* GREATERLONDONAUTHORITY

REQUEST FOR MAYORAL DECISION - MD1588

Executive Surnrnary' |

Engage Londoners with an enhanced public realm offer encouraging enjoyment and ownership of the
capital’s public realm. The public realm campaign will deliver festival-style activities across a number of
parks and public spaces across the capital in’ March 2016 There will be prornotional actlvity underway in
February and early March to support thls -

Dedslon S
That the Mayor approves

1. delivery of the proposed public realm campaign

2. expenditure of up to £200,000, funded from existing 2015/16 budgets in the Environment Unit
(£125k), Regeneration Unit (£25k) and External Relations Events for London (£50k),

3. the asslmllatlon of the three approved budgets totalling £200 000, under a new budget line, managed
by | Events for London _ ,

4. the recelpt and additional expenditure of up to £150k in commercial sponsorship to further enhance
the programme of activities. It Is anticipated that local partners will also support the events/activities on
a value in kind basis;

Mayor of I.ondon

| confirm that | do not have any disclosable pecuniary interests in the proposed decislon and take the
decision in cornpllance with the Code of Conduct for elected Members of the Authority

The above request has my approval

.Signature: Date:

21 -\ s
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PART I - NON CONFIDENTIAL FACT S AND ADV!CE TO THE MAYOR
Decision requrred supporting report

1.2

1.3

1.4

1.5

1.6

1.7

Introduction and background
Overthe last 10 years, a number of engagement campaigns have been delwered providing high
profile, high quality “strategic interventions” in the form of events, seasons and festivals, working
with partners both large and small across London’s cultural, creative, community, local business
and heritage sectors. The campaigns demonstrate how the GLA, through innovative and well
delivered projects, can play a vital, catalyst role in London life. Previous examples mclude ‘Lates
campalgn and “Story of London”. :

Following the recent Loncfon s Great Outdoors (LGO's) focus group (run to prepare for the “Fresh
Adventures on your doorstep ‘marketing campaign), a need was identified to raise awareness of
London’s public realm and encourage greater use of these spaces by Londoners.

The Events for London team has.worked with the Environment and Regeneratton teams to identify
key shared objectives for a campaign that would build and extend the work already started via the
recently comp!eted ‘Fresh Adventures At Your Doorstep” awareness- ralsrng carnpalgn '

Preparation of the ’Fresh Adventures on Your Doorstep campargn has hrghirghted three key
themes: : :

. Personalrsation Communication of ‘your’ London and “your’ public spaces is
particularly appealing and indicates sense of “local’.

» Enjoyment: The purpose of these public spaces in London is to be enjoyed and
language that alludes to this is appreciated.

¢ Direct encouragement: Energised, lively and encouraging messaging that motivates
people to get out there has positive sense of purpose.

This initial scoping has been used to develop a campaign to both increase awareness of the public -
realm and also encourage use of the spaces. The policy teams have jointly developed the “‘Find
Your London’ festival (working title). This will present the public with a festival programme of
events and activities, providing a platform for public realm spaces including amongst others GLA
Environment and Regeneration projects: Pocket Parks; Big Green Fund; London’s Trees; and
improvements to high streets.

This directly addresses the recommendations of the London Health Commission which states that
to secure the health benefits from its open spaces “....London could also do more to harness the
benefits of its unusually large amount of green space by using them as a natural rallying point — as
already happens informally and at a more local level....... Londoners naturally gravitate to their
parks for physical activity and sports. This could be more energetlcally encouraged by crtywude
initiatives, spearheaded by the Mayor”.

The proposed campaign will place the festival-goer at the centre; offering the pubhc a London to
suit them” via a number of different ‘mood’ profiles through which activities, top tips and tailored
itineraries will be suggested. The festival will offer activities across London, including places in
inner and outer London boroughs that can be accessed easily by locals and visitors using public
transport. The five moods are:

e ACTIVATE - Encouraging people to put their smartphones and technology to one side
and get active.

o EXPLORE - For people who are feeling brave and want to get out of their safety zone.
PLAY - Time to simply have fun and play.
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1.1

1.12

1.13

1.14

. RELAX An mvrtatron to slow down aed enJoy a tranquil srde of London - Irfe is not a
race.
o BE INSPIRED An opportunlty to feed your curiosity and frncl rnsprratron in unexpected
places.

The festival will be programmed in partnership with a series of partner or_ganléations and will be
profiled via a guide and a website and will be promoted across London and beyond.

Types of partners will include:

Cultural and heritage organisations;

Community groups;

Environmental organisations;
" Business groups (local retails and BIDs).

Transport for London (T i,
“Local Authontres (rn partrcufar Parks and Lezsure departments)
London & Partﬂers R .

Programme partners wrll provrde actzvrtres for the festlva! programme whlch the GLA Wi” promote

- in‘turn programme: partners will. also use their own channels to promote their activities as well as
the wider festival. There is also an opportunity to work with commercial partniers to broaden the
scope of actwrties and wrth cornrnunlcatlons partners to maxlmlse outreach of the prorect

“The coetent provided by the partner orgamsetrons wrlt conslst of the foliowrng types

Exrstrng relevant events and actrvrtres or conteet that can be easrly generated in response
" to the festival.

o Content that can be signrfrcantly enhanced via smali funding grants (up to £5, 000 each).
This series of grant awards will act as seed funding enabling‘a variety of organisations to
take part in the festival, to generate new work and new partnershlps and atlowrng them

- to'use'the grant to draw in additional funding from other sources, - . :
e Flagshlp event,: rdeally with match funding contribiition from the: rnrtratrng programme
- partner. (this event W|IE strrnulate medra interest beneficrai to the festlvaE's wrder proflfe
- ‘and cut- through) :
. Sponsorshrp actrvatron actlvrty

- The content erI be programmed accordlng to key criteria and via'an: open invitation. Thrs mvrtatton
-willgoouttoa broad range of organisations across London’s 33 boroughs. it will be in the main

created and delivered by third party partners (for example a community park fitness group, local

- youth arts organrsatrons, frrends of parks & woodlands.groups) but carefully selected by lead GLA

officers. -During the programme development process we will work to achieve: a good geographical

_.-1ange of events; a diverse offer of activities; and. 1dentrfy actrvrtres that will support the.

promotronal needs of the festrvai

The programme content W|H not Inc]ude anythmg which could be rnterpreted as polrtrcally sensitive
or contentious. No political figures or candidates will be invited to be involved or attend the
festival although asa publlc festival |t wrll be open for all to attend.

Anticipated activities in parks and open spaces include tree planting, volunteering, walking trails
and creating new activities to attract new audiences to spaces e.g. den building workshops,
sports/games for adults and children and programming art/cultural activities m local squares and
streets. There will be 50- 100 events takrng place across London
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The proposed structure for the festival will be: opening weekend (18 — 20 March) including a
flagship launch event, a week of activity followed by the Easter weekend finale (25 - 28 March).
These eleven days provide a clear shape for both media and attendees to engage with the
programme on offer.

The flagship launch event and the events supported by GLA small funding grants will be cornpleted
by 20 March 2015.

Please also see reserved Appendix 1.

Objectives and expected outcomes
The objectives for the campaign are:
J Improve perceptions of, and engagement, with London s outdoors, tncludrng green
and urban spaces.
Encourage exploration and greater healthy use of London’s green and urban spaces.
Increase attendance end use of London s green and urban spaces particularly
o famllles
e Foster sense of ownership and pnde of !ocal areas end therr pubhc realm to support
L _socra[ and communlty cohesmn
e Strn'rulate mcreased vrsrtor spend across the Iocal economy

_ 'Dehverrng thls engagrng carnpalgn across London wrll aiso

~..#_.Encourage greater use and appreciation of London s outdoors to improve
~ health and-quality of life for Londoners.
. }i_._Rarse awareness of the improvements.in London’s outdoors (by promoting
- quality and innovation in public spaces). :
.-....» . Actively-engage with a pan London audience.

A rna;or component of the Mayor’s strategrc p[an is the improvement of the publlc realm to make

- London a liveable city where all people can access and enjoy exemplar public. spaces. n addition,

because. the. campaign-includes:a range of organisations it delivers on the promise to develop a
programme of support for cultural events that refiect the dlver5|ty and creatlve talent of London.
Speaﬁcaliy, our antrcrpated outcomes are: : : T

. Dehvenng event activation at sites (number to be determined) that have benefited from

~ public realm improvement (both Mayoral- and non-Mayoral amprovemer:ts) '
Enhance delivery of local festival projects with seed funding: - S

> -Achlevmg increased awareness ratrng amongst event attenclees of rmprovements mede to
‘the public realm; -

e Achleving an lmprovernent in the perceptron of the publrc realm space through satisfaction
surveys at the events;

e Achieving a potential increase in use of the public realm space, by measuring expectetaons of
future hab:ts of attendees 3

The impact of the public realm campaign will reach a wide range of audiences across Greater
London, Our antrr:ipated outcomes are:

. Attendance of an estimated 100,000 visitors taking part in the campaign events and
activities.

+ Generating an estimated £1.5m additional visitor spend across the campaign event locations
(based on an average of £15 additional spend per visitor).
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Equallty comments
The campaign contributes to the delivery of the equalities agenda in London by promoting the city’s
cultural and community activities to families and-young people i increasing their engagement and

. participation.. In addition, because the festival includes a huge range of diverse organisations it
delivers heavily on the promise to develop a programme of support. for cultura] events that reflect

the drversrty of London.

Whilst it is not .possible to measure health improvements associated with the campaign as they
require long-term change, the workshops and participation facets of the festival including many
walking and outdoor activities contribute to quality of life. Also the fact that the festival promotes
the work of so many community organlsatlons enhances communrty cohesion.

Consultatlon is takmg place with relevant stakeholders across London’s: cu!tura! and heritage sectors;
with local boroughs ‘businesses and BIDs; with London & Partners and Transport for London. This
ongoing dialogue will work to ensure a consistent and wrdespread support for the festzval and the

benefits it generates for London

Other consrderatrons
Links to Mayoral strategres and pnontles

The Mayor’s Vision 2020 provrdes a strong focus on liveability and quallty of life. On -
London’s outdoors it states: “We want a city [...] whose streets are ever safer and whose air
and parks and rivers are ever cleaner, and where we can say that of all the big cities in the

world London is the best to live in.”

: Whllst specrfrc publlc space improvements feature throughout the. V|sron 2020 narratlve and
Jindividual programmes:have their.own- communication objectives, a more powerfui message
could be broadcast about how the outdoors as the sum of its' parts 7 in its totality is at the
very essence: of London. In recent years the attention of cities across the world has once
-again.turned to the outdoors. There'is a risk that London'is underselling its vision and
achievements, by ot being able to clear!y communicate the values of its great outdoors
. 'sthrough a simple over—archang rnessage that pivots around Ilveabrlrty and qualrty of life.

e The Mayor’s vrslon for publrc realm, London s Great Outdoors was launched in 2009 it

:* recognises that investment in'‘public space enhances the lock and: feel of the: crty, making it a

- more healthy and pleasant. p!ace for resrdents and v:s;tors and an envrronment in which
-_-busrnesses can thnve T : - .

London s Great Outdoors is an overarchmg rnrtiatrve capturrng all actions the Mayor is
- taking to improve London’s outdoors through his agencies. The purpose of London’s Great
- Outdoors is not to replace existing GLA investment programmes, but to jointhem up and
promote the wider ambitions for public space and why it is so important for London
Londoners and vzsrtors

Between 2009 and 2012 eighty four srgmf‘ cant.outdoor projects were completed across.
Moreover, the Mayor continues ta invest in the outdoors, both improving London's image as
the world’s most green and liveable big city and highlighting London's offer as a city that
can sustain economic growth. Recent and current programmes that contribute to the

~-transformation and improvement of London’s outdoors include the Outer London Fund, the
Mayor’s Regeneration Fund, the High Street Fund, Pocket Parks, Big Green Fund (1 and 2),
RE:LEAF, The Mayor's Street Tree Programme, the All London Green Gnd and TfL’s Major
Schemes and Roads Modernlsatlon Plan.
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The Mayor’ s Actlon for High Streets (2014) describes the objectlves to make Eocal high
streets:

" “More diverse in order to give people more reasons to v15|t dwell and Iwe on by
developing as stronger cultural offer;
More distinctive, thereby increasing appreciation of the high street and celebratmg
* the history, scene and peculiarities that make a place special through local audits,
tours and exhlbltlons and festlvais

The festival wEII--;direct_Iy-co'mp!ement the Mayor’s environment programmes: Pocket Parks,
Big Green Fund (1-and 2), RE.LEAF; The Mayor’s Street Tree Programmie, and the All
London Green Grid-ensuring that green spaces are fully utilised by London’s public and that
Londoners -experie‘nce the health and weﬂbeing that these improvements offer.

The'London Plan Poltcy 218 green infrastructure - the network of open and green spaces,
also states: “The Mayor will work with all relevant strategic partners to protect, promote,
expand and manage the extent and quality of, and access to, London’s network of green
infrastructure. This multifunctional network will secure benefits including, but not limited to,
biodiversity; natural and historic landscapes; culture; building a sense of place; the economy;
sport; recreation; local food production; mitigating and adapting to climate change; water

- management; and the soaai benefits that promote individual and community health and

wel! -being.’

The Find Your London festlval dehvers on the followmg pnontles of the Mayor’s Cultural
Strategy: ; . . :

Policy 5.1 - The Mayor, with a range of publlc and sector partners, is promoting
“high-quality urban-design and an enhanced public realm in London, recognising that
- cultural organisations often have a key role to playin shaplng strategles mforming
- planning- processes. and engaging on individual ‘projects . .
Policy4.1 - The Mayor will ensure that- cultural campaigns and projects supported by
- the GLA successfully engage with children and young people,-and he!p to foster a
- spirit-of inquiry and aspiration for arts, hentage and culture - -
» Policy 3,1 - The:Mayor is working with and ‘encouraging cultural mstltut:ons local
authorities and strategic funding bodies in their efforts to ensure that high-quality
' ~cultural provision is expanded and erhanced across the entire Londen: region
Policy 3.2 - In:partnership with local authorities and sector bodies, the Mayor's
~-eventsteam at the GLA Is supportlng high-quality festivals, campaigns and cultural
events across London, both emsttng and new, developmg and widening audlences
and pammpatlon in London :

This campaign a!so supports the durectlon of travel of the emergang cultural tourism strategy
which seeks to boost visitor attractions outside central London, picking up on recent trends

*in the market whereby visitors increasingly want to expener:ce London “like a local’.

Impact assessments and consultations

A pan-GLA pI'OJECt working group |ncludtng Events for London, Regeneration, Environment,
Culture and-Commercial Partnerships has been established to steer and coordinate the
development of the campaign. The group has been consulted in the development of the
proposed concept for the campatgn outlined in thls report

The evaluataon of the recent “Fresh Adventures At Your Doorstep” LGO campaign shows
that for those who had seen the campaign it was well received and impactful on activities
involving London’s outdoors: 40% of those visited london.gov.uk to find out more about
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L public space improvernents 40% visited @ public space in their-Jocal area and 3596 shared
- thelr experience of visiting public space on social media. : . .

'-'The Mayor’s Design Advisory Group (MDAG) has previously been consulted on the proposal
for a public facing campalgn. MDAG supports externally facing promotion of London’s Great
Dutdoors : _

Key Risks and: lssues

There is a reliance on partners providing content for the festival. The GLA's small grants will
deliver some events, however partner events ensure that the prograrnrne offer Is fuller
:provldlng activity across London o .

For event and activitles delivered by external partners there will be limited direct control
which could result in reputational Issues for the GLA. The GLA Events for London team will
work very closely with the event and activity owners ensuring our-funding is linked to core
event delivery rnllestones and to oversee the flnancial viability and quallty of the events

There is a tight tlmeframe to. deliver this project however there will be a tlghtly managed

- project: plan | that will ensure that the various marketing, press, production and evaluation
elements are in place. in recognition of the tight timeline we are working with Regeneration
and Envlronrnent to secure the requlred staffi ng resource. -

Financial comments

The total expenditure of up to £350k for the delivery of the Public Realm Campalgn in March
2016 will be funded by from existing 2015/16 ‘budgets within the GLA (£200k from the Events
for London programme budget (£50k), virements from the Regeneration. programme (£12k MRF
General & £13k London Great Outdoor underspend) and the Environment Programme budget

S '(f'l 25k)) and: Partners contrlbutions (£1 50k).

52

53

Regeneration Policy Team -~~~ - £25,000
- | Environment Policy Team -~~~ - 1 B - — £125,000

-Tdtdl.'Inteihdiz-Funding* S ' S ' _“-ezoo‘,'opo

Partner led delwery and sponsorshlp o - Up to £150,000
|activation . ' PR
Con;mumcatr_ons campalgn L B ‘ . £102,000
Audience Research & Evaluation ' £8,000
Total Expenditure fl‘OGOOO £350,000

The table below detalls the expenditure and funding for the campaign Budget holders have
conﬁrmed that the above budget is available

' Flagshrp Event Funding Grant - ' - £65,000

The. commitment .of expenditure over and .above the GLA contrlbutlon of £200k is subject to
confirmation of the recelpt of external income. Officers are reminded to ensure that they do not
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commit the GLA to expenditure above what has been approved and if less i income is secured from
external sources, the programme will be reduced to match the level of external fundrng achieved.

_ The previous approvals in-place are MD1429 & MD1056 for the Environment budget and ADD213

and MD1092 for the regeneratlon budgets.
All approprrate budget adjustments will be made.

Legal comments

-'Thls foregomg sectlons of this report indicate that:

'the demsions requested of the Mayor fall w1th|n the GLA's statutory powers to do such things

considered to further or which are facilitative of, conducive or incidental to the promotion of

- economic deveiopment and wealth creation, social development or the prornotron of the

|mprovement of the en\nronment in Greater London, and

in formulatlng the proposa!s in respect of whlch a decuszon is sought officers have complied with the
Authonty’s reiated statutory duties to: :

a) pay due regard to the prlncrple that there should be equahty of opportunety for all people;

b) consrder how the proposa!s will promote the rmprovement of health of persons, health
inequalities between: persons and to contribute towards the achievement of sustainable
development in the United Kingdom; and

c) consult w:th approprlate badies.

To the extent that part of the fundmg Is dlstrlbuted by way of grant funding, offrcers must ensure

that the funding is distributed fairly, transparently, in accordance with the GLA’s equalities policy
and in-a manner which affords value f or money in accordance with the Contracts and Funding Code.

- Officers must ensure that an appropriate funding agreement is put in place between and executed

by the GLA and recrplent before any commitment to fund is made.

To the extent that the fundmg is spent on the procurement of works services or supplies, ofﬁcers
must ensure that the works, services or supplies are procured in accordance with the GLA's Contracts
and Funding Code and that appropriate contract documentation is put in place and executed by the
successful b|dders and the GLA before the commencement of any works servrces or supphes

The GLA may seek sponsorshlp when' exercising |ts powers under its power to charge thlrd partles for
discretionary, services under section 93 of the Local Government Act 2003 provided that the charges
levied do not exceed the costs of provision. Officers must ensure that no reliance is placed upon
such sponsorshlp until legally binding sponsorsh:p agreements have been put in place between and
executed by the GLA and sponsors . o

In takmg the decrsions requested of hrm, the Mayor must have due regard to the. Publlc Sector
Equality Duty; namely the need'to eliminate discrimination, harassment, victimisation and any other
conduct prohibited by the Equality Act 2010, and to advance equality of opportunity between
persons who share a relevant protected characteristic (race, disability, gender, age, sexual
orientation, religion or belief, pregnancy and maternity and gender reassignment) and persons who
do not share it and foster good. relations between persons who share a relevant protected
characteristic and persons who do not share it (section 149 of the Equality Act 2010).

Investment & Performance Board <
Papers were approved in principle with endorsement from the monitoring officer at the IPB meeting
on Friday 20 November 2015.
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8. Planned dehvery approach and next steps

| Timeline

; Activity : :
ITT:for Grant Fundlng | December

| Grant Funding’ Agreements ' January
Press Announicement 5 | Early Feb
Marke.tmg.campal.gn.del.lvery starts | MidFeb -~ '
Festival delivery start date | Friday 18 March
Festlval delivery end date . - B

-GLA furaded acttwty end date | Sunday 20 March
. Fes_t-lva] activity end date | Monday 28 March

Final evaluation start and finish -

Appendlces and supporl:mg papers*
N/A
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o"n_l_c_imr_lj_ut_:-oFF.lcEn.pECLAhAnoN: | - _ " Drafting officer to

“confirmthe
: foi!cwing )
Drafting ofﬁcer‘ '
has drafted this report in accordance with GLA procedures and confirms 4

the foilowlng have been consulted on the final decision.

Assistant Director/Head of Service:

[Emma Strain has reviewed the documentation and is satisfied for it to be referred to v
the Sponsoring Director for approval

Sponsoring Director:

Will Walden has reviewed the request and is satisfied it is correct and consistent with v
the Mayor’s plans and priorities.

Mayoral Adviser: ‘ '

Will Walden has been consulted about the proposal and agrees the v
recommendatlons

Advice:: _

T_he Finance and Legal teams have commented on this proposal. v

EXECUTIVE DIRECTOR, RESOURCES:
| confirm that financial and legal implications have been appropriately considered in the preparation of this
report.

Signature /LA .3 ,%& Date /7.12./5

CHIEF OF STAF__F
| am satisfied that thls is:an appropriate request to be submitted to the Mayor

Signature g bt ~— Date | X '12: 2_6| BH.-

MD Template Mzy 2014 10



