

a.  To produce a high-end publication for 
businesses and visitors

b.  To keep stakeholders informed of BID 
progress and celebrate what is on 
offer in the Northbank

c.  To complete a survey assessing the 
value of the BID’s communication 
channels

OUTPUT

a.  20,000 copies of The Northbank 
Magazines produced for each of our 
spring, summer and winter issues 

b.  Delivered to all properties in the 
Northbank with bulk drops at 45 
locations including hotel rooms, 
restaurant lounges and business 
receptions

c.  Each copy highlights multiple local 
businesses

d.  536 local residents received news 
each time

COST

£40,064

Privilege Card 
DELIVERY

a.  To encourage local spending and 
sense of belonging to the community

b.  To engage with local businesses  
to bring their offering to the  
Privilege Card

c.  To encourage economic growth in  
the area

d.  To showcase the destination in a  
new light

e.  Merge the Privilege Card newsletter 
with the fortnightly newsletter to 
increase interest

OUTPUT

a.  2,817 Privilege Cards activated; an 
increase of 1189 on the previous year

b.  68 local businesses engaged in 
offering discounts to the community

c. 20 newsletters sent out

d.  25% newsletter open rate; above the 
national average

COST

£4,560 20,000 
Northbank 
Magazines 

produced in 
Spring, Summer 

and Winter

Each copy 
highlights multiple  

LOCAL 
businesses

Northbank Magazine
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BID LEVY £ VOLUNTARY £ TOTAL 2015/16 £

TURNOVER

BID Levy 1,451,158 - 1,451,158

Voluntary Levy and Other Contributions - 221,191 221,191

1,451,158 221,191 1,672,349

COST OF SALES

Safe and Secure 266,620 - 266,620

Public realm and environment 326,037 178,278 504,315

Marketed and promoted 320,998 - 320,998

Corporate social responsibility 413,657 2,592 416,249

1,327,312 180,870 1,508,182

GROSS PROFIT 123,846 40,321 164,167

ADMINISTRATION EXPENSES

Core salaries  110,716  40,321 151,037 

Rent and rates  49,240 - 49,240 

Printing  1,767 - 1,767 

Postage and carriage  714 - 714 

Telephone  2,430  -  2,430 

Office stationery  1,726  - 1,726 

Legal and professional fees  13    - 13 

Audit fees  5,200   - 5,200 

Office consumables  7,715    - 7,715 

Cleaning  1,927   - 1,927 

Bank charges  962   - 962 

Insurance  4,258    - 4,258 

Subscriptions  2,755    - 2,755 

IT running costs  19,123  - 19,123 

Repairs and maintenance  454    - 454 

BID development costs  10,137 - 10,137 

BID levy collection fee  20,913    - 20,913 

Depreciation  10,175   - 10,175 

Taxation  64   - 64 

 250,289  40,321  290,610 

Brought forward balance - -  159,125 

Surplus/Deficit for the year - - -126,443 

Balance carried forward - -  32,682 

BID LEVY £ VOLUNTARY £ TOTAL 2014/15 £

1,608,777 - 1,608,777

- 151,541 151,541

1,608,777 151,541 1,760,318

295,931 - 295,931

248,307  94,426 342,733 

353,787 - 356,787 

425,228  2,500 427,728 

1,323,254 99,926 1,423,180 

285,523 51,615 337,138 

 105,463  51,615 157,078 

 52,844 - 52,844 

 1,579 - 1,579 

 1,408 - 1,408 

 2,290 - 2,290 

 2,831 - 2,831 

 1,128 - 1,128 

 5,200  -    5,200 

 7,511  -   7,511 

 1,555  -   1,555 

 203  -   203 

 3,254  -   3,254 

 2,824  -   2,824 

 19,608  -   19,608 

 982  -   982 

 8,552  -   8,552 

 20,689  -   20,689 

 7,325  -   7,325 

 90  -   90 

 245,334  51,615  296,949 

- -  118,936 

- -  40,189 

- -  159,125 

For the year ended 31 March 2016 COMPARATIVE

PROFIT &  
LOSS ACCOUNT
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Board Directors
Claire Dixon (Vice-Chair)  Ambassador Theatre Group 

Geoff Smout    Bain & Co 

Jeremy King    The Delaunay 

Jonathan  Reekie   Somerset House Trust 

Julian Robinson (Vice-Chair)  London School of Economics 

Kiaran MacDonald (Chair)  The Savoy 

Matthew Dixon   Corinthia Hotel 

Ralph Luck    King’s College London 

Ruth Duston (Chief Executive) The Northbank 

Scott Brodie    British American Tobacco 

Steve  Sherwood   PwC 

Vasiliki Arvaniti   Land Securities 

Observers
Alistair Subba Row   Farebrother 

Allyson Hargreaves    St Martin-in-the-Fields 

Cllr Tim Mitchell   Westminster City Council 

Cmdr Peter Ayling   Metropolitan Police 

Lauren Preteceille   Transport for London 

THE BID  
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THE  
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