Bridgend BID Marketing Sub Group
Thursday 8th Jan 2015 5.15pm – 6.16pm
The Rhiw Manager’s Office
Attendees
Steve Watkins, Watkins Men’s Wear (SW)
Steve Easterbrook, Fizzy Foam (SE)
Steve Bletsoe, Ella Riley (SB)
Freya Sykes, Ella Riley (FS)
Cllr Bob Burns, Bridgend Town Council (BB)
Laura Smith, The means (LS)
Rhiannon Kingsley, Bridgend County Borough Council (RK)
Apologies
Rachel Bell, Rhiw Shopping Centre(RB)
Rotimi Adegoke, Bridgend Osteopath (RA)
Steffan Roberts, Wilkinsons (SR)
Item
1.0

Detail
Welcome and Introductions
LS opened the meeting and welcomed everyone.

2.0

Apologies for Absence
Apologies are noted as above.

3.0

The Roles and Responsibilities of the BID Marketing Group
LS explained the roles and responsibilities of the group and distributed
the Terms of Reference for agreement. If the BID ballot is successful
this group would continue as a BID theme group.

4.0

Developing the BID Brand
a) What do we want from a BID brand?
This was discussed by the group. The ownership of the BID
brand is very important and needs to be representative and
unique to Bridgend. This will be explored with the appointed
design consultants.
b) Examples of BID branding
LS distributed BID branding from other areas. The Shrewsbury
marketing was felt to be very professional but this would have
been costly to produce. A discussion took place around the
branding message. It was felt that the brand should convey

Action

that the BID is about the traders taking control of the town’s
destiny but also present a partnership approach.
c) Commissioning and interviewing designers
Four design agencies were approached to tender for the
marketing commission. Two companies submitted tenders
Comgem and Savage & Gray. The two tenders were discussed
by the group but it was felt more agencies should be
approached to ensure value for money and quality of product.
There was concern that this would delay the project so a week
for submissions would be given to mitigate any delay.

5.0

Getting the Message Out There – engaging businesses in the BID
process
a) Information updates – hard copies / e-blasts etc
Three pieces of marketing collateral will need to be produced.
Leave behind leaflet, self-adhesive window vinyls and the BID
proposal booklet. Information updates will commence after the
visioning event.
b) Face to face contact
TE & LS will meet with every hereditament in the BID area for
face to face discussions. From past experience The means have
found that peer to peer communication is the most effective.
LS introduced the idea of BID champions for each street. These
will be determined in due course. BID Champions will be given
training to make sure they are fully informed regarding the BID.
BID info packs will be developed and distributed to BID
Champions.
c) Social media
Communication through social media was discussed and in the
short term Twitter will be utilised to give BID updates.
d) Website
A discussion took place as to whether the website should be
upgraded. LS explained the limitations of the marketing budget
and on reflection it was felt that there were other marketing
priorities.

6.0

AOB
There was no other business.

7.0

DONM
TBC

LS to send out
brief to UGD,
Huw David
Design,
Kutchibok &
Stills

