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B
rief background 

Steering G
roup m

em
bers

The Tourism
 BID

 Steering G
roup is m

ade up from
 a cross section of the business com

m
unity in the area. The 

Steering G
roup provides direction to the developm

ent of the BID
 and BID

 developm
ent staff. U

ltim
ately all key 

decisions relating to the developing BID
 have been taken by the BID

 Steering G
roup, w

ho are as follow
s:

C
atherine M

axw
ell Stuart, C

hair, Traquair H
ouse

Kate Innes, Tontine H
otel

Jerem
y O

sborne, Barony C
astle

W
ill H

aegeland, Scottish Borders Tourism
 Partnership

Stuart Bell, C
ouncillor, Scottish Borders C

ouncil
G

ordo H
odge, Adrenalin U

plift
Sandra D

aw
son, Peebles H

ydro/The Park
Pauline Archibald, The H

ub on the H
igh Street

Project team
Em

m
a G

uy, Project C
oordinator

R
ich R

ow
e, Project O

fficer

The BID
 D

evelopm
ent Team

 are accountable to the BID
 Steering G

roup.

C
ontents

N
ote: ‘Business’ or variations of the w

ord are used throughout this docum
ent. The w

ord ‘business’ in this context refers to property 
ow

ners or tenants and occupiers of properties w
ho are liable to pay the non-dom

estic rate (N
D

R
), w

hether they pay business rates or 
not. This includes all properties listed on the Scottish Assessors Association Portal (w

ebsite) w
ith a non-dom

estic rateable value, m
any 

of w
hom

 m
ay be a charitable organisation, public sector organisation, social enterprise, or com

m
unity group w

ho m
ay not consider 

them
selves to be a business.

The Tw
eed Valley Tourism

 BID
 has been developed w

ith the aim
 of creating a w

orld-class activity destination. 
O

ur goal is for the Tw
eed Valley to becom

e synonym
ous w

ith excellence, w
ith tourism

 businesses of all 
shapes and sizes – and from

 budget to high end – contributing to, and benefiting from
, the area’s success 

in delivering an unrivalled experience for visitors. The Tourism
 BID

 Steering G
roup w

as form
ed to develop 

this exciting project and oversee the transition into a new
 com

pany follow
ing a successful ballot, at w

hich 
point a Board of D

irectors w
ill be appointed. By voting YES on 14 N

ovem
ber, tourism

 businesses w
ill 

launch the beginning of an exciting new
 chapter for the Tw

eed Valley – one that w
ill enable the area to 

thrive as a prem
ier tourism

 destination long into the future. 
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Your questions answ
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- W

hat m
akes this tourism

 partnership different? 
 

 
- W

hat opportunity is there to access additional public funding?
 

 
- H

ow
 are businesses included in the Tourism

 BID
?

 
 

- W
hat geographical area does the Tourism

 BID
 cover? 

 
 

- Tell m
e m

ore about the Tourism
 BID

 levy and ballot? 
 

 
- D

oes the Tourism
 BID

 overlap w
ith the w

ork of local authorities?
 

 
- H

ow
 do w

e know
 this is w

hat local tourism
 businesses w

ant? 
 

 
- H

ow
 w

ill w
e m

easure success? 
 

 
- H

ow
 w

ill w
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m
unicate the w
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?
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- H

ow
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ill the Tourism
 BID

 be governed and m
anaged?



Forew
ord

W
e are delighted to present this five-year business plan for the Tw

eed Valley Tourism
 Business Im

provem
ent 

D
istrict (Tourism

 BID
). This follow

s an 18-m
onth-long consultation period w

ith tourism
 businesses throughout 

the Tw
eed Valley, including on a draft business plan published earlier this year. W

e w
ould like to thank the 

m
any businesses that have w

orked w
ith us during this tim

e – the feedback from
 w

hich has helped shape 
this final business plan. 

The follow
ing pages outline w

hat w
e believe is an exciting vision for the future of tourism

 here in the Tw
eed 

Valley. It is a plan led by tourism
 businesses for tourism

 businesses, w
ith the clear objective of grow

ing a 
strong, sustainable tourism

 industry in the Tw
eed Valley for years to com

e. As you w
ill read, the Tourism

 
BID

 w
ill fund and deliver practical projects in partnership w

ith public sector agencies that w
ill focus on our 

aspiration to be a w
orld-class activity destination. 

As a Steering G
roup, w

e have listened carefully during the consultation process and understand how
 

am
bitious you are to grow

 your businesses. W
e believe that, by w

orking together, w
e can deliver a real 

return on your investm
ent and w

e w
ill m

onitor the success of all our activities.    

W
e w

ill prioritise strong and effective m
arketing and prom

otion of the area through building the Tw
eed 

Valley brand and carrying out targeted m
arketing cam

paigns. In addition, w
e w

ill help existing events 
and festivals grow

 further, and develop new
, sustainable events in the area. W

e also aim
 to attract m

ore 
business and incentive tourism

 year-round, w
ith a particular em

phasis on the shoulder m
onths, and w

ill 
w

ork to im
prove tourism

 infrastructure and facilities in partnership w
ith other agencies. 

Just as crucially, a Tourism
 BID

 w
ill enable local businesses to shape the future of tourism

 in the area, 
advocating on local issues and being at the heart of the decision-m

aking process.

O
ver the years there have been m

any tourism
 initiatives in the Scottish Borders, but w

e believe that the 
Tourism

 BID
 has the scale, am

bition and resources to achieve far m
ore than anything that has been 

delivered in the past. For m
uch m

ore on our exciting plans and the m
echanics of how

 a Tourism
 BID

 w
orks, 

including the levy to be paid by businesses, w
e invite you to read through this business plan. You m

ight like 
to start w

ith our top ten w
ays in w

hich a Tourism
 BID

 w
ill help your business (see page 6).  

W
e hope you w

ill then be as energised and enthused as us about the potential for tourism
 in the Tw

eed 
Valley. W

e also hope very m
uch that tourism

 businesses w
ill support this initiative and vote in favour of 

establishing the Tw
eed Valley Tourism

 BID
 at the ballot on 14 N

ovem
ber.  

For m
ore inform

ation, please visit our w
ebsite (w

w
w

.G
O

tw
eedvalley.co.uk), or contact Em

m
a G

uy, our 
Project C

oordinator, at tw
eedvalleyem

m
a@

gm
ail.com

Thank you for reading.

The Steering G
roup, Tw

eed Valley Tourism
 B

ID

“The Tourism
 BID

 is a hugely exciting 
opportunity for businesses in the Tw

eed 
Valley to w

ork together as a single 
destination to create m

ore business for 
all. It has our full support”Patrick D

iack
G

eneral M
anager, Peebles H

ydro

4
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W
hat’s in it for m

e? 
H

ere are ten w
ays in w

hich the Tourism
 BID

 w
ill 

benefit your business

3.  A
ll activities, all year round

The area also has a w
ide range of accom

m
odation 

offerings – from
 cam

ping to five-star luxury – unique 
pam

pering experiences, tranquil gardens, plus an array 
of cultural, artistic and historical riches. Taking all into 
account, our m

arketing and prom
otion w

ill increase 
visitor num

bers and spend throughout the year, not just 
the already busy sum

m
er m

onths. 

4.  D
ay A

N
D

 night
W

e cannot call ourselves a true activity 
destination if w

e ignore all there is to do 
after the day is done – from

 outstanding 
food and drink to the arts, com

edy, live 
m

usic, film
 and other evening events. 

This is w
here businesses w

ho m
ight not 

see them
selves as ‘activity-related’ w

ill 
benefit from

 an activity-led Tourism
 BID

.

1. B
uild the brand

O
ur com

prehensive m
arketing and 

prom
otion of the Tw

eed Valley w
ill 

show
case the destination to new

 
audiences 

around 
the 

U
K 

and 
internationally.

2.  It’s not just about bikes
W

e cannot stress this enough! W
e know

 that m
ountain 

biking is a key driver for visitors to the Tw
eed Valley, but 

to attract people to stay longer, visit w
ith their fam

ilies, 
and discover the Tw

eed Valley for the first tim
e, w

e need 
to prom

ote all experiences, both fast and slow
! As such, 

w
alking, trail running, canoeing, horse riding, golf and the 

w
ider natural landscape w

ill all feature strongly. 

5.  Festivals and events
W

e w
ill prom

ote existing events, create 
new

 ones and ensure that businesses 
are properly ‘plugged in’ to ensure 
m

axim
um

 benefit from
 the events that 

take place here.

7.  Im
proving tourism

 infrastructure
W

hile it is not our role to m
anage infrastructure, it 

is our job to influence the provision of the kind of 
visitor services and on-the-ground infrastructure 
expected of a leading tourism

 destination.

6.  Trails for days
W

e w
ill create brand new

 m
ulti-day 

w
alking, running, bikepacking and 

canoe trails that w
ill enable visitors to 

experience the Tw
eed Valley in m

ore 
depth than ever before. D

eveloped and 
packaged w

ith creativity and im
agination, 

these new
 trails w

ill bring m
ore business 

to your door. 

8.  A
 hub for businesses

W
e w

ill operate from
 the form

er Tourist 
Inform

ation C
entre on Peebles H

igh 
Street – one of the busiest locations 
anyw

here in the Tw
eed Valley. The space 

w
ill offer businesses a highly visible 

display point for highlighting products, 
prom

otions, packages and m
ore. 

9.  Targeting corporate tourism
From

 m
eetings to incentives, conferences 

and exhibitions, w
e w

ill target corporate 
activities in the activity sector as w

ell as m
ore 

general business tourism
 – a sector w

ith huge 
opportunity for grow

th.

10.  A
 strong voice for business

Advocacy m
atters. G

iving businesses a voice, 
w

e w
ill lobby hard on local and national issues, 

enabling businesses to help shape m
ajor tourism

 
developm

ents locally. 

6
7

For m
uch m

ore on how
 w

e 
intend to m

ake all this happen, 
please see details of our project 

priorities on pages 14 to 23.

W
alk, run, ride,

paddle, golf, explore,
 eat, drink, relax and

be royally entertained 
– it’s all here in the

Tw
eed Valley! 



B
ID

s – an introduction 
First things first, w

hat exactly is a B
usiness Im

provem
ent 

D
istrict (B

ID
) and how

 w
ill it benefit your business? 

8
9

O
riginally conceived in C

anada in the 1970s, the BID
 concept has proved hugely popular w

ith m
ore than 

135 projects now
 underw

ay across the U
K and Ireland. Since first com

ing to Scotland in 2006, there are 
now

 37 such projects in existence, w
ith m

any m
ore in the pipeline. 

The m
ajority are traditional tow

n centre projects, but they also include Visit Inverness Loch N
ess, w

hich 
becam

e the U
K’s first tourism

-specific BID
 in M

arch 2014. N
ow

 into its second five-year BID
 period, G

raem
e 

Am
brose, C

EO
, Visit Inverness Loch N

ess, could not be m
ore pleased w

ith its im
pact. “Led by tourism

 
businesses for tourism

 businesses, it is a financially sustainable m
odel w

hich, in partnership w
ith the public 

sector, has enabled real and lasting change in the local tourism
 industry,” he explains.

N
ow

 under the um
brella of Scotland’s Im

provem
ent D

istricts, a new
 generation m

odel of w
hat are know

n 
sim

ply as Im
provem

ent D
istricts w

as launched in Autum
n 2018 to bring fresh thinking into the concept. 

But the fundam
entals rem

ain the sam
e. An Im

provem
ent D

istrict is a private sector-led initiative that sees 
businesses w

ithin a defined geographical area invest in the delivery of a five-year business plan. O
nce that 

period is over, there is a renew
al ballot to see if businesses w

ould like to continue for a further five years. 
The strength of the proposition lies in its sim

plicity. By pooling and sharing resources, local businesses, 
w

orking w
ith private, public and third-sector partners, take a leading role in im

proving local econom
ic 

conditions through the delivery of an agreed package of investm
ent and initiatives over and beyond w

hat is 
delivered by local and national governm

ent. 
All m

oney raised is ring-fenced for the delivery of projects detailed w
ithin a business plan agreed by local 

businesses. In our case, the Tourism
 BID

 is about local businesses w
orking together to build on the area’s 

existing strengths. As w
ell as having the financial resources to deliver a business plan, the Tourism

 BID
 

com
pany form

ed follow
ing a successful ballot w

ill also access m
atch funding from

 public bodies, lobby on 
behalf of local businesses and w

ork jointly w
ith other tourism

 groups for the benefit of the Tw
eed Valley.

By com
ing together in this w

ay, w
e w

ill: 
l

 Turn the Tw
eed Valley into a w

orld-class activity destination
l

 Ensure the long-term
 sustainability of tourism

 in the area  
l

 Im
prove the visitor experience and increase the num

ber of visitors
l

 G
ive visitors m

ore reasons to stay longer and spend m
ore

l
 H

elp create local jobs
 N

O
TE: BID

 projects are new
 and additional projects and services; they do not replace services that are 

already provided by Scottish Borders C
ouncil and other statutory bodies. BID

s are developed, m
anaged 

and paid for by the non-dom
estic sector by m

eans of a com
pulsory levy, w

hich the eligible persons in the 
proposed BID

 area m
ust vote in favour of before the BID

 can be established. Each eligible person liable to 
pay the BID

 levy w
ill be able to vote on w

hether it goes ahead or not.

“The Tw
eed Valley has a huge am

ount to offer 
visitors from

 around the U
K and the w

orld. But to do 
this, there needs to be a cohesive plan that allow

s 
all businesses to join together to develop the area’s 
abundant natural resources in a w

ay that m
anages the 

grow
th and im

pact for locals, w
hile m

aking it easier 
and m

ore attractive for visitors to com
e, stay and 

enjoy. A successful and supported BID
 w

ill provide the 
foundations needed to turn the Tw

eed Valley into one 
of Europe’s leading destinations” 

C
hris B

all
M

anaging D
irector,

M
ountain Biking Enduro W

orld Series



W
hy here, w

hy now
? 

Follow
ing a successful ballot outcom

e in N
ovem

ber, the Tw
eed Valley 

Tourism
 BID

 w
ill becom

e only the second such project in the U
K. It’s 

exciting. Together, w
e have an opportunity to turn the Tw

eed Valley into a 
genuinely w

orld-class activity destination. 

O
f course, there have been m

any new
 tourism

 developm
ent initiatives in 

the Scottish Borders over the years. So, w
hat m

akes this one different? 
Firstly, it’s about a scope, scale and level of am

bition that has not been 
seen before. The Tourism

 BID
 represents a long-term

 opportunity to 
develop a sustainable business developm

ent plan that w
ill put the Tw

eed 
Valley very m

uch on the w
orld tourism

 m
ap. 

A key com
ponent of the Scottish G

overnm
ent’s overall econom

ic strategy, 
tourism

 is one of the m
ost im

portant industries for the Scottish Borders. 
Latest figures show

 that tourism
 is w

orth around £72m
n to the Borders, 

w
ith the Tw

eed Valley blazing its ow
n trail as an activity hotspot. 

It is now
 w

idely regarded as a prem
ier destination for m

ountain biking and 
road cycling, although the area has m

any m
ore strings to its bow

. O
utdoor 

activities in general – from
 w

alking to running, kayaking, fishing, horse 
riding, golf and m

ore – are a vital part of the tourism
 product. And w

hen 
w

e add the area’s rich cultural heritage, outstanding food and drink and 
vibrant arts scene to the m

ix, the Tw
eed Valley has all the ingredients to 

be a very special destination. 

There’s no doubt that w
e are starting from

 a strong base, but the Tw
eed 

Valley has the potential to becom
e m

uch better still. In fact, given the 
com

petition from
 other destinations, both nationally and internationally, w

e 
M

U
ST becom

e better still if the area is to thrive as a tourism
 destination 

long into the future.

A Tourism
 BID

 is the perfect vehicle for further developing the area’s 
tourism

 product – and the tim
ing couldn’t be better. W

hile in the past, the 
Tw

eed Valley and w
ider Scottish Borders w

ere not alw
ays on the radar 

w
hen it cam

e to m
ajor investm

ent in tourism
, that has begun to change: 

l
 

See South Scotland – VisitScotland. In Autum
n 2018, the Scottish 

G
overnm

ent granted VisitScotland £500,000 in additional funding to 
launch a tw

o-year cam
paign to prom

ote the south of Scotland as a 
tourism

 destination. W
e plan to build on that m

om
entum

l
 

Borderlands G
row

th D
eal. As part of the Borderlands Partnership 

(w
hich brings together five cross-border local authorities) there are 

m
ulti-m

illion-pound plans to create Europe’s only m
ountain bike 

innovation centre alongside a w
orld-class bike park in and around 

Innerleithen. It’s a huge deal for the area – and not just in term
s of 

m
ountain biking

l
 

South of Scotland Econom
ic Agency (SoSEA). A new

 body, established 
to respond to the econom

ic needs and opportunities of the South of 
Scotland, w

ill begin its w
ork in April 2020. Priority is being given to 

tourism
 and w

ith an organised tourism
 body representing the Tw

eed 
Valley there are m

any opportunities to access funding through the 
agency w

hich w
ill benefit businesses in the area.

Bold and innovative, the Tw
eed Valley Tourism

 BID
 

is about local businesses w
orking and investing 

collectively to build on the area’s existing strengths – 
for the benefit of all

10
11

By creating a structure through the Tourism
 BID

 com
pany, w

e w
ill develop 

strategic partnerships w
ith these public sector bodies as w

ell as tourism
 

groups such as the Scottish Borders Tourism
 Partnership (part of the 

M
idlothian and Borders Tourism

 Action G
roup), Visit South W

est Scotland, 
and feed into the planned South Scotland Tourism

 Alliance. 

W
ith the BID

 structure strongly supported by the Scottish G
overnm

ent, 
and recognised as an im

portant partner m
odel by VisitScotland, a BID

 
com

pany has the advantage of being able to access public funding that is 
not necessarily open to individual businesses.  

Scottish Borders C
ouncil also endorses the w

ork and activities of the Tw
eed 

Valley Tourism
 BID

 and is fully com
m

itted to supporting our activities. 
The council has confirm

ed that it w
ould look favourably on supporting 

applications (either in principle, in-kind, or w
ith financial support) to 

appropriate external funding opportunities provided applications m
eet 

all the necessary criteria and dem
onstrate that they are able to deliver 

econom
ic, social and/or environm

ental benefits.

As such, the Tourism
 BID

 com
pany w

ill look to m
atch the revenue raised 

from
 businesses w

ith additional public funding, ensuring that every pound 
raised w

orks even harder for the area. O
ther BID

 areas in Scotland have 
typically leveraged around 41p for every £1 invested by local businesses 
– so nearly half as m

uch again. 

Led by tourism
 businesses for tourism

 businesses, the Tourism
 BID

 offers 
a financially sustainable m

odel that w
ill help us invest in and deliver on 

five priority objectives:  

1. 
C

om
prehensive destination m

arketing and prom
otion

2. 
C

reating a broad m
ix of events and festivals throughout the calendar 

year 
3. 

Im
proving the area’s tourism

 infrastructure (including creating new
 

visitor experiences) 
4. 

Targeting corporate tourism
 (from

 m
eetings to incentives, conferences 

and exhibitions)
5. 

Providing strong business support and advocacy 

For m
uch m

ore on how
 w

e plan to deliver on these key priorities, please 
see our specific project plans (starting on page 14). 

w
w

w
.G

O
tw

eedvalley.co.uk



The Tourism
 BID

 area extends east from
 W

est Linton and Stobo, roughly follow
ing the R

iver Tw
eed to 

encom
pass Peebles, Innerleithen, W

alkerburn and C
lovenfords, finishing just w

est of Selkirk. To the north, 
Eddleston is also included. In all, there are around 103 businesses included, all of w

hich operate in one of 
the follow

ing tourism
-related sectors: 

The only additions are public sector bodies that offer tourism
 services in prem

ises not categorised in any of 
these sectors. For a full list of businesses included, visit w

w
w

.G
O

tw
eedvalley.co.uk

The Tourism
 BID

 Steering G
roup has agreed a banded scale of levy fees (see opposite page) as a fair 

and equitable w
ay of ensuring that all tourism

 businesses, including those ow
ning m

ultiple properties, 
participate in and contribute to the Tourism

 BID
. The levy to be paid is based on the non-dom

estic rateable 
value (R

V) of each participating business at the tim
e of the ballot and w

ill not change during the initial five-
year term

 of the Tourism
 BID

. The threshold R
V level has been set at £2,000.

Those activity and tour businesses w
ithout prem

ises, or below
 the R

V threshold of £2,000 but w
hich w

ould 
still like to participate in the Tourism

 BID
, w

ill be able to pay an ‘opt-in’ fee that w
ill be com

m
ensurate 

w
ith that paid by levy-paying businesses. N

on-tourism
-specific businesses can also opt in as sponsors or 

supporters as part of their w
ider corporate social responsibility com

m
itm

ents.

Self-catering holiday accom
m

odation w
hich is not the sole or m

ain residence of any person and w
hich is 

intended to be available for letting on a com
m

ercial basis for periods totalling m
ore than 140 days in the 

financial year rem
ain liable for non-dom

estic rates for the w
hole year and w

ill be included.

The levy w
ill only be paid by the occupiers (i.e. those liable to pay the R

V), w
ith the exception of vacant 

prem
ises in w

hich case the property ow
ner w

ill be liable for the levy paym
ent. In addition, any new

 
com

m
ercial developm

ent, sub-division of existing properties, or m
erging of properties or new

 tourism
-

related businesses w
ith a non-dom

estic R
V of £2,000 or m

ore com
ing into the Tourism

 BID
 area during the 

five-year term
 w

ill be liable for the levy. 

W
ho is included?  

The Tourism
 BID

 involves paym
ent of a levy by a range of tourism

 businesses 
that operate w

ithin a core geographic area 

l
 Accom

m
odation

l
 Visitor attractions
l

 Activities
l

 G
alleries and m

useum
s

l
 Events and festivals
l

 R
estaurants/cafes

l
 Transport services
l

 Activity-related retailers (such as bike shops)

13

The BID
 Steering G

roup has chosen to use a fee structure as detailed in the table to calculate the levy 
charged. The reasons behind this are as follow

s: 
l

 
The levy paym

ents m
ust add up to the am

ount required to deliver the business plan 
l

 
A banding system

 represents a sim
ple w

ay for businesses to identify their levy paym
ent, provides for 

ease of collection and represents a fair m
ethodology. Everybody benefits, therefore everybody pays

l
 

A m
inim

um
 paym

ent of £280 (£5.38 per w
eek) is believed to be affordable for the sm

allest businesses, 
w

hile a m
axim

um
 of £4,200 (£80.77 per w

eek) is believed to be affordable for businesses at the higher 
end of the banding.

This banded levy structure is seen as the m
ost equitable w

ay of funding additional projects that businesses 
in the area w

ould like to have, but w
hich the public sector is not required to provide. 

The levy paym
ents are not linked to w

hat businesses actually pay in rates, but are instead based on the 
rateable value of the property. The levy m

ust be paid either in one paym
ent w

ithin 28 days from
 the date of 

the levy invoice or in 12 instalm
ents by arrangem

ent w
ith the billing body.

Follow
ing a m

ajority YES vote in the ballot on 14 N
ovem

ber, the levy w
ill be m

andatory for all eligible 
businesses in the Tourism

 BID
 area that are listed on the Scottish Borders Valuation R

oll by the Scottish 
Assessors on the ballot date. Businesses w

ill be liable for the levy for the full five-year duration of the 
Tourism

 BID
 period. 

W
ith around 103 participating businesses, it is expected that the levy fees w

ill generate an incom
e of about 

£70,000 a year (or £350,000 over the five-year period). H
ow

ever, this am
ount is very m

uch a start rather 
than an end point as the Tourism

 BID
 w

ill use funds raised by private business to access m
atch funding 

from
 the public sector.

Follow
ing conversations w

ith a range of funding bodies about a variety of project plans, w
e have already 

secured com
m

itm
ents in principle that elevate our available funds to a very significant level. W

e w
ill also 

m
axim

ise joint funding opportunities and ‘in kind’ support that w
ill benefit tourism

 in the Tw
eed Valley.

W
hat w

ill it cost? 
The Tourism

 BID
 levy fees are based on the cost of delivering the core projects 

identified by businesses as priority actions during the consultation process 

R
ateable 

Value (R
V) band

A
nnual levy 
per band

C
ost per w

eek
C

ost if paid m
onthly

£2,000 - £9,999
£280

£5.38
£23.33

£10,000 - £19,999
£490

£9.42
£40.83

£20,000 - £29,999
£630

£12.12
£52.50

£30,000 - £49,999
£910

£17.50
£75.83

£50,000 - £79,999
£1,120

£21.54
£93.33

£80,000 - £99,999
£1,540

£29.62
£128.33

£100,000 - £149,999
£2,800

£53.85
£233.33

£150,000 - £199,999
£3,500

£67.31
£291.67

£200,000 +
£4,200

£80.77
£350.00

12

For a full list of businesses included in the Tourism
 BID

, 
please visit w

w
w

.G
O

tw
eedvalley.co.uk

Levy fee table 

There w
ill be no VAT liable on the levy am

ount

The Tw
eed Valley Tourism

 
B

ID
 area m

ap



W
hat w

e w
ill invest in

M
arketing and prom

otion are central to all our am
bitions for tourism

 in the area and w
ill form

 a m
ajor part 

of our w
ork. Building a strong, identifiable brand and then prom

oting that brand through a range of online 
m

arketing initiatives w
as identified as either ‘im

portant’ or ‘very im
portant’ by the m

ajority of respondents 
in our survey of local businesses. 

O
ur online activity w

ill target audience segm
ents in Scotland, the rest of the U

K and internationally, w
ith 

a strong focus on the area’s natural riches and grow
ing reputation as an outstanding activity destination. 

As survey responses indicated, m
ountain biking and road cycling are both im

portant to local businesses, 
but so too are activities such as w

alking, trail running, canoeing, horse riding, golf and w
ildlife w

atching. 
The sam

e applies to the arts, cultural and historical experiences – all of w
hich com

bine to create a w
ider 

‘package’ of activities that can be enjoyed here. 

And talking of packages, w
e w

ill w
ork w

ith businesses to help create a variety of tailor-m
ade, experience-

led tours to the area, including ‘soft adventure’ trips at the higher end of the m
arket to take directly to luxury 

travel and tour agents. 

A key part of our m
arketing activity, both online and traditional, w

ill be the prom
otion of activities that help 

to increase visitor num
bers and spend throughout the year – and throughout the day. After all, w

e cannot 
call ourselves a true activity destination if w

e ignore the night-tim
e ‘offer’: people need things to do – and 

places to eat and stay – after their day is done. And this is exactly w
here those businesses w

ho m
ight not 

see them
selves as ‘activity-related’ w

ill benefit from
 an activity-led Tourism

 BID
. 

O
ur m

arketing and prom
otion w

ill not only generate 
m

ore visitors and bring m
ore business to the area, but 

w
ill also help provide m

arketing support that w
ill equip 

businesses w
ith tools (im

age and video library, 
m

arket research) to help prom
ote them

selves. 

Follow
ing a successful ballot outcom

e in N
ovem

ber, the Tourism
 BID

 w
ill focus 

on five top priorities, all of w
hich involve a variety of exciting projects
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M
arketing and prom

otion
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B

rand 
building.

Build the Tw
eed Valley 

brand w
ith a focus on its 

core strengths as an activity 
destination. This includes 
representing the area at 
national & international 
tourism

 and travel trade 
events to m

axim
ise consum

er 
reach.

D
evelopm

ent of contacts w
ith 

national & international buyer 
groups and inbound operators.

C
onnection w

ith new
 travel 

m
arkets and operators; 

increasing the reach of 
businesses; generating greater 
aw

areness am
ong specific 

target m
arkets; visits from

 
additional/new

 target groups.

O
nline 

m
arketing.

D
evelop cam

paigns 
for specific national &

 
international m

arkets using 
com

prehensive online 
m

arketing, including the 
creation of a new

 portal 
w

ebsite for the Tw
eed Valley. 

Produce a series of short 
videos that highlight the 
experiences that can be 
enjoyed in the Tw

eed Valley. 
C

reate a strong social 
m

edia presence using all 
appropriate channels. 
Em

ail m
arketing w

ith 
em

phasis on extending the 
season into the shoulder/
w

inter m
onths. 

D
igital tools to sit alongside 

traditional visitor resources 
(leafets and m

aps). 

O
nline analytics, including 

unique visits to w
ebsite, social 

m
edia stats and ‘click throughs’ 

to Tourism
 BID

 business 
w

ebsites. 

Increased bookings; increased 
num

ber of visitors; potential 
increased length of stay and 
level of spend all-year round. 

B
uild the 

night-tim
e 

offer.

Prom
ote the area’s night-

tim
e offer (from

 food and 
drink to the arts, com

edy, live 
m

usic, film
 and other evening 

events). 

M
ore footfall and pounds 

spent on non-activity specific 
businesses (restaurants, pubs, 
theatre etc).   

Increased num
ber of table 

bookings, audience figures and 
overnight stays (year-round).  

C
reate video 

&
 stills 

photobank. 

D
evelop a com

prehensive 
bank of stills and video 
shorts.  

Valuable resource of high-quality 
stock im

ages/footage covering 
the Tourism

 BID
 area.

M
arketing resource available 

to all businesses/local tourism
 

organisations.

W
ork closely 

w
ith national 

and regional 
tourism

 
bodies. 

C
ollaborate w

ith Scottish 
Borders Tourism

 Partnership 
and w

ider South of Scotland 
strategy in partnership w

ith 
VisitScotland.

Level of engagem
ent w

ith local 
tourism

 groups.
S

hared benefit of increased 
m

arketing and prom
otion at 

local level.

M
arket 

research.
O

n-going m
arket research, 

including pilot projects, to 
enable the Tourism

 BID
 

to target key sectors and 
provide evidence of econom

ic 
im

pact. Also establish a 
baseline report to better 
understand current visitor 
dem

ographics.

R
egular reports for businesses.

Increased bookings, increased 
num

ber of visitors and useful 
inform

ation that w
ill help shape 

m
arketing activities of individual 

businesses.

Priority one:
M

arketing and prom
otion

Year one spend: £22,500



H
igh-quality events and festivals are a hugely popular incentive for people to visit a destination (and enrich 

the lives of local com
m

unities). The Tw
eed Valley already has a host of outstanding events, including the 

Peebles O
utdoor Film

 Festival, The M
ighty D

eerstalker, Tw
eedLove, Beyond Borders International Festival 

and the Tw
eed Valley Tunnel Trail R

un, but there is potential to do m
uch m

ore throughout the calendar 
year. 
Event developm

ent is a priority in the Scottish Borders Econom
ic Strategy and Tourism

 Strategy. The 
region’s Event Strategy docum

ent cites ‘targeted support tow
ards events w

ith a N
ational and International 

profile’ as a priority. As such, w
e w

ill prom
ote existing events and festivals to help them

 grow
 further, plus 

w
ork w

ith partners to attract, create and support brand new
 national and international events that w

ill 
directly benefit local businesses. 
As part of our plans to develop a Tw

eed C
anoe Trail (see pages 18 and 19), w

e plan to explore the creation 
of an associated festival that brings together tourism

 businesses along the Tw
eed. 

A further aim
 is to broaden the m

ix to m
ake the m

ost of the area’s cultural, artistic and historical riches, as 
w

ell as outdoor activities. Together, these events w
ill help shape our identity as an activity destination – a 

sense of place that feeds into all the w
ider branding and prom

otional w
ork for the area. 

U
nderstanding that businesses need to be plugged into the opportunities provided by these events, w

e w
ill 

develop a com
prehensive, w

ell-publicised events calendar and serve as a central source of inform
ation 

that w
ill keep businesses up to date on everything that is happening. Businesses w

ill then be able to build 
the benefit of local events into their ow

n m
arketing initiatives, supported by the w

ider activity of the Tourism
 

BID
. 

W
e know

 that, from
 a local business point of view

, it’s not alw
ays helpful to have so m

any existing events 
condensed into w

hat is an extrem
ely busy sum

m
er period. As such, w

e w
ill coordinate w

ith event organisers 
to ‘m

ap out’ events (both new
 and established) throughout the calendar year. 

As part of this role, w
e w

ill act as a conduit betw
een event providers and public 

bodies (such as Scottish Borders C
ouncil and Forestry and Land Scotland) 

providing an event ‘liaison’ service w
hich w

ill handle event clashes and avoid 
conflict am

ongst organisers so that everyone is pulling in the sam
e direction 

to ensure the success of all scheduled events. 

17
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Events and festivals 
Priority tw

o:
C

reate a year-round calendar of events and festivals 
Year one spend: £3,000

W
atch this space …

 
As a developing Tourism

 BID
, w

e have already been in 
close contact w

ith organisers of several m
ajor new

 events 
planned for the Tw

eed Valley. This includes engaging 
w

ith EventScotland as w
ell as other public bodies and 

governing organisations to host international events such 
as the M

ountain Biking Enduro W
orld Series (on a five-year 

term
) and activities connected w

ith the U
C

I W
orld C

ycling 
C

ham
pionships 2023. W

ork is also underw
ay on expanding 

the events offer during the shoulder season – w
ork that w

ill 
continue through the Tourism

 BID
 com

pany follow
ing a YES 

vote in the ballot. 
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D

evelop new
 

sustainable 
events and 
festivals (year-
round).

W
ork w

ith Scottish Borders 
C

ouncil, EventScotland and 
event providers to support 
new

, sustainable activity, 
m

usic, food and drink, and 
cultural events. 

Success in attracting and 
creating new

 events & festivals.
Increased num

ber of visitors 
particularly in shoulder 
m

onths, w
ith increased spend 

in area over the event period.

Prom
ote 

existing events 
and festivals.

W
ork w

ith event providers 
and partners to help prom

ote 
existing events to as w

ide an 
audience as possible through 
online and press activity. 

O
nline statistics, greater press 

coverage of events, num
bers of 

participants at specific events.

Increased bookings and 
increased num

ber of visitors, 
w

ith increased spend in area 
over event period.

Event 
coordination 
and 
com

m
unication

D
evelop a com

prehensive, 
w

ell-publicised events 
calendar for local businesses.

Aw
areness of events w

ill enable 
businesses to m

ake the m
ost of 

opportunities around them
.

Businesses can build the 
benefits of local events 
into their ow

n prom
otional 

initiatives. 

D
evelop an 

event organiser 
‘package’.

D
evelop a resource package 

for event organisers that 
w

ill see local businesses 
provide services for visiting 
events (from

 catering to 
accom

m
odation).  

Additional relevant events for 
the Tw

eed Valley – w
ith local 

businesses properly ‘plugged in’ 
and w

orking closely w
ith event 

providers. 

Additional visitors, relevance 
of events & festivals to 
businesses.

D
evelop a 

coherent events 
strategy for the 
Tw

eed Valley, 
including an 
event ‘liaison’ 
service.

D
evelop a sustainable events 

strategy and liaison service 
that m

inim
ises event clashes 

to ensure that organisers 
are all pulling in the sam

e 
direction. W

ork w
ith key 

partners to access funding 
and provide assistance for 
visiting events. 

C
reate a balanced m

ix of events 
throughout the year that reflects 
everything that the Tw

eed Valley 
has to offer. 

Businesses are kept inform
ed 

of events and opportunities 
for getting involved. 
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Tourism
 infrastructure

For visitors to have the best possible experience, w
e need high-quality tourism

 infrastructure to be in place 
– from

 w
aym

arked routes to facilities and services that betw
een them

 show
 off the Tw

eed Valley at its very 
best. 
O

ur consultation w
ith tourism

 businesses highlighted just how
 im

portant im
provem

ents to our tourism
 

infrastructure are considered w
hen it com

es to delivering an outstanding visitor experience.
W

hile it is not our role to provide signage or m
anage infrastructure, w

e can use our strong, collective 
voice to w

ork w
ith public bodies to ensure that w

e have the kind of on-the-ground visitor services and 
infrastructure expected of a leading tourism

 destination. This includes im
provem

ents in parking and toilet 
provision at visitor hotspots; im

proved signage and visitor inform
ation at key entry locations to the area; and 

a renew
ed focus on investm

ent in a rural road infrastructure that is in urgent need of attention. 
Som

e of these infrastructural im
provem

ents w
ill be driven by our plan to develop a range of new

, w
aym

arked 
trails and routes aim

ed at w
alkers, runners, cyclists and other users. A m

ajor, m
ulti-phase project, it has the 

potential to bring huge benefits to the area. W
e have already seen from

 initiatives such as the N
orth C

oast 
500 in the H

ighlands just w
hat can be achieved w

hen routes are created and packaged w
ith im

agination 
and creativity. 
The proposed developm

ent of a Tw
eed C

anoe Trail is particularly exciting; for centuries, the Tw
eed has 

been the lifeblood of the area, but w
e don’t m

ake enough of it from
 an adventure travel point of view

. Such 
a trail, like the river itself, w

ill help tell the story of the landscape and com
m

unities through w
hich it passes 

– w
ith benefits for tourists and local businesses alike. 

And w
ith 2020 being VisitScotland’s them

ed Year of Scottish W
aterw

ays, and Scottish Borders C
ouncil 

w
orking w

ith Borderlands and the South of Scotland Econom
ic Partnership on prom

oting the Tw
eed from

 
source to sea, the project w

ill benefit from
 significant additional im

petus. 

Priority three:
W

ork w
ith partners to im

prove tourism
 infrastructure 

Year one spend: £8,000
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A
 m

ulti-phase 
project to create 
a series of w

ay-
m

arked routes 
prim

arily* for 
w

alkers (The 
Tw

eed Valley 
W

ay), runners 
(The Tw

eed Valley 
D

onalds) and 
bikepackers (The 
Tw

eed Valley 
Trail). 
*The bulk of the 
routes w

ill also be 
suitable for m

ulti-
use (incl. horse 
riders).

A m
ajor project delivered 

alongside landow
ners, 

Scottish Borders C
ouncil, 

Forest and Land Scotland 
and other key partners. It 
w

ill involve the creation of 
new

 trails w
ith associated 

m
arketing and prom

otion 
(including short film

s on each 
of the sections). 

Level of usage by w
alkers, 

runners, cyclists and horse 
riders.

An infrastructure project 
w

ith huge potential 
to deliver not only 
im

provem
ents in the visitor 

experience locally, but 
also increased num

bers 
of visitors, increased 
bookings, increased spend 
and increased length 
of stay throughout the 
Tourism

 BID
 area. 

C
reation of the 

Tw
eed C

anoe 
Trail – a route that 
offers a m

ulti-day 
descent along 
the m

ost scenic, 
navigable stretch 
of the Tw

eed. 

D
elivered in partnership w

ith 
landow

ners, river m
anagers, 

fishing interests and others 
to create a new

 ‘trail’ w
ith 

associated m
arketing and 

prom
otion. It w

ill include 
w

orking w
ith partners 

on im
proved riverside 

infrastructure (cam
ping, 

access points etc).

N
um

ber of users com
pleting 

the route (and staying w
ith 

accom
m

odation providers along 
the w

ay). 

A m
ore niche project, 

but one that delivers 
another w

ay for visitors 
to experience the area 
(w

ith opportunities for 
businesses to provide, for 
instance, canoe-friendly 
accom

m
odation). 

A
 visible presence 

in the heart of the 
Tourism

 B
ID

 area. 

The Tourism
 BID

 w
ill use the 

form
er Tourist Inform

ation 
C

entre on Peebles H
igh 

Street as a highly visible 
business hub and office. 

U
sage by businesses and 

visitors.
A hub for businesses to 
share inform

ation and to 
have a physical presence. 

Influence 
provision of 
visitor services 
and infrastructure 
at key visitor 
sites (including 
parking, toilets, 
signage). 

W
ork closely w

ith 
landow

ners, Forest and Land 
Scotland, Scottish Borders 
C

ouncil and other partners 
to ensure that tourism

 
infrastructure is in keeping 
w

ith the quality experience 
expected by visitors. 

Increased usage by visitors. 
Im

provem
ent in the visitor 

experience, including those 
w

alking, riding, running 
and paddling the various 
new

 trails. It m
ay also 

encourage visitors to stay 
longer in the area and 
spend m

ore. 

A
 hom

e on the H
igh Street 

Scottish Borders C
ouncil has confirm

ed that the 
Tourism

 BID
 w

ill use the form
er Tourist Inform

ation 
C

entre on Peebles H
igh Street as a business hub 

and office. This not only gives us a highly visible 
presence for visitors, but also provides a free 
facility for businesses to use, be it to show

case new
 

products, services and offers, or sim
ply as a m

eeting 
space. The space w

ill be run by BID
 staff, supported 

by volunteers from
 the local com

m
unity w

ho w
ill 

assist w
ith providing visitor inform

ation. 
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C
orporate tourism

From
 m

eetings to incentives, conferences and exhibitions, w
e w

ill target corporate groups in the activity 
sector as w

ell as w
ider business tourism

 – w
ith the business tourism

 sector currently w
orth m

ore than 
£1.9bn to Scotland’s econom

y each year.  W
e w

ill build partnerships w
ith M

IC
E agents (such as ExecSpace, 

C
onference C

are, etc) and prom
ote the Tw

eed Valley as a key destination and an alternative to Edinburgh/
G

lasgow
.

G
iven our range of m

edium
-sized and large hotels, plus variety of experiences and activities that can be 

packaged for delegate groups, the Tw
eed Valley is a perfect location for corporate tourism

. 

Larger conferences and m
eetings w

ill naturally be the dom
ain of bigger hotels in the area, but the benefits 

w
ill spread to m

any other businesses, from
 restaurants and B&Bs to visitor attractions and activity providers. 

D
elegates often bring fam

ily or choose to stay for a few
 days afterw

ards to enjoy the area m
ore fully. If 

suitably im
pressed, m

any also return w
ith fam

ily after the event.  

But business tourism
 is not just about big conferences. The Tw

eed Valley is equally appealing to sm
aller 

groups looking for venues and activity packages as part of corporate get-togethers, team
 building w

eekends 
and product launches. 

By representing the Tw
eed Valley at key trade show

s for conference and m
eetings organisers, as w

ell 
as proactively targeting specific businesses, initially in the activity industry, w

e w
ill attract a m

uch greater 
percentage of this largely untapped tourism

 sector – w
ith all the associated benefits for local businesses. 

Priority four:
A

ttract corporate tourism
 all year round

Year one spend: £6,000
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Attract, m
arket 

and prom
ote 

corporate tourism
 

(particularly in 
shoulder periods 
and w

inter). 

R
esearch current offer and 

w
ork closely w

ith businesses 
to create a valuable client 
database (com

prising 
national & international 
organisations). 

Increase in num
ber of enquiries 

relating to corporate tourism
.

H
igher levels of 

occupancy, particularly in 
shoulder m

onths. 

W
ork w

ith VisitScotland and 
other partners to ensure 
a presence at national 
& international events 
to prom

ote the area for 
conferences and business 
tourism

.

The Tw
eed Valley has a strong 

representation at events 
com

pared w
ith other parts of 

Scotland.  

Increased spend in area 
for potentially all tourism

 
sectors.

W
ork in partnership w

ith key 
organisations and individuals 
to m

axim
ise potential 

corporate opportunities/
contacts

M
ore corporate groups attracted 

to the area.
A m

ore proactive and 
coherent approach to 
m

axim
ising the potential 

opportunities from
 

corporate tourism
. 

H
ost fam

iliarisation visits to 
prom

ote the area to potential 
client groups. 

M
ore corporate groups attracted 

to the area.
O

pportunities to m
axim

ise 
repeat business from

 
future leisure visits by 
m

eetings delegates.
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Support and advocacy
P

riority five:
B

usiness support and advocacy
Year one spend: £2,000

W
e w

ill provide a strong, collective voice to lobby on local and national issues that are of concern to 
tourism

 businesses, including enabling businesses to shape m
ajor tourism

 developm
ents locally. 

As highlighted in our im
proving tourism

 infrastructure project planning, the Tourism
 BID

 w
ill w

ork on 
behalf of tourism

 businesses to ensure that public bodies and other organisations m
ake provision for 

the kind of on-the-ground visitor services and infrastructure expected of a leading tourism
 destination. 

Bringing strength as a collection of businesses rather than individuals, w
e w

ill also explore opportunities 
for collective savings, including in areas such as utilities support. As a developing Tourism

 BID
, w

e 
have already been in contact w

ith Eyebright, a partner of the Scottish Tow
ns Partnership, that w

orks 
w

ith BID
S throughout Scotland to help hundreds of businesses offset their levy fee through effective 

energy and utility m
anagem

ent strategies. 

In addition, w
e are also com

m
itted to w

orking closely w
ith the Scottish Borders Tourism

 Partnership 
as it develops its ow

n D
estination M

anagem
ent O

rganisation for the Scottish Borders, and w
ill explore 

joint initiatives w
ith organisations such as Visit Scotland, D

eveloping M
ountain Biking in Scotland and 

others as w
e play a key role in influencing tourism

 developm
ent throughout the Tourism

 BID
 area. 
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U

se collective 
bargaining pow

er 
of Im

provem
ent 

D
istrict Scotland 

to offer cost 
savings to 
businesses.

W
ork w

ith businesses to 
m

axim
ise potential savings, 

including in areas such as 
utilities support. 

N
um

ber of businesses 
benefiting.

R
educed costs, im

proved 
m

argins.

Provide a 
strong voice for 
businesses on 
local and national 
issues.

R
epresent businesses and 

ensure they have a role 
in shaping m

ajor tourism
 

developm
ents. 

A sense of being heard, valued 
and responded to. 

Being part of the decision-
m

aking process on 
tourism

 developm
ents 

locally. 

Access grants 
and other public 
funding for 
businesses in the 
Tw

eed Valley.

BID
 structure is the 

preferred m
odel for public 

organisations and councils to 
w

ork w
ith.

Aw
ard of funding to businesses.

Financial support.

W
ork w

ith 
businesses to 
help them

 reduce 
carbon footprint.

Facilitate opportunities for 
businesses to becom

e m
ore 

environm
entally sustainable.

N
um

ber of businesses w
ho take 

up the opportunity
M

inim
ise carbon footprint, 

reduced costs, im
proved 

m
argins

22

“W
ith distilleries, independent 

craft ale brew
ers, artisan 

bakers and w
orld-class 

confectioners all producing 
exceptional products, and a 
larder of Borders bounty on 
our doorstep, w

e recognise 
enorm

ous potential to develop 
the Tw

eed Valley into a luxury 
‘foodie’ destination to rival any 
other part of Scotland’’

John and Sylvia M
atthew

s
W

indlestraw



Incom
e and expenditure

W
ith a starting incom

e of around £350,000 over the initial five-year period of 
the Tourism

 BID
, w

e can afford to think big

The estim
ated levy incom

e for the Tourism
 BID

 is based on full paym
ent of the levy every year. In case a 

100%
 collection rate is not achieved, a 5%

 contingency budget has been included. All of the contingency 
budget w

ill be spent on the projects if m
ore than 95%

 of the levy is collected.
O

nce the Tourism
 BID

 is operational, any variations w
ithin budgets w

ill be reported to the Board of D
irectors 

for agreem
ent. The Board w

ill agree on an annual basis how
 funds for subsequent years w

ill be allocated. 
This w

ill be based on business feedback during the previous year and the priorities identified in the Business 
Plan for the com

ing years, w
hich allow

s the Tourism
 BID

 the flexibility to respond to changing business 
needs and requirem

ents. Funds w
ill be set aside for the renew

al Ballot in Year 5. The Tourism
 BID

 Board 
w

ill have the authority to m
ake relevant variations in projects and budgets w

ithout the need for an alteration 
ballot for the effective operation of the BID

 C
om

pany and in the best interests of the businesses.
Additional funding w

ill be sought for exam
ple from

 the follow
ing public bodies, as w

ell as from
 other funds 

that w
ill be explored: 

l
 Scottish Borders C

ouncil Funding: support by Scottish Borders C
ouncil for the Tourism

 BID
 w

as 
endorsed in August 2019 and the council is fully com

m
itted to supporting the projects and activities of 

the Tourism
 BID

 and w
ill look favourably on funding applications to appropriate Scottish Borders C

ouncil 
funds provided the applications m

eet all the required criteria. Scottish Borders C
ouncil w

ill also provide 
support in kind through m

anaging the ballot process
l

 VisitScotland Funding: this funding is dependent upon a successful application by the Tourism
 BID

 to the 
VisitScotland G

row
th Fund. There is no guarantee of G

row
th Funding support. VisitScotland has them

ed 
2020 ‘Year of C

oasts and W
aters’ and the application activity w

ill reflect this them
e. Future applications 

w
ill also aim

 to m
axim

ise the benefit to the Tw
eed Valley of subsequent VisitScotland ‘them

ed’ years
l

 Applications for additional grant funding w
ill also be m

ade to the new
 LEAD

ER
 program

m
e, Scottish 

Borders C
ouncil W

ard Funds, Business G
atew

ay and the new
 South of Scotland Enterprise Agency 

(SoSEA). The Tourism
 BID

 w
ill also seek funding opportunities from

 the renew
able energy benefit funds 

and w
ork in partnership w

ith organisations such as Forest and Land Scotland, Scottish N
atural H

eritage 
and H

istoric Scotland to m
axim

ise any joint funding opportunities and/or in kind support that w
ill benefit 

tourism
 in the Tw

eed Valley area.
It is also expected that up to a further £5,000 could be available each year from

 fees received from
 businesses 

not included in the Tourism
 BID

. For exam
ple, w

e hope that existing Tw
eed Valley Tourism

 C
onsortium

 
m

em
bers below

 the threshold w
ill ‘opt in’. W

e have also received assurances from
 activity businesses w

ho 
have no prem

ises that they are keen to opt in to receive the package of benefits on offer. Annual fees for 
businesses that fall into the category of opt in w

ill be com
m

ensurate w
ith those for levy paying businesses. 

Incom
e &

 expenditure tables 

IN
C

O
M

E
Year 1

Year 2
Year 3

Year 4
Year 5

TO
TA

L

BID
 LEVY

£70,000
£70,000

£70,000
£70,000

£70,000
£350,000

* O
PT IN

 IN
C

O
M

E 
£5,000

£5,000
£5,000

£5,000
£5,000

£25,000

IN
C

O
M

E TO
TAL

£75,000
£75,000

£75,000
£75,000

£75,000
£375,000

EXPEN
D

ITU
R

E
Year 1

Year 2
Year 3

Year 4
Year 5

TO
TA

L

M
arketing & 

prom
otion

£22,500
£22,500

£22,500
£22,500

£22,500
£112,500

Infrastructure
£8,000

£8,000
£8,000

£8,000
£8,000

£40,000

C
orporate tourism

£6,000
£6,000

£6,000
£6,000

£6,000
£30,000

Events and festivals
£3,000

£3,000
£3,000

£3,000
£3,000

£15,000

Support and 
advocacy

£2,000
£2,000

£2,000
£2,000

£2,000
£10,000

M
anagem

ent & 
organisational

£25,000
£25,000

£25,000
£25,000

£25,000
£125,000

C
O

N
TIN

G
EN

C
Y

£3,500
£3,500

£3,500
£3,500

£3,500
£17,500

TO
TA

L
£70,000

£70,000
£70,000

£70,000
£70,000

£350,000

It is calculated that there are around 103 eligible properties located w
ithin the BID

 area (this figure m
ay change as 

businesses m
ove, expand, or close). The BID

 levy incom
e is calculated to be approxim

ately £70,000 per annum
. 

C
urrent Scottish collection rates for the BID

 levy are reported to be standing at 95%
. W

ith this in m
ind, an am

ount has 
been set aside in the budget under ‘contingency’ to allow

 for any bad debt.

* O
pt in incom

e is from
 businesses not autom

atically included in the Tourism
 BID

 w
ho have chosen to join. These 

businesses w
ill pay a fee com

m
ensurate w

ith levy paying m
em

bers. This am
ount is not included in the total expenditure 

am
ount and is based on com

m
unications to date from

 non-levy businesses that have expressed financial support to 
the Tourism

 BID
. Incom

e derived from
 businesses that opt in w

ill be spent on objectives and projects identified in the 
business plan.
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Your questions answ
ered

W
ant to know

 m
ore about how

 the Tourism
 BID

 w
ill help your business to 

grow
? H

ave a look at our list of frequently asked questions

W
hat opportunity is there to access additional public funding for the area? 

Lots. W
ith the structure strongly supported by the Scottish G

overnm
ent and Scottish Borders C

ouncil, and 
recognised as an im

portant partner m
odel by VisitScotland, a Tourism

 BID
 has the advantage of being able 

to access public funding that is not necessarily open to individual businesses. As such, the Tourism
 BID

 
w

ill focus strongly on m
atching the m

oney from
 businesses w

ith additional public funding. As a guide, other 
BID

 areas have typically leveraged around 41p for every £1 invested by local businesses – or nearly half 
as m

uch again. 

H
ow

 are businesses included in the Tourism
 B

ID
?

Please see page 12 for m
ore details on the approxim

ately 103 businesses included in the Tourism
 BID

, 
and the criteria for their inclusion.

W
hat geographical area does the Tourism

 B
ID

 cover? 
As the m

ap on page 12 show
s, the Tourism

 BID
 covers a core area that extends east from

 W
est Linton and 

Stobo, roughly follow
ing the R

iver Tw
eed, encom

passing Peebles, Innerleithen, W
alkerburn, C

lovenfords, 
plus Eddleston to the north. The area ends to the w

est of Selkirk. The Tourism
 BID

 w
ill not duplicate any 

of the w
ork carried out by the recently approved Selkirk tow

n centre BID
 or overlap on services already 

provided by Scottish Borders C
ouncil. N

or w
ill any business in the Selkirk area pay tw

o levies.

Tell m
e m

ore about the Tourism
 B

ID
 levy and ballot

BID
s are developed, m

anaged and paid for by the business sector through a com
pulsory levy w

hich 
businesses w

ithin the proposed area m
ust vote in favour of before a BID

 can be established. Each business 
liable to contribute to the BID

 w
ill be able to vote on w

hether the project goes ahead or not. Ballot papers 
w

ill be issued by post to all participating businesses on 3rd O
ctober 2019 and businesses w

ill have six 
w

eeks in w
hich to cast their vote before the ballot closes at 5pm

 on 14th N
ovem

ber 2019.  

D
oes the Tourism

 B
ID

 overlap w
ith the w

ork of local authorities?
N

o. The Tourism
 BID

 projects do not replace or duplicate statutory services that are already provided by 
Scottish Borders C

ouncil and other public bodies. The Tourism
 BID

 has agreed baseline service agreem
ents 

w
ith Scottish Borders C

ouncil to reassure business ow
ners that the levy paym

ent is only used for additional 
projects voted for by the businesses them

selves. Additionally, baseline agreem
ents avoid the risk that 

public agencies, such as Scottish Borders C
ouncil, w

ill reduce their current statutory level of service to the 
Tourism

 BID
 area follow

ing a successful ballot. Scottish Borders C
ouncil w

ill, how
ever, play a m

ajor role in 
w

orking alongside and contributing to the Tourism
 BID

.

H
ow

 do w
e know

 this is w
hat local tourism

 businesses w
ant? 

W
e have spoken w

ith, and listened to, businesses at great length. In early 2018, consultation took place 
w

ith a sm
all num

ber of businesses. This w
as designed to gauge likely response to the idea of a BID

 and 
to get a feel for com

m
on areas of concern. Follow

ing this process, it w
as felt that the BID

 represented a 
sustainable m

odel for the creation of a destination-level tourism
 organisation.

A launch event w
as hosted on 25 April 2018 and attended by 40 people representing local businesses, 

com
m

unity groups and Scottish Borders C
ouncil. The event received coverage on local radio, in The 

Peeblesshire N
ew

s and Southern R
eporter new

spapers, as w
ell as on ITV and BBC

 television.
A com

prehensive survey w
as sent by em

ail to businesses in April 2018 w
ith a 32%

 response rate. This 
survey w

as further supported by face to face consultation w
ith just over 69%

 of eligible businesses in the 
Tourism

 BID
 area. 

The overall aim
 of the consultation w

as to assess opinions on w
ays to enhance and im

prove the BID
 area 

and give m
ore incentive to visit and invest in the area. The results of these surveys and consultations have 

been com
bined and form

 the basis of this Tourism
 BID

 Business Plan. 
A brand and w

ebsite w
ere established in July 2018 – see w

w
w

.G
O

tw
eedvalley.co.uk.

In addition, three public m
eetings w

ere held in O
ctober 2018, January 2019, and July 2019 w

here 35 
businesses attended.
By the Spring of 2019, the inform

ation gleaned from
 the launch event, survey responses and face to face 

consultation allow
ed the Steering G

roup to identify five key areas on w
hich to focus w

ithin the Business 
Plan. 
A draft Business Plan w

as launched during the first w
eek of April 2019. A total of 300 hard copies w

ere 
printed and distributed to businesses and relevant com

m
unity organisations, w

ith extensive consultation and 
feedback taking place throughout April, M

ay and June 2019. The draft Business Plan w
as also distributed 

via em
ail, plus m

ade available online. 

H
ow

 w
ill w

e m
easure success? 

Throughout the lifetim
e of the Tourism

 BID
, all w

ork on specific projects w
ill be m

onitored to ensure those 
proposed in the business plan achieve a high level of im

pact and are delivering to the satisfaction of the 
businesses that voted for the BID

.
The Board of D

irectors w
ill m

onitor and oversee the efficient delivery of all projects. The Tourism
 BID

 w
ill 

also undergo an independent evaluation Assessm
ent and Accreditation Interim

 R
eview

 of its activities at 
the halfw

ay point and tow
ards the end of the second term

 to ensure it is delivering all the projects and 
services as detailed in this plan.
The objective of an Assessm

ent and Accreditation Interim
 R

eview
 for Scottish Im

provem
ent D

istrict 
com

panies is to give confidence to businesses and the board of directors that the practices of the BID
 

com
pany are robust and accord w

ith good practice and supplies an audit trail to support any future 
evaluation of the com

pany. 

O
ver the years, there have been m

any new
 tourism

 partnership initiatives in the 
area, so w

hat m
akes this one different? 

Firstly, it’s about a scope, scale and level of am
bition that has not been seen before. It’s also about focus 

on a very specific area. 



H
ow

 w
ill w

e com
m

unicate the w
ork of the Tourism

 B
ID

? 
To ensure openness and transparency in the m

anagem
ent of the BID

 com
pany, follow

ing a successful 
ballot, the Steering G

roup have agreed the BID
 Business Plan should include, but not be lim

ited to: one to 
one business engagem

ent, business briefings, social m
edia engagem

ent, new
sletters for those businesses 

preferring hard copy inform
ation, press releases, business forum

s and business netw
orking m

eetings. 
Additionally, the follow

ing inform
ation is to be displayed on the Tw

eed Valley BID
 w

ebsite:  

l
 

C
urrent BID

 business plan
l

 
Annual accounts

l
 

BID
 ballot result

l
 

C
ontact details for the BID

 M
anager and other staff m

em
bers

l
 

N
am

es of BID
 board m

em
bers and either the nam

e of their business or the sector they represent
l

 
BID

 Board governance structure w
ith specific reference to how

 decisions are agreed and actioned
l

 
D

etails of director m
eetings, the agenda and m

inutes (abridged w
here necessary)

l
 

The m
ethods levy payers can provide feedback to the BID

 (eg AG
M

 and/or other regular m
eetings)

l
 

An annual report detailing the BID
’s projects/services/initiatives delivered and the cost of each; and the 

Tw
eed Valley achievem

ents and the value the BID
 provides to levy payers

W
hat if there is no Tourism

 B
ID

?
Betw

een 2011 and 2017 total visitors to the Borders dropped by alm
ost 40%

, w
ith 

international visitors falling nearly 60%
 over the sam

e tim
e period. By com

parison, 
visitors to Edinburgh and the Lothians grew

 by 18%
 in the sam

e period. The Tw
eed 

Valley needs to capitalise on its natural assets and is in a good position to do so by 
w

orking together and pooling resources.
Adventure tourism

 – defined as any trip that encom
passes natural, cultural, and 

physical elem
ents – continues to be the fastest grow

ing sector of tourism
. W

ith 
significant investm

ent in activity tourism
 com

ing to the Tw
eed Valley (Forest 

H
olidays at G

lentress, and Borderlands in Innerleithen), there is a huge 
opportunity for businesses in the Tw

eed Valley. 
In order to m

axim
ise the opportunities and benefit local tourism

 businesses 
there needs to be an organisation that represents tourism

 businesses 
in the area. C

urrently, w
hile there are clear activity/adventure tourism

 
opportunities and huge investm

ent com
ing to the area, w

e don’t have 
a destination level tourism

 organisation that is sustainable and focused 
solely on business.
The loss of visitor inform

ation services in Peebles has had a direct im
pact 

on businesses in the Tw
eed Valley and due to the scattered nature of m

any 
businesses in the area it is hard for visitors to discover w

hat is available to do and 
see outside our tow

n centres. 
W

ithout a sustainable tourism
 organisation representing local businesses it w

ill 
be increasingly difficult to com

pete against other destinations as there w
ill be no 

m
eans of representing tourism

 businesses or to m
arket and prom

ote the Tw
eed 

Valley.
W

ithout an organisation that w
orks solely for tourism

 businesses there w
ill be no 

im
petus to develop key projects to enhance the destination and attract visitors. 

There w
ill also be no voice for tourism

 in the area to com
m

unicate w
ith public bodies 

and influence any public investm
ent to the benefit of local businesses.

And w
ithout the com

bined investm
ent by the private and public sector in the 

developm
ent of tourism

 in the Tw
eed Valley, the area w

ill not realise its full potential. 
W

e believe the area w
ill also not have the necessary resources to com

pete effectively 
w

ith destinations elsew
here in Scotland, the w

ider U
K and internationally. 

W
hat needs to happen for the ballot to be successful? 

First, here’s how
 the voting process w

orks: 

Pre-ballot
The BID

 Proposer m
ust subm

it the BID
 Proposals to the Local Authority, the Scottish M

inisters and the 
billing body at least 98 days in advance of the ballot date and; of their intention to put the BID

 Proposals to 
ballot. The local authority then has 28 days in w

hich to veto or not the BID
 Proposals. A ‘N

otice of Ballot’ 
w

ill be issued at least 42 days before the day of ballot. 
Prior to or on the date the ballot papers are issued the BID

 Proposer w
ill provide to all those eligible to vote 

in the proposed BID
 ballot a copy of the BID

 Business Plan. The BID
 Proposer w

ill m
ake available a copy of 

the BID
 Proposal to any person w

ho is eligible to vote on the BID
 Proposals w

ho requests a copy. R
equests 

for a copy should, in the first instance, be lodged w
ith the local authority.  

The B
allot

Ballot papers w
ill be issued to every eligible person in the BID

 area 42 days before the final ballot date. Ballot 
papers, together w

ith a copy of the BID
 Business Plan, w

ill be posted to the eligible person responsible for 
casting a vote w

ithin their business. In the case of national com
panies, the responsibility for voting m

ay lie 
w

ith head office.
The BID

 ballot is a confidential postal ballot conducted by Scottish Borders C
ouncil on behalf of the Tourism

 
BID

 and in accordance w
ith Scottish BID

 legislation.
For the Tourism

 BID
, voting papers w

ill be issued on 3 O
ctober 2019. The final date for all ballot papers 

to be returned is 5pm
 on 14 N

ovem
ber 2019. Papers received after this date and tim

e w
ill be deem

ed null 
and void.
Voting papers are easy to com

plete – sim
ply place a cross on either ‘yes’ or ‘no’ to the question ‘are you 

in favour of a BID
?’ The ballot paper m

ust then be signed by the person eligible to vote and returned in the 
pre-paid envelope.
For the ballot to be successful there m

ust be a m
inim

um
 turnout of 25%

 (the headcount) by num
ber of 

eligible persons and by com
bined rateable value; and of those w

ho turnout, the m
ajority m

ust vote in favour 
by num

ber and com
bined rateable value.

All eligible persons (i.e. those persons liable to pay non-dom
estic rates) w

ill have one vote or w
here a 

person is liable for non-dom
estic rates for m

ore than one property, that individual shall be eligible to cast 
m

ore than one vote. H
ow

ever, they w
ill be required to pay the levy for each of the properties that they 

occupy.
The ballot papers w

ill be counted on 15 N
ovem

ber 2019 and the results announced by Scottish Borders 
C

ouncil w
ithin one w

eek.
Follow

ing a successful ballot, paym
ent of the annual Tourism

 BID
 levy w

ill be m
andatory on all eligible 

businesses in the BID
 area. If successful, the Tourism

 BID
 w

ill com
m

ence on 1 April 2020 and run for a 
period of five years through to 31 M

arch 2025. 

H
ow

 w
ill the levy be collected (and enforced)? 

U
nder legislation, Scottish Borders C

ouncil w
ill collect the investm

ent levy on behalf of the Tourism
 BID

 
com

pany. This w
ill be an efficient, safe and cost-effective m

ethod of collection. Scottish Borders C
ouncil 

w
ill deposit the levy in the com

pany’s R
evenue Account. The levy can only be draw

n dow
n by the Board 

of D
irectors to enable the delivery of the business plan. The BID

 R
evenue Account and levy cannot be 

accessed by Scottish Borders C
ouncil nor can it be used by the C

ouncil as an additional source of incom
e.

Invoices w
ill be sent out from

 1 April each year and w
ill be payable either in a single, lum

p sum
 (due 28 days 

from
 the date of invoice), or m

onthly. In the event of any non-paym
ent of the BID

 im
provem

ent levy, it w
ill 

be strongly pursued by Scottish Borders C
ouncil (as the billing body) using the recovery pow

ers available 
to the C

ouncil to ensure com
plete fairness to all the businesses that have paid. Scottish Borders C

ouncil 
w

ill be entitled to charge an additional fee to the levy am
ount to m

eet any additional costs incurred in the 
recovery of the levy.
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31
30

H
ow

 w
ill the Tourism

 B
ID

 be governed and m
anaged? 

Follow
ing a successful ballot, a Tourism

 BID
 com

pany w
ill be established and registered as a not-for-profit 

lim
ited com

pany w
ith the prim

ary responsibility of delivering the projects outlined in the approved business 
plan w

hich w
ill operate from

 1 April 2020.
This com

pany w
ill be m

anaged by the BID
 Steering G

roup until a Board of D
irectors is elected, but for 

no longer than three m
onths after the ballot date. The com

pany w
ill operate in an open and transparent 

w
ay, answ

erable to the businesses in the area. The Board of D
irectors w

ill ensure that a C
ode of C

onduct 
(including a R

egister of Interests) and M
anagem

ent and G
overnance w

ill be created and agreed as policy 
by the D

irectors. There w
ill be a detailed set of protocols (the O

perating Agreem
ent) w

hich w
ill cover, as 

w
ell as other item

s, the billing, collection and transfer of the levy to the BID
 com

pany. 
There w

ill be a m
axim

um
 of 12 positions on the board, all of w

hich w
ill be voluntary and unpaid. It is 

expected that regular finance m
eetings w

ith Scottish Borders C
ouncil w

ill take place and an annual audit of 
the Tourism

 BID
 finances w

ill also take place through an independent auditor.
Every eligible person that pays the levy w

ill have the opportunity to nom
inate them

selves or som
eone else 

from
 w

ithin the BID
 area to be elected onto the C

om
pany Board but lim

ited to one eligible person from
 each 

eligible property. The new
 com

pany w
ill be run by the businesses for the businesses. This Board w

ill be 
responsible for all decisions relating to staff, contracts, the delivery of the approved business plan and other 
activities generated by the BID

.
N

om
inations of directors from

 outside of the BID
, w

ho do not pay the levy and w
ho m

ay or m
ay not 

represent those m
aking voluntary or other financial contributions tow

ard the BID
, w

ill be strictly at the 
discretion of the Board of D

irectors.
The Board of D

irectors w
ill recruit staff to ensure the efficient delivery of the projects and effective 

com
m

unications w
ith the levy payers. The Board w

ill be representative of the businesses and stakeholders 
in the area. The C

hair, Vice C
hair and Treasurer w

ill be elected from
 the directors of the Board. N

on-voting 
m

em
bers or local groups m

ay be co-opted onto the Board at the Board’s discretion.
The BID

 C
om

pany Board w
ill have the authority to adapt or alter the projects and services from

 year to year 
to reflect any change in econom

ic circum
stances or any new

 opportunities that m
ay arise. This w

ill be in the 
best interests of the levy payers and w

ithout recourse to an alteration ballot.

For the Tw
eed Valley 

Tourism
 B

ID
!

It’s tim
e to m

ake a big splash …

Just som
e of the businesses that have pledged support

If you w
ould like m

ore inform
ation on these or any other questions,

please visit w
w

w
.G

O
tw

eedvalley.co.uk
or contact our Project C

oordinator to arrange an appointm
ent:

Em
m

a G
uy, B

ID
 Project C

oordinator
T: 07519 603121

E: tw
eedvalleyem

m
a@

gm
ail.com



www.GOtweedvalley.co.uk

If you have specific questions about the Tweed Valley Tourism BID, 
please contact Emma Guy, Project Coordinator at

tweedvalleyemma@gmail.co.uk
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