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1. INTRODUCTION 

 

The purpose of these guidelines is to give practical advice to those working 
towards a greater diversity in their evening and night time economies, 
including areas suffering from high levels of alcohol harm and misuse. It 
draws on the experience of the former Civic Trust and the Association of 
Town and City Management in researching, developing and managing the 
Purple Flag accreditation scheme   
 

Policy Context 

1. In July 2013 the Home Office published “Next Steps Following the 

Consultation on Delivering the Government’s Alcohol Strategy”.1 Three steps 

were announced:  

 targeted national action to tackle alcohol-related crime and health harms 

 supporting local areas with high levels of alcohol-related harms to deliver change and  

 promoting growth and supporting responsible businesses. 

A collaborative style is set out, in which the government, agencies and business will 

work together at national and local levels. Twenty new Local Alcohol Action Areas 

(LAAAs) were announced by the Home Office in February 20142 to encourage and 

support local action on three priorities: alcohol-related crime and disorder, alcohol-

related health harms and creating more diverse night time economies.  

 

Diversification 

A clear link can be made between economic growth, diversification of the evening 

and night time economy (ENTE) and a safer, healthier environment for customers 

and citizens: 

“The aim of creating a more diverse and vibrant night-time economy is intended to 

broaden the range of businesses offering activities that do not centre on drinking 

alcohol. These might include restaurants, cinemas, bowling alleys or late-opening 

shops. The intention is to encourage a wider range of age groups to make use of a 

night-time centre and to offer everyone alternatives to going out to get drunk. We 

believe that this could have significant benefits in helping to reduce crime and 

disorder and reducing health harms, as well as improving the health of the local 

night-time economy.” Andy Parsons, Drugs and Alcohol Unit, Home Office. 

 

Purple Flag and Striking the Balance 

The Purple Flag accreditation scheme for town centres at night was launched by the 

Association of Town and City Management (ATCM) in 20093 after seven years of 
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research and development by the former Civic Trust. It is based around a system of 

standards; a Core Agenda of five Themes and thirty Attributes. Places that meet the 

standards can fly the flag. The scheme was conceived as a positive “antidote” to the 

adversarial and negative tone of much of the debate at the beginning of the century.  

A positive and practical agenda was set out around which it was hoped all could 

unite. Civic Trust research pointed to the potential benefits of this, including more 

welcoming centres at night, greater customer choice, business growth - town centres 

for all. At the time of writing some fifty places in the UK have been awarded Purple 

Flags and the scheme is being taken up by countries in Europe and North America. 

 

Opportunity for Change 

After years of recession the economy is bouncing back, but research suggests that 

town centres will not ever be quite the same again. Eating, drinking and socialising 

will be a vital part of the mix and not just an add-on. There is already latent potential 

for centres to appeal more broadly and successfully to those who would like to visit 

centres in the evening and at night. There is scope to add value to existing effort 

through partnership and innovation. But a new focus is needed if safety, health, 

vibrancy and diversity are to be achieved. These Guidelines show how this can be 

achieved not by “throwing money at it” but by making the best use of the assets and 

opportunities that exist.   

 

How to Use These Guidelines 

The Guidelines are a basic resource for “diversity champions”. Section 2 sets out the 

policy background and rationale for innovation. In Section 3 we set out a framework 

for considering diversity in the evening and night time economy (ENTE) together with 

some of the key drivers of diversity in the new post-recession economy. Section 4 

draws on project management experience to outline and illustrate a step-by-step 

methodology for a diversity project. In the final section 5 we present a new slant on 

how to put across a message of success to partners and audiences. 

________________________________________________________ 

References 

1. Next Steps Following the Consultation on Delivering the Government’s Alcohol Strategy. 

Home Office July 2013. www.gov.uk 

2. News story. Local Action Areas to tackle irresponsible drinking and Guidance: Local 

alcohol action areas. February 2014. www.gov.uk 

3. Welcome to Purple Flag – ATCM. www.atcm.org/programmes/purple_flag 
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2.  STIMULATING ECONOMIC GROWTH 
THROUGH DIVERSITY  

 

 

The Evening and Night-time Economy is now an integral part of town centres 

and their future. It is worth more than many people realise and the benefits 

normally exceed the cost of negative impacts. A successful hospitality zone is 

varied as well as vibrant. It has something for everyone – families and singles, 

young and old, male and female. It has a self-regulating balance of venues 

and attractions that will stand it in good stead for the longer term. It is diverse.   

 

What is the Evening and Night Time Economy? 

The perception may be that town centres at night are solely the realm of those hell-

bent on hedonism and drunkenness. This “wild west” impression is very far from the 

truth overall and is increasingly becoming a thing of the past. This is not to say that 

huge challenges do not remain, but increasingly the ENTE is being looked at in the 

round: after-work socialising, early evening shopping and family entertainment, food 

and gastronomy, culture, art, music and entertainment. Major demographic shifts 

mean that centres at night are increasingly no longer the sole province of young 

white males – if they ever were. But it is a challenging field. Things don’t stand still for 

long. The ENTE is a fast-changing tableau. Activities can pop up almost anywhere – 

a nightmare for traditional policy-makers.  

 

What is it Worth? 

A game-changer in understanding the ENTE better is recently-generated data on its 

volume and value. Before the NightMix Index1 and the TCR Database2 policy-makers 

were virtually “flying blind”. The ENTE might as well have been invisible. No wonder it 

was seen so negatively - principally in terms of the amount of crime and anti-social 

behaviour generated. This was almost the only data available. The new database 

relies on annual Government surveys of business and employment and so up-to-

date, comparative data can be provided over time for almost everywhere in the UK. 

The first NightMix Index in 2010 came up with a figure of £66bn for the turnover of 

the ENTE and showed that the sector accounted for nearly 1.3m jobs in the “core 

ENTE”. The combined “core and non-core” ENTE was shown to represent 10% of all 

UK employment, 8% of all UK firms and 6% of all UK turnover.  Since then the value 
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has dropped a little, but over ten years has still outperformed the average of the rest 

of the economy. This may be the big picture, but it is at the local level that data really 

counts. Recent research in Lambeth, South London, showed that ENTE employment 

was almost three times the national average3. Separating out sub-sectors can show 

how valuable food-led venues are for example and how many jobs are dependent on 

the sector. 

 

What is Diversity and Why is it Important? 

The topic has woven its way in and out of national policy on town centres over many 

years. The Government’s Planning Policy Statement No 6 (2005)4 on town centre 

policy described it in these terms: 

“ a range of complementary evening and night-time economy uses which appeal to a 

wide range of age and social groups, ensuring provision is made where appropriate 

for a range of leisure, cultural and tourism activities, such as cinemas, theatres, 

restaurants, public houses, bars nightclubs and cafes” 

In a survey for the Civic Trust in 20045 Peter Matthew, former Head of Liveability at 

DCLG said “The diversification of town-centre activities is the most important aspect 

in the longer term, although the immediate priority is managing the behaviour of 

users in town centres”.  

 

Civic Trust research5 showed that there was a consensus amongst both practitioners 

and policymakers that a balance or diversity of town centre activities and users would 

make centres safer and more attractive. Behind these views lay a number of 

assumptions: 

 More people would use town centres at night if they were safer, more accessible and 

if there was more choice 

 A more diverse range of consumer types and ages would improve the atmosphere of 

town centres at night and inhibit or restrain anti-social behaviour  

 A wider range of attractions and clientele would make centres more sustainable 

Diversity was seen by most in terms of inclusiveness, choice, people, activity and 

sustainability. Diversity may have dropped out of the picture of late in the UK as the 

country has focused on economic survival, but it is “alive and kicking” across the 

Atlantic in Sociable City projects run by the Responsible Hospitality Institute6. It even 

shows signs of becoming a global priority. Progressive Urban Management 

Associates’ (PUMA) Top 10 Global Trends for 20147 concludes that “Planning for 

economic diversity is emerging as a priority”. Back in the UK and in its current 
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incarnation diversity has moved on. It has a broader interpretation, but it also has a 

more precise focus on safety, health and post-recession economic revival. 

 

The Missing Market and Diversity 

Civic Trust research5 showed that there was latent demand from those not in the 

prime target commercial demographic. Westminster University ran focus groups for 

these, including older consumers, relatively-young adults with new families, single 

women etc. The conclusion was that many more people would go out at night and 

patronise their centres if things were better. The four principal barriers to going out 

were: 

 Fear or anxiety associated with a lack of visible policing 

 A lack of adequate and affordable transport home after a night out 

 The style and restricted choice of venues, including for families 

 The cost of an evening out 

The potential consumers’ wish list included more variety in pubs and clubs, quieter 

venues, family-friendly venues, something for teenagers to do, free events, late-

opening food shops, non-urgent medical facilities, sports and leisure centres, and 

cultural activities including theatres, museums and art galleries. It is interesting to 

note how many of these have now become the norm, rather than the exception, in 

many successful centres. But the conclusion remains that this “missing market” is 

costing town centres dear. 

 

The Goal of the Self-Regulating Neighbourhood 

Former ACPO Licensing Lead Commander O’Brien put it this way at a Purple Flag 

Awards event in 2010 “ If you can get the right people out on the streets at night town 

centres will police themselves”. On this basis diversity and liveability go hand in 

hand. Creating more diversity in the evening and at night and addressing crime and 

anti-social behaviour are two sides of the same coin. As such, diversification 

deserves to take its place alongside other actions to improve health, safety and 

wellbeing. The goal is the “self-regulating neighbourhood”, a place that does not 

need large numbers of front-line security officers to keep the peace. Dublin City 

Centre offers a useful illustration. On one side of College Green is Temple Bar, a 

well-known example of mixed-use regeneration and the problems of overheating 

associated with a concentration of alcohol-led late night venues. On the other side of 

the road is Dublin’s Creative Quarter, which has a more relaxed ambience, a good 

choice in restaurants with outdoor dining, hotels and the Gaiety Theatre. The police 

are rarely seen in the Creative Quarter – they are not needed.  
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“We Have Run Out of Money – It’s Time to Start Thinking!” 

This well-known quotation is often attributed to Sir Ernest Rutherford – known as the 

father of nuclear physics.  Following the introduction of “24 hour licensing” in 20058 

one of the key factors in maintaining control in town centres at night was via policing 

and additional on-street/in-venue security. Now with reduced public funding and 

limited police budgets we can no longer look to this alone. It is essential also to look 

afresh at the fundamental characteristics of entertainment districts. Diversification 

has now become something of an imperative in the UK. The message is appreciated 

elsewhere too. Bruce Kraus is City Council President in Pittsburgh, where a Sociable 

City Plan, led by the Responsible Hospitality Institute, has been prepared. From his 

perspective financial probity in the management of City funds is a number one 

priority. He noted in a recent webinar9 that public safety costs are the largest 

budgetary item in Pittsburgh and in other cities in USA. He considered “obscene 

amounts of money are being thrown at policing nightlife problems, rather than 

planning our way out of trouble”. He felt a holistic approach is essential if young 

people are to be retained and cities are to have vibrant and safe night time 

economies. 

 

Mixed-Use Town Centres of Tomorrow 

Since the recession bit into the High Street there has been something of an 

avalanche of research, analysis and future thinking, starting with The Portas Review 

in December 201110. In her vision she said:  

I want to put the heart back into the centre of our high streets,  

re-imagined as destinations for socialising, culture, health, wellbeing,  

creativity and learning. Places that will develop and sustain new and  

existing markets and businesses. The new high streets won’t just be  

about selling goods. The mix will include shops but could also include  

housing, offices, sport, schools or other social, commercial and cultural  

enterprises and meeting places. They should become places where we  

go to engage with other people in our communities, where shopping  

is just one small part of a rich mix of activities. High streets must be ready to 

experiment, try new things, take risks and become destinations again. They need to 

be spaces and places that people want to be in. High streets of the future must be a 

hub of the community that local people are proud of and want to protect. 

 

Common factors in most of the reports are the need to face up to change, for 

innovation, for a wider mix of activities and for centres to become more active and 

attractive places for socialising.  
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The Experience Economy and Town Centres at Night 

Joseph Pine and James Gilmore’s book The Experience Economy has become a 

best seller since it was published back in 1999 and was updated in 201111. In the 

book the authors explain how clever and innovative companies have excelled by 

offering compelling experiences for their customers, resulting in greater consumer 

allegiance and a more profitable bottom line. The oft-quoted, mostly American, 

examples are Apple Stores, Cirque du Soleil, ING Direct Café, Disneyland and the 

Geek Squad. As more businesses seek to charge consumers by time instead of by 

product, the distinction between daytime and ENTE businesses will be eroded. Both 

will be a part of the experience economy and potentially a seamless web of 

experience by day and night. This should focus attention on what experience is being 

offered at night and how to raise standards of performance. For example, is it 

possible to think of a lower performance threshold than that ordinary people should 

count themselves fortunate to arrive home “in one piece”? Diversification needs to be 

about raising standards of performance in both senses. The lesson of the Experience 

Economy is that town centres in the future will have to adopt some of the attributes of 

performance spaces and become places where there is not only choice but individual 

customisation, a blurring of the boundaries between digital and physical experiences  

- a place in which to dwell rather than avoid. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

     

The Four Realms of an Experience. Adapted from the Experience Economy.  

             Joseph Pine & James Gilmore 
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Good and Bad Experiences 

The current experience of town centres in the UK at night is often a far cry from what 

Joseph Pine had in mind.  Research for the Drinkaware Trust entitled “Drunken 

Nights Out”12 asked “why go on a drunken night out?” One answer suggested is that 

individuals within groups of friends do stupid things together in ways that will be 

forgiven in the morning. This provides an opportunity to tell and re-tell stories about 

each other in the future. The picture is of a very poor or limited range of drink-sodden 

experiences upon which social interaction is based. A response to this could well be 

to try to present young people with a richer variety of experiences and alternative 

ways of creating their stories.  

 

New Policies for Diversification 

The press recently reported that a newly approved Neighbourhood Plan for a market 

town had as an objective the restriction of food and drink outlets until the number of 

A1 (retail) units comprises at least 80% of shopping, eating and drinking13. Current 

practice in many Local Plans is to give priority to traditional shopping and to restrict 

food and drink outlets. Often there are restrictions on the proportion of eating, 

drinking and entertainment venues, or on the numbers that can form a cluster. In the 

new economy such a broad brush approach may be less appropriate. If the whole 

town centre is to become a part of the experience economy the emphasis may need 

to be redirected more to the quality of the experience rather than the individual Use 

Class. One type of restaurant or bar may be more acceptable than another.  This 

more nuanced approach does not fall easily within existing planning controls and 

relies on multi-agency alliances geared to the achievement of clear aims 

 

A Place for Place Management 

The ENTE is the quintessential cross-cutting topic. No one is solely responsible or 

indisputably in charge. To make diversity happen someone or somebody (e.g. a 

partnership) is needed to join up the dots. Within this new approach there is a 

growing role for place management in the broad sense, linked to total quality 

management.  
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3. CREATING & SUSTAINING A MORE 
DIVERSE ENTE 

 

Diversity implies quality as well as choice and variety. For diversification 

projects critical issues are likely to be the relationship between diversity and 

crime reduction, alcohol health and economic growth. A framework for 

bringing this together is set out in this section, together with twenty “drivers of 

diversity”. 

 

An Anatomy of Diversity 

Diversity is usually discussed in terms of people and attractions or venues, but in the 

diagram below we put forward a broader framework which also includes place and 

time. Place is important because there may be diversity in one part of a centre but 

not in another. Time is relevant because a centre may be diverse during the day or in 

the early evening but not at all after 8pm or after 11pm for example. Together these 

are the Four Dimensions of Diversity and are the basis for planning and managing a 

diversity project. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

              

 

 

 The Four Dimensions of Diversity  
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The Four Dimensions of Diversity 

The headings can be interpreted very widely. For Local Alcohol Action Areas the 

priority consideration is their relationship to LAAA aims: crime reduction, reduction in 

alcohol health harms and sustainable economic growth. 

Activity  

Diversity of Activity refers not only to the mix and choice of venues, but the way in 

which they are run and the events that are held. For example, where a high 

proportion of venues are alcohol-led and target, say, a youthful, heavy-drinking 

market the negative impacts are likely to show up in police crime statistics, 

ambulance call-out data, hospital admissions, resident anxiety and a declining 

economy. The aim is a healthy balance and choice of activities that creates vibrancy, 

is sustainable and leads to a self-regulating neighbourhood. 

 

People 

A diversity of people concerns the geo/socio-demographic mix of people attracted to 

the centre in the evening and at night. The characteristics of places with problems 

may include “no-go” areas at night, resident outrage associated with night-time noise 

and mayhem, fear or anxiety about going out in the evening or at night, or a rush by 

shoppers and workers to get away from the centre the minute the shops close to 

avoid rowdy behaviour later on. Successful centres are likely to retain shoppers, 

workers and families, young and old into the early evening and provide a choice of 

attractions and entertainment in a convivial atmosphere later on. They are likely to be 

places where on-street inebriation and street-fouling is absent and where police 

rarely need to intervene with force. 

 

Place 

Diversity of Place relates to the disposition, capacity, density and proximity of venues 

and attractions and their relationship to the physical environment of streets, spaces, 

pavement dining and buildings. Clusters of same-type attractions can be good or 

bad, depending on their nature. In many places clusters of alcohol-led venues may 

have been allowed or encouraged in order to keep them away from other sensitive 

parts of the centre e.g. “party streets” The results are likely to run counter to LAAA 

objectives and lead to negative crime and health impacts. Even where two or more 

same-type, alcohol-led or late-night venues are in close proximity crime hotspots can 

result. A successful place is likely to be one that contains a diversity of land-uses, is 

convenient, functional and attractive at night for a wide range of people and does not 

contain harmful clusters of alcohol-led or late night venues. 
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Time 

Diversity of Time relates to the “temporal zoning” of centres in the evening and at 

night. A centre may be diverse in the early evening, but not later on. Of course it is 

inevitable that as the night wears on diversity tends to peter out – at least to some 

extent. For many centres though the problem is that centres are empty from shop-

closing time to 10 or 11pm. In Purple Flag there are four time-bands – a guide to the 

type of activities that one might expect in a diverse and successful centre. 

    

 
5-8pm – Early Evening 
 

 
Late shopping, cinema, pre-theatre dining, after-work 
socialising, sports and fitness, education, street events, 
arrival for a night out 
 

 
8-11pm – Late Evening 
 

 
Theatre, cinema, arts and entertainment, dining out, pub-
based food, drink and entertainment, arrival of the late 
crowd, opening of late-night venues,  
 

 
11pm-2am - Night 
 

 
After-theatre drinks and dining, departure of diners and 
theatre-goers, late night venues including late bars and 
nightclubs, 24hr casinos 
 

 
2am-5am – Late Night 
 

 
Late night spots, take-aways, revellers finding their way 
home 
 

 

The Four Purple Flag Time Bands 

 

Twenty Drivers of Diversity 

In the longer term diversity initiatives are likely to be most successful if they can 

harness the dynamics of change and influence or shape growth and investment. The 

agenda can be a positive one that attracts widespread support. We set out twenty 

leading potential drivers of diversity below that draw on past experience, current 

trend and future opportunity. The list is not meant to be exhaustive. There will be 

many other areas of potential that play to the distinctive assets and appeal of each 

place. 
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1. Work With the Grain of Business 
Trends 

 

 

2. Shape Commercial Development 

 
Diversity Driver 
There are established trends towards 
diversification in the pub, bar and restaurant 
sectors that can be encouraged and 
supported by licensing, policing, planning and 
place management. Eating out has been one 
of the key growth areas and in most places 
has been resilient in the face of recessionary 
pressures

1
.  

 
Diversity Driver 
Most recent town centre developments 
feature a significant proportion of food and 
beverage outlets, plus cinema, casino and 
other family entertainment. Even smaller 
developments are likely to feature coffee 
outlets or restaurants, typically around the 
entrances. Planning and other policies can 
help to shape this trend where appropriate. 
 

 
Rationale 
It has been a tough time for pubs in recent 
years in the face of rising taxation and 
commodity prices, the smoking ban,  
competition from supermarkets, home 
entertainment and the recession. For some 
time analysts have been warning that it will 
be difficult for pubs to stay afloat solely on 
the proceeds of drink sales

2
. The survivors 

are likely to have a decent food offer, appeal 
to men and women, put on entertainments, 
host musical events and look after their 
customers well. 
 

 
Rationale 
The major developers realise that this is a 
way to extend the life of the development into 
the evening and to encourage a longer “dwell 
time” by offering refreshment and 
entertainment. It all adds up to a critical mass 
of attraction that will draw customers from 
further afield. One international developer 
claimed that globally around 40% of its 
turnover was earned after 5pm. 

 
Example: The Plimsoll Line Redcar 
 
 
 
 
 
 
 
 
 
 
 
The Plimsoll Line in Redcar is a 
Weatherspoon franchise in the midst of a 
traditionally hard-drinking NE area. It stands 
out by offering good food all day until 10pm, 
seating indoors and on the patio, clean 
toilets, no plasma screen football and no 
background “musak”. As a result it is active 
throughout the day with couples, groups and 
individuals socialising during the day, at 
lunchtime, after work and later into the 
evening

3
. 

 

 
Example: Westfield Stratford 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Opened just before the 2012 Olympics the 
centre links the railway and underground 
stations to the Olympic site via an open street 
and a curved mall. It has 329 stores open 
until 9pm, 79 food-and-drink outlets open ‘till 
late, a cinema open until 1am or 3am plus a 
24 hour casino. There is a fast-food court, a 
food court, cinema and bowling. It draws 
customers from across London and the south 
east. 
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3. Appeal Better to the Existing 
Catchment 

 

 

4. Recruit More Diverse Businesses 

 
Diversity Driver 
Those that live within the catchment but 
choose not to patronise a town centre are a 
top priority for diversity projects. They are 
likely to include older consumers, families, 
those with more discerning tastes – all of 
whom need to be made welcome if a centre 
is to fulfil its potential and become more 
diverse. 
                  

 
Diversity Driver 
Some centres may be in the happy position 
of being sought-after locations for a diverse 
range of outlets. Most will have to work at it. 
A business recruitment strategy could be the 
answer and is the kind of initiative that sits 
within the capability of economic 
development officers, place managers and 
BIDs                         

 
Rationale 
It may be obvious that a centre is attracting 
only a limited market at night because of the 
type of venues present and the composition 
and behaviour of patrons. An analysis of the 
area’s consumer profile together with an 
analysis of the composition of the centre will 
show how the centre is performing in 
comparison with other centres, where it is 
failing, what the “missing market” is and who 
should be attracted as part of a diversity 
project. 

 
Rationale 
It cannot be assumed that the investment 
market is all-knowing. Many investors are 
likely to follow established trends. They may 
not be aware that a centre is changing and 
that there are new prospects for investment. 
Part of a diversity strategy should be the 
active recruitment of new businesses to 
suitable buildings and spaces in the centre.  

 
Example: Redcar “Multi-Level Gap 
Analysis 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Consultants The Retail Group

4
 analysed the 

catchment population using CACI Acorn 
lifestyle classifications to come to 
conclusions on the type of consumers who 
could be attracted if the product was right. A 
gap analysis of the composition of the centre 
showed that it lacked the businesses needed 
to appeal to these new markets. A 
comparator analysis of other centres showed 
the specific brands that one would normally 
expect to be represented. 
 

 
Example: Redcar Business Recruitment 
Prospectus 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

A recruitment prospectus was prepared 
setting out the strategy for growth, the results 
of the gap analysis and the opportunities for 
new businesses to relocate. A dialogue was 
opened with target businesses and their 
agents, including coffee bar and family 
restaurant chains. A survey of investor 
intentions was undertaken to identify who 
might be interested in being represented and 
what needed to be done to attract them

4
. The 

town manager followed this up with details of 
specific buildings and locations. 
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5. Fine-Tune Space, Music & 
Entertainment 

 

6. Extend the Shopping Day 

 
Diversity Driver 
The management, design and character of 
venues are big factors in the type of people 
attracted and the atmosphere on the streets. 
Losing control of this level of detail can undo 
all the good work put in to planning for a 
more diverse future.                 

 
Diversity Driver 
Extending shopping into the early evening 
can retain more diverse consumers, including 
families, and generate more custom for 
restaurants, cinema and evening events. It 
can also neutralise the yawning gap that 
exists in some places between the two “9 to 
5s”.                   

 
Rationale 
Some regulatory controls, like planning, are 
too coarse-grained adequately to influence 
the detailed quality of town centres at night 
on their own – even after the splitting of the 
former A3 land-use classification. Place 
managers can work effectively with police 
and licensing officers to encourage licensed 
venues to operate in a way that not only 
generates less crime and disorder, but also 
promotes more successful businesses. 

 
Rationale 
Consumer shopping patterns have changed, 
but shopping hours have been slow to react. 
The situation is changing and there are many 
examples of success e.g. Leeds Alive After 
Five initiative

5
. But in many places the shops 

remain open when most are at work and 
closed when they are free to go shopping. 
The exceptions may be Christmas and 
perhaps one late shopping night a week. 
Changing established patterns like these 
usually needs a “campaign”.    

 
 
 
 
 
 
 
 
 
 
 
 
 
Example: Late Night Bar, Angel Islington 
and Licensing in Canterbury 
In Islington the police were concerned at the 
problems caused by patrons at a large late-
night venue in Upper Street specialising in 
“hard core” heavy metal music. The 
operators were warned that they faced a 
license review unless things changed. They 
changed the music closer to mainstream pop 
and the problems ceased. In Canterbury 
former Licensing Officer, Jim Ratchford, saw 
his role in part as steering and influencing 
business development. Not all licensees 
were fully aware of the law, the implications 
of poor venue management or the 
opportunities for growth. The detailed face- 
to-face contact by both police and licensing 
officers can be invaluable in steering venues 
towards greater diversity.    
 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
Example: Manchester Late Night 
Shopping 
The revamped Arndale Centre is the centre 
of evening shopping in Manchester. The 
breakthrough in attitudes came when Marks 
and Spencer realised that they made more 
money in the early evening than in the first 
part of the morning. A campaign followed to 
secure buy-in from a critical mass of retailers, 
make customers aware of the new shopping 
hours and to provide reassurance in terms of 
additional security. It was realised that 
Manchester is a particularly suitable centre 
for late night shopping because of the 
relatively-youthful population, the large 
number of city centre workers and the 
growing number of city centre residents. 
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7. Attract New Clientele Via Events 
 

 

8. Make Town Centres Gender-
Friendly 

 
Diversity Driver 
Events are great generators of footfall and 
can be the beginning of changing negative 
perceptions about town centres at night. 
They are likely to attract a very different mix 
of customers and visitors from normal, 
including families. This is a golden 
opportunity to create a foundation for 
diversification. 
                         

 
Diversity Driver 
Gone are the days when going to the pub in 
the evening was essentially a male preserve 
and women stayed at home during the day. 
Today 47% of the workforce is female and 
growing

8
. This has been one of the biggest 

drivers of diversification in town centres after 
hours, but the “emancipation of town centres” 
still has a long way to go. Making town 
centres more gender-friendly can make them 
more diverse, prosperous and appealing to 
all.                         

 
Rationale 
There are many excellent types of events to 
choose from. Some of the most successful 
are grounded in local tradition, like the 
spectacular annual Derby Festé

6
. Others 

exploit the creative talents of artists and 
performers, like Leeds Light Night. Others will 
be showcases for local excellence, like 
fashion shows in Dublin’s Creative Quarter. If 
occasional events are to become agents of 
diversification they need to be part of a 
campaign to attract new clientele, change 
perceptions and make them want to return. 
 

 
Rationale 
Brands like Slug and Lettuce were developed 
specifically to be female-friendly, but most 
town centres at night are still male-oriented 
with few or no public toilets for women and 
few places where single women are happy to 
be alone. According to American research

9
 

(Sociable City Webinar) making centres 
female-friendly may involve changes to the 
branding of centres, better design of urban 
spaces, upgrading comfort and safety, 
transforming the cleanliness of restrooms 
and offering more comfort and choice in 
venues. The result – better places for 
everyone. 

 
Example: Leeds Light Night 
 
 
 
 
 
 
 
 
 
 
 
 
 
Leeds was the first city to import the French-
inspired Nuit Blanche event to the UK

7
. The 

first event was action-packed from the 
opening fanfare at 6pm to pavement artistry 
and face-painting for families, one act plays 
and operas in churches and the City Library 
to guided tours of City Hall and late-night 
acrobatics at the Leeds Imperial War 
Museum 

 
Example: Livermore USA “Witches Night 
Out” & “Earlier Than the Bird” 
 
 
 
 
 
 
 
 
 
 

 
 

Two women-first promotions by Livermore 
Town Management designed to combat 
home shopping

10
. Witches Night Out targeted 

the 35-45 age range and attracted women in 
costume to Martini-tasting events in stores in 
the evening. Earlier than the Bird was 
essentially a 7am store-based pyjama party. 
Their conclusion – attract women and the 
men will follow! 
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9. Create Family-Friendly Town 
Centres 

 

 

10. Play the Generation Game 

 
Diversity Driver 
Some people think that town centres after 
hours are places for adults to “let down their 
hair” - with predictable results! Civic Trust 
research

11
 showed that there was latent 

demand for more things for families to do. 
The early and mid-evening periods, in 
particular, are suitable for this. Family-friendly 
centres can lessen the reliance on alcohol as 
the main driver of the economy and introduce 
a new demographic. 
             

 
Diversity Driver 
In the UK consumer-profiling for town 
centres, if done at all, focuses on the 
manipulation of census data by geographical 
area. In the USA the emphasis is much more 
on generational typologies and preferences. 
These, coupled with age-related patterns of 
sociability, provide a broad framework for 
diversifying town centres at night. Planners 
and place managers can then drill down into 
more detailed consumer classifications if they 
wish. 

 
Rationale 
Family restaurants, such as Pizza Express, 
are popular with adults too. Cinema, leisure 
centres, swimming pools and early evening 
events can all be popular with families. 
Where schools are located in town centres 
evening performances and sports events 
attract families.  

 
Rationale 
According to PUMA four generations are now 
shaping American cities: Baby Boomers 
(1946-64), Generation X (1961-84), 
Millennials (1977-2003) and Generation Z 
(1996-present).

12
 RHI have identified the 

different sociability characteristics of each 
and related these to four social groups: 
“singles, mingles, families and jingles”.

13 

 
Example: Derby Festé 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Festé was established in 2007 as a 
partnership between some of Derby’s main 
cultural partners to celebrate the city and its 
cultural offer

6
. Since then it has thrived and 

has become an essential part of the City’s 
cultural offer. The emphasis is on a family 
audience with a programme of outdoor arts, 
visual and digital arts, performance, circus 

and music. It aims to deliver a spectacle and 

to make audiences feel proud of the place 
where they live. 
 

 
Example: Pittsburgh Sociable City Plan 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
A community-based strategy

14
 following RHI 

Sociable City precepts with five Action 
Teams: Development, Transportation, Public 
Safety, Community and Hospitality. They all 
prepared their own action plans.  The four 
social groups (singles, mingles etc.) were 
used to show that the student population was 
growing, the over 65 population had fallen 
slightly and the 35-40 age group “had left”! 
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11. Strengthen the Cultural Offer 
 

 

12. Develop the Knowledge Economy 

 
Diversity Driver 
Museums, theatres, concert halls and art 
galleries can add a more varied customer 
base to town centres at night, if they are 
open late, and especially if they set out to 
create a broad appeal. At the time of writing 
Culture 24 is about to celebrate its Museums 
at Night Festival 2014 with the help of the 
BBC. There are significant potential benefits 
for town centre businesses provided that the 
links can be established. 

 
Diversity Driver 
University campuses, premises and 
accommodation are now to be found in and 
on the edge of many centres in the UK. The 
interplay between town and gown can 
support town centre businesses and add 
creativity and excellence to the centre’s 
artistic and cultural life. Most play host to 
tourists, study tours, language schools and 
postgraduate research as well as 
undergraduate students.                           

 
Rationale 
These are intrinsically inclusive venues. They 
are places where families and singles, men 
and women, are comfortable to be in the 
evening. Community-based venues may be 
alive by day and night with programmes of 
fringe events for schools, young mothers etc. 
The cafes and restaurants can be places to 
spend time if you don’t want alcohol and if 
you are looking for an informal atmosphere. 
Many arts venues target their audiences 
carefully and this information can help to 
underpin a diversity strategy. The impact can 
be significant.  

 
Rationale 
There has been a major expansion in 
universities in the UK and new buildings are 
going up around many town centres. 
University facilities add greatly to the 
potential range of attractions, whilst 
academic staff, their families and post 
graduates may be the life-blood of local 
community endeavours. The true potential of 
closer integration of town and gown has yet 
to be realised. The Future Spaces 
Foundation recently released research that 
showed that in one location, Stoke, the High 
Street could benefit from this to the tune of 
an additional £30m and nearly 650 jobs

17 

 
Example: Kingston Rose Theatre, 
Kingston upon Thames 
 
 
 
 
 
 
 
 
 
 
 
 
 
The Rose Theatre in Kingston upon Thames 
evokes the scale and design of 
Shakespeare’s original. It was planned partly 
to introduce new and different clientele to the 
centre at night. Promotions and meal-deals 
mean that there is now a thriving trade in pre 
and post-theatre eating and socialising

16
. 

 

 
Example: Canterbury City Centre 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
At night Canterbury is a city centre of two 
halves. The side closest to the University of 
Kent campus is buzzing ‘till late with a 
theatre, restaurants, pubs and bars. The 
Cathedral hosts university events. The 
university campus up the hill welcomes 
visitors to its cinema, theatre and concerts.  
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13. Get Resident Buy-in 
 

 

14. Exploit Transient & Occasional 
Activity 

 
 
Diversity Driver 
New residents may choose to live in or near 
vibrant town centres to enjoy the buzz of 
night time entertainment. In other locations 
residents suffer badly from noise, nuisance 
and intimidation. Typically town centre 
partnerships involve business, local 
government, police and other professionals. 
Residents are not usually around the table.  
But an evening and night time economy that 
is owned and shared by local people is likely 
to be more sustainable 

 
Diversity Driver 
It takes time for the built fabric of town and 
cities to catch up with obsolescence and 
innovation. There is no need, or point, these 
days in waiting for a big developer or a grand 
plan. The rave scene, a feature of the 80s, 
has been followed by a plethora of short 
term, transient and almost instant activities 
that make use of under-used corners of 
buildings and spaces

19
. These can 

spearhead greater ENTE diversity and 
become “early winners”. 
                              
 

 
Rationale 
Purple Flag partnerships have six 
stakeholder groups. The sixth is Community: 
residents and consumers. It is rare however 
for this place at the table to be filled as 
intended.  In the USA Sociable City 
Partnerships also have six stakeholder 
groups including Community - which includes 
residents, colleges, students, elected officials 
etc.

18
 There is also more of a tradition of 

outreach work with residents by late-night 
establishments to overcome local problems. 
  

 
Rationale 
The new trend includes the guerrilla 
gardening movement, the boom in music 
festivals, the vogue for pop-up shops, 
restaurants, theatres and cinemas in empty 
urban spaces. These owe  their origins to a 
new type of grass roots entrepreneur, the 
speed of information technology and social 
media, more flexible lifestyles, recession and 
obsolescence, and the lack of other places to 
get started without capital.  

 
Example: Stockton Heath 
 
 
 
 
 
 
 
 
 
 
  
This largely residential suburb of Warrington 
has some 30 licensed premises around its 
central crossroads. Initially alarmed at the 
influx of pubs, bars and restaurants the 
residents, via the Parish Council, helped to 
take things in hand, cooperating with police 
and agencies in enforcing compliance by 
licensees and running non-alcohol-based 
events such as the summer arts festival. 
Stockton Heath gained a Purple Flag in 2012. 

 
Examples: Bermondsey Night Market, 
Kingston StockMkt, Covent Garden Night 
Market, Brixton Village 
 
 
 
 
 
 
 
 
 
 
 
 
Night markets follow on from the growth of 
daytime food markets, farmers markets, 
French markets etc. In night markets the 
emphasis is on quality food and drink, crafts, 
and performance art. They are now well-
established in major city centres at Christmas 
time.  Bermondsey Night Market and 
Kingston StockMkt are among a new wave of 
non-seasonal night markets. 
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15. Blur the Digital Boundaries 
 

 

16. Attract Tourist Investment  

 
Diversity Driver 
Town centres have suffered from the growth 
of home entertainment and home shopping. 
Retailers that also have an on-line shopping 
outlet are the ones doing better than the rest. 
But the future lies in enhancing customer 
experience much more widely. The ENTE 
has been lagging behind in this trend, but 
theoretically could overtake the rest and 
regain lost ground. Its metier is experience 
and the digital revolution could take 
customers to new realms of experience and 
recapture custom lost to TV and Xbox.                    

 
Diversity Driver 
A successful evening and night time 
economy is an essential part of tourist 
infrastructure. In turn tourism can bring a 
more diverse mix of clientele to a centre in 
the evening and at night to support 
restaurants, arts, culture and entertainment. 
Some think that this positive link between 
tourism and the ENTE has received 
insufficient attention from destination 
managers to date 
 
                            

 
Rationale 
In Infinite Possibility Joseph Pine and Kim 
Korn

21
 write about combining the best of real 

and virtual worlds:  

 Reality-presenting the riches of 
experiences 

 Augmented Reality- Enhancing the world 
around us 

 Alternate Reality-Creating an alternate 
view of the real world and 

 Warped Reality-playing with time. 

 
Rationale 
The Great British Day Visits Survey (2011) 
found that out of 1.5bn day visits nearly 300m 
or 21% were either mainly for a meal out or 
going on a night out. Visit England research 
in 2011 showed that 75% of visitors across 
all destination types said that good quality 
food, drink and dining were extremely/very 
important. 

 
Examples: Museum of Natural History 
Berlin & Digital Binocular Station New 
Zealand, Pittsburgh Penguins 
 
 
 
 
 
 
 
 
 
 
 
 
 
Berlin Museum employs a Jurascope through 
which visitors can see animations of dinosaur 
skeletons on exhibition come to life. In the 
New Zealand example digital imagery 
overlays the real objects and brings them to 
life to interact with the viewer, in 3D and with 
immersive audio. Those attending Pittsburgh 
Penguin games can connect their smart 
phones to watch in real time action from 
multiple camera angles, access up to the 
minute statistics or see instant replays. 

 
Example: It’s Liverpool After Dark! 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
“Liverpool’s night time offer is legendary and 
a key draw for visitors from all over the world. 
Ensuring conference delegates and leisure 
visitors can wander around the city at night in 
a safe and welcoming environment is vitally 
important. We estimate that approx. £216m 
pa is spent by visitors in the night time 
economy including restaurants, bars and 
evening entertainment”.  
Pam Wilsher, Liverpool City Region LEP

23 
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17. Increase Worker Dwell Time 
 

 

18. Design for Temporal Zoning 

 
Diversity Driver 
Retaining town centre workers into the 
early evening and beyond can strengthen 
diversity and banish negative perceptions 
about the centre at night being just for 
youth and alcohol. Patterns of work have 
changed with flexible working hours in 
creative, media and technology sectors 
together with the use of cafes, bars and 
restaurants for working in a more social 
milieu. The drivers include extending 
retail hours, after-work fitness centres, 
arts venues that open early and food and 
beverage outlets. 

 
Diversity Driver 
In the past town centres during the day 
presented consumers with unbroken 
lines of retail serving a well-defined 
clientele. Evening and night time 
activities were squeezed to the edges. In 
the future mixed uses will become the 
norm. Centres are likely to be more 
polycentric with different locations and 
activities coming alive at different times 
of the day, evening and night. Taken 
together these individual activity zones 
can add more character, specialisms, 
variety and diversity. 

 
Rationale 
Retail hours have been slow to change, 
but research by The Retail Group24 
showed that sales beyond 5pm are 
typically double the sales from the 
beginning of the day. “From 5-7pm we 
get a lot of workers shopping after work 
and from 7-9pm we get the excess of 
consumers from stores that have closed 
earlier”. Primark Oxford Street. 

 
Rationale 
BCSC research in 2013 predicted that 
there would be a 31% reduction in High 
Street stores by 2020. Proposed 
solutions included “repositioning to 
include a wider range of leisure, cultural, 
civic and community functions…creating 
a vibrant social, commercial and cultural 
hub for the community”.25 

 
Example: Belfast Castelcourt and The 
Oracle Reading 
 
 
 
 
 
 
 
 
 
 
 
 
In Belfast the main focus was on keeping 
workers in town after they had finished 
their working day. Overall sales went up 
by 10%.  At the Oracle in Reading the 
aim was to increase dwell time with a 
focus on shopping later and having an 
evening meal as part of the experience 
 

 
Example: Civic Trust Preston 
NightVision  
 
 
 
 
 
 
 
 
 
 
 
 
This Civic Trust NightVision pilot study26 
included a Temporal Zoning Strategy by 
MAKE Associates highlighting 
opportunity areas within the City Centre 
for clusters of activity to meet the 
aspirations of mixes of clientele at 
different times of day and night. 
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19. Go For Place Branding 
 

 

20. Introduce Non Alcohol-Dominated 
Venues 

 

 
Diversity Driver 
Many night time destinations suffer from 
a negative image and a poor reputation. 
Even where conditions have improved 
the poor image may live on in the media 
and in peoples’ memories. Area branding 
is one response. Authentic brands can 
mark out one area from another and 
project a positive and distinctive image 
more successfully. This can often 
coincide happily with what matters most 
to local people and residents. 

 
Diversity Driver 
Alcohol consumption has fallen since 
2002 (after more than doubling since 
1947) and young people are drinking 
less. Not everyone drinks anyway e.g. 
many faith groups. But the impression is 
that people go to town centres at night 
mainly to drink alcohol. This is far from 
the truth. Mintel Market Research has 
long advised that pubs that rely solely on 
alcohol sales will be among the first to 
fail. The future is more diversity. 

 
Rationale 
Place branding is about the application of 
business principles to place in the 
context of growing competition. It is more 
inclusive than destination marketing, 
covering the image and reputation of an 
area, tourism, inward investment and the 
attraction of people and talents. It is also 
about building up pride and vision 
amongst the people and businesses, so 
it relies on a shared sense of identity. 
The starting point is “what makes the 
place unique?” 

 
Rationale 
According to the Annual Survey from 
ONS heavy drinking is falling, abstinence 
is rising and young people are leading 
the drive towards healthier living28. 
Globally, 45% of people have never 
consumed alcohol. In Great Britain the 
figure is 15%.29 In the UK people from 
minority ethnic groups tend to have 
higher rates of abstinence. Mintel 
research (2011) showed there is more to 
nightlife than drinking and dancing. Food 
came first. Nightclubs came after music, 
cinema, zoos and wildlife!30 

 
Example: Dublin Creative Quarter  
 
 
 
 
 
 
 
 
 
Dublin’s Creative Quarter formed part of 
a drive to highlight specialist businesses 
in the City27. It is a hub of innovation 
hosting an exceptional array of designer 
boutiques, creative businesses, fashion 
outlets, cafes and restaurants. The BID 
organised fashion shows to boost the 
image. The results have been impressive 
with a marked increase in investment in 
buildings and outlets. 

 
Examples: Late Coffee and Dry Bars 
 
 
 
 
 
 
 
 
Café Nero on Frith Street London is open 
until 2am or 4am weekends. The 
Redemption Bar is London’s first dry bar 
serving “mocktails”. The Brink is 
Liverpool’s equivalent. Research by the 
Brink suggested that 75% of Londoners 
under 30 would visit a dry bar. In Sydney 
Australia the City Council has launched a 
programme to create new small bars to 
create more diversity.31 
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Case Study: What Do Women Want Downtown?  

Design Downtown for Women and Men Will Follow 

 

 
Based on the Sociable City Webinar of 1st April 2014 and the presentations of Dave 
Feenan, President & CEO Civitas Consultants LLB, Alicia Lakomski, Project 
Manager Responsible Hospitality Institute USA and Dr Carol Becker, Hamline 
University. Webinar was chaired by Jim Peters, President of RHI. 
 

Dave Feenan has researched the role of women in US society and economy and drew 

attention to the importance of women’s purchasing power. He asserted that women take or 

influence 83% of retail, 80% of healthcare, 80% of residential and 58% of auto purchase 

decisions. Their importance to the day and night time economies has been undervalued for 

decades. 

 

Alicia Lakomski led a research project into what women want from downtown – against the 

tongue-in-cheek assumption that men have simple tastes: “women, beer, sports and more 

beer”! The three “must haves” for women turned out to be: choice, design and safety: 

 Choice. A variety of dining, diverse musical options, a variety of activities, shopping ‘till 
late, space in venues to dance, sit and chat – even scope for board games etc. 

 Design. High end design and style bars with comfortable seating, artistic lighting and 
good clean restrooms 

 Safety. Adequate protection for women against key risks: purse snatching, cell phone 
stealing, assault and violence, spiked drinks and sexual assault. 

 

The economic impact study of the nightlife industry in New York (New York Nightlife 

Association 2004) showed how much expenditure was associated with a night out: 

 Approx. $693m per annum was spent on wardrobe, personal care and accessories 

specifically to go out at night 

 86% of out-of-towners spent an average of $3520 per annum on shopping, hotels, 

restaurants and $110 on transport 

Areas of expenditure with strong female representation include hotels, dining, parking, taxis, 

fashions, retail stores, beauty salons etc. 

 

Dr Becker showed how the experience of town centres at night can be very different for 

women e.g. scarcely any public toilets for women are open so venue restrooms are vital. 

Uneven surfaces such as cobbles and tree grids can be hazardous in high heels and with 

tired ankles. Streets with no clear and visible exits can be particularly intimidating for women. 

Even colours and textures are perceived differently she said. 
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Drivers of Diversity  

The table below shows how the twenty drivers of diversity fit into the four categories 

of the “Anatomy of Diversity” model described on pages fourteen and fifteen. 

 

Summary Chart 

 

Place 

 

Activity 

 

3. Appeal better to the existing 

catchment 

19. Go for area branding 

 

 

 

 

 

 

1. Work with the grain of business trend 

2. Shape commercial investment 

4. Recruit more diverse businesses 

5. Fine-tune music and entertainment 

7. Attract new clientele via events 

11. Strengthen the cultural offer 

12. Develop the knowledge economy 

15. Blur the digital boundaries 

16. Attract tourist investment 

20. Introduce non-alcohol based venues 

 

 

People  

 

Time 

 

8. Make town centres gender-friendly 

9. Create family-friendly town centres 

10. Play the generation game 

13. Get resident buy-in 

17. Increase worker dwell time 

 

 

6. Extend the shopping day 

14. Exploit transient and occasional 

activity 

18. Design for temporal zoning 
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4. BUILDING A DIVERSITY PROJECT 

 

In this section we offer practical advice on the implementation of a diversity 

project. There are different approaches – for example a local authority might 

commission some “diversity research” in the traditional way, but this might not 

lead to the kind of broad commitment and action we envisage. For the best 

results we advocate a twin-track approach of technical and partnership 

development. We set out five steps: starting a diversity project, taking stock, 

development, implementation and measuring success. To fulfil its potential 

any diversity initiative will need to last the course and be robust enough to 

adapt to changed circumstances. The diagram illustrates an iterative 

sequence of steps.  

 

 

Five Steps Towards diversity 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
1. Getting 

Started 

 
2. Where Are 

We Now 

 
Action 

 
3. Where Are 
We Going? 

 
4. How Do We 

Get There? 

 
5. Measuring 
Impact etc. 
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Step One: Getting Started 

 

Why Do I Need a Diversity Project? 

There are specific reasons why a diversity project might be appropriate now. For 

example: 

 Moving On and Up. There may have been acute problems of alcohol misuse 

and disorder that have now been addressed successfully. What do we do 

next? Now is the time to move up a level and consider how best to build on 

that foundation of achievement and create a vibrant, self-regulating centre 

 Going for Growth. Alcohol consumption has dropped steadily overall since 

2000 and pubs are closing at the rate of seven a day (CAMRA). The 

recession has claimed many victims on the High Street. It could be that the 

challenge now is not so much how to curtail and control activity but to 

promote it – in the right way 

 Looking for Added Value. Perhaps there have been successful initiatives, 

but that somehow, on their own, they lack the critical mass to have sufficient 

impact. This could be the moment to look for added value through 

partnership. 

 

Sowing the Seeds of Action 

A diversity project doesn’t just happen by itself. There are likely to be a number of 

preconditions for successful action: 

 A Rallying Cry. Any number of issues could come to a head and 

stimulate widespread concern about the future of the centre in the 

evening and at night: outrage following a fatality in or outside a venue, 

concern about the growth in alcohol-related hospital admissions, a spate 

of closures in the High Street, or simply a lack of appeal and choice when 

neighbouring centres appear to be doing better 

 A Champion or Champions. Leadership can come from many sources, 

but it is likely to be needed to cut through the often-polarised views of key 

interests and create the energy for action 

 A Common Cause. Responsibilities are notoriously divided in this topic – 

no single person or single team is likely to be solely responsible. It either 

falls between all the stools, or cuts across the many professional and 

sectoral interests. Long term effective action depends on partnership and 
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for this there needs to be a common cause e.g. the “win-win” of diversity, 

growth and lower crime. 

 

Who Has a Stake in Diversity? 

To date many partnerships that address the ENTE have been seen as essentially 

tactical or operational; such as tightening up licensing policy, strengthening policing 

or adding to street level management at night. As a result the strategic significance of 

a successful ENTE is often missed. A diversity partnership is best seen in terms of 

vertical and horizontal linkage; key interests and layers of intervention: 

 Key Interests. Consensual and collaborative models rely on the right people 

being around the table from the outset. Partnerships in this area are relatively 

new. There are likely to be people present who are not used to working with 

each other and might initially feel uncomfortable. The “Policy Proofing” model 

(Alistair Turnham 2007) shows how development policy for the ENTE can 

affect and influence at least thirteen local strategies from public health to 

tourism. The key interests and individuals will vary from place to place. In 

Purple Flag a Working Group is drawn from six stakeholder groups: 

o Public Protection. Health, licensing, police, security and safety 

o Infrastructure. Transport, lighting and cleansing 

o Hospitality. Restaurants, licensees, tourism and hotels, retail, 

cinema, culture and late-night entertainment 

o Development. Planning, design and investment 

o Management. Town centre management and BIDs 

o Consumer/Community. Town centre users, potential users and 

residents/host community 

This may be compared with the six stakeholder interests in the Responsible 

Hospitality Institute’s Sociable City programme in the USA, as shown below. 

 

 

 

 

 

 

 

 

           

               Responsible Hospitality Institute Sociable City Stakeholders 
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 Layers of policy-making. A diversity project for the ENTE should be 

integrated into all appropriate levels of policy-making. Recent strategies by 

ATCM and associates for LB Lambeth and the Stratford Partnership in East 

London contained proposals for four policy levels: 

o Corporate and Economic Policy.  The ENTE was big enough and 

dynamic enough to have a significant impact on the image of the 

areas for new investment and tourism, the scale of employment, job 

opportunities for local people and local business development 

o Development and Activity planning. The momentum of new 

development meant that the areas were changing markedly over time. 

The scale and character of the ENTE would make a significant 

contribution to the success and appeal of the new places. It made 

sense to think this through from the outset  

o Regulatory Policy. Planning, licensing and health policy and 

regulation are mostly focused on control, for obvious reasons, but they 

also impinge on growth and diversity in the ENTE. Fine-tuning these 

regimes and the way they are delivered affects the prospects for 

business growth and diversity. 

o Place Management. All the street level managers including police, 

door security staff, community safety and potentially town centre 

managers and BID staff. 

 

A Collaborative Approach 

The emphasis of this paper is on collaborative models of delivery because 

sustainable diversity relies on the participation of many interests. In Sweden working 

together is ingrained – it is built into the national psyche from the earliest years and 

so a collaborative style is second nature. In North America the public sector is 

smaller and partnership may be the only way to get things done. RHI’s Sociable City 

programme for Pittsburgh reached out to 167 individuals, 17 City, County or State 

Departments or Agencies, 45 businesses or business-related organisations, 13 

residential or community groups and 9 educational institutions. The community-

based programme involved: 

 Creating a “transformation” team of leaders and experts 
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 Convening “Action Teams” for Development, Hospitality, Transportation, 

Public safety and Community – to take stock of current performance, learn 

about good practice and to develop an Action Plan 

 Recruiting a Pittsburgh Night Time Economy Manager to drive forward the 

Action Plan. 

 

 

 

 

 

 

 

 

 

 

 

Six Core Elements of Hospitality Zones. Responsible Hospitality Institute Sociable City 

In the UK a shrinking public sector makes a collaborative approach even more 

relevant today. In the past the topic may have been so sensitive that discussion and 

publicity were not sought for fear of criticism. Today the public mood is slowly 

changing as alcohol consumption and disorder has declined and so it is possible to 

get off the back foot.  One feature of the collaborative approach is the development 

of a consensus early on around the key issues and a potential vision. This is often 

the best way to inspire multi-sector support and commitment. In Purple Flag, 

partnerships may hold a Kickstart Workshop in order to get things off to a good start. 

The local coordinator draws together say 15-25 interested and committed people 

from the six stakeholder groups. The format varies from place to place but can 

involve five modules in half a day: 

o Individual expressions of aspirations for the workshop, Purple Flag and their town centre 

o Presentation on Purple Flag: features and benefits 

o Discussion of the town centre and its ENTE around a map to develop a common 

understanding of the area – leading to the development of an initial vision 

o Presentation on the six practical steps in developing a successful Purple Flag entry (and 

developing policy for the ENTE), involving partnership-based research, analysis, street-

level survey, conclusions on standards or issues to address etc. 

o Break-out groups on next steps, leading potentially setting up task groups for each of the 

five Purple Flag Themes.  
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Taking Charge of Your Evening & Night Time Economy with Purple Flag 

 
Purple Flag brings together all the key interests to take stock of their evening and 
night-time economies and to prepare their submission for Purple Flag 
accreditation. 

 

 

 

Six Steps to Success 
 
The sequence of steps leading to a 
strong submission involves undertaking 
an overnight self-assessment as well as 
preparing a map of the area and 
supplying evidence of standards 
reached. 
 

Organisation 
 
Six ENTE stakeholder groups are 
represented on the Purple Flag Working 
Group. Their task is to support the Purple 
Flag Co-ordinator in gathering evidence 
and preparing the submission. 
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Taking Charge of Your Evening & Night time Economy with Sociable City 
 

          The Responsible Hospitality Institute USA has thirty years’ experience of nightlife management and  
          planning. It is led by Jim Peters (President). The Sociable City network was created five years ago and  
          is the basis for a programme of community-based projects, such as Pittsburgh in 2013. 

 

 

 
The Sociable City Plan Process 
 
The three steps in developing a community-
based ENTE plan, starting with a 
Transformation Team and Action Teams for 
each of the key topics 

 
Pittsburgh Sociable City Alliance 
 
The structure for taking forward the Pittsburgh 
sociable City Plan, involving a Sociable City 
Alliance with five action teams, linked to the 
Council and professional advice. This is the 
foundation for the employment of a Night Time 
Economy Manager 
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Step Two: Where Are We Now? 

 

The “four dimensions of diversity” are the basis for a diversity audit of the town centre 

in the evening and at night. A well-balanced approach will look at the reality on the 

ground and the sophistication of current policy for the ENTE: 

 

Activity 

What range of activities does your centre offer, what’s missing, how is the mix 

changing over time and how does your centre stand up to comparison with the rest 

and the best? Here are some of the ways of taking stock: 

o Composition & Gap Analysis. The location and mix of daytime activities are 

readily available from Experian GOAD and the well-known GOAD maps. A bit 

more work is needed for the ENTE and diversity. Thirteen activity categories 

were developed for Purple Flag Composition Analyses1. The analysis is 

usually based on a GOAD map and a street level survey, possibly 

supplemented by Google Street View.  
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The table can be turned into a “diversity footprint” of the centre using a pie 

chart or radar diagram. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

This tool can be used to identify imbalances, set policies, track changes over 

time and to compare one place with another. The analysis needs to go further 

to consider, for example, the quality and extent of live music in pubs, the 

quality of cuisine, the breadth of appeal in leading venues and the presence 

of nationally-known brands. A comparison is usually drawn with a benchmark 

location or two. Some types of venues have a wider appeal than others. For 

example cafes attached to arts venues are often places where single women 

feel comfortable to be in the evening. Venues which care about the 

cleanliness of their bathrooms are likely to attract more women. 

 

o Volume and Value. The economic size and value of ENTE activities is critical 

to policy making for the ENTE and diversity. A solid database and standard 

approach is needed if there is to be a consistent basis for comparison by 

geography or time.  The NightMix Index is based on a national database of 

businesses and employment developed by TBR Research and Economics 

and drawing on annual Government surveys. Volume and value is usually 

expressed in terms of sales turnover, employment and GVA – an economists’ 

measure of the value of the activity to the local community. 
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           An example from the economic comparison of Stratford and Islington by TBR 
2 

 

Time 

The ENTE can be a fast-moving and quickly-changing tableau of activity. Diversity at 

8pm can quickly change into something else by midnight. That’s why in Purple Flag 

there are four time-bands for analysis, but even this may not be enough to get the 

picture:  

o Street-level audit. In Clapham High Street MAKE Associates prepared a 

temporal audit of activity and issues for each hour of operation3. To 

understand how a centre works throughout night and how diverse it is, a 

street-level audit is normally essential. In Purple Flag there are two as part of 

the entry and assessment process; the first by the entry partnership and the 

second by trained assessors. In the case of Clapham High Street a separate 

profile was prepared for each hour of activity. 
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o Crime profiles. The incidence and fear of crime is often the biggest barrier to 

diversity. If people are afraid to go out only the brave or careless will do so. 

An experienced crime analyst will be able to show in tables and maps the 

principal locations of crime, the types of crime, by time of day, day of the 

week or time of year.  

 

 

 

 

 

 

 

 

 

 

   

 

 

 

 

                Crime heat map, Lincoln,  Nebrasca. RHI Sociable City College Towns Webinar, May 2013 
4 

 

People 

People and activity make diversity. A centre that appeals to only a limited age, 

lifestyle and interest category is unlikely to be diverse or sustainable. Finding out who 

uses your centre at night can be a challenging process. The usefulness of street-

level surveys tails off as the evening progresses! There are three main ways: 

o A business survey to build up a picture from the market understanding and 

perceptions of operators. Interestingly, many arts and culture venues have a 

more sophisticated understanding of their markets than some pubs and 

restaurants. Large shopping centres have access to a lot of data but are not 

usually too keen to share it. If a statistical basis is needed a questionnaire-

based business survey may be best 

o Consumer survey. These can be used to reveal the breadth of patronage in 

terms of age, sex, groups, place of origin, plus of course detail on which 

venues are being visited, strengths and weaknesses and perceptions on the 

competitive position of the centre.  
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Place 

The design, location, proximity and type of venues and spaces influence diversity in 

the evening and at night. A diversity audit will look at how the place performs at night: 

 Barriers to diversity. Designing out crime is a well-developed methodology 

used by most police forces throughout the country. It is obviously primarily 

aimed at reducing crime and increasing safety generally. Common measures 

may include clearing sight lines for CCTV, improving lighting in rear service 

yards and gating off narrow alleyways leading off the High Street. Going 

further than this and developing positive principles in the interests of diversity 

affects all aspects of design and place management. For example: 

o Streets which are dark and cannot be seen through to the end are 

intimidating at night – particularly for women. The same applies to 

whole sections of a town centre which are poorly lit and where there is 

no activity  

o Cobbled paving which looks nice during the day can be very 

uncomfortable and hazardous for women wearing high heels at night 

o Public toilets for females are hardly ever provided in town centres at 

night. The presumption seems to be that only men go out then and 

need to use the loo! 

 Comfortable and Uncomfortable Proximity. Cluster theory can work in two 

ways. Clusters of arts and restaurant venues can be very diverse – like at 

London’s South Bank.  But two same-type alcohol-led venues in close 

proximity catering to the same limited market can be a breeding ground for 

trouble. Fine-tuning licencing conditions to favour more seating, different 

music and a more relaxed ambience can make a big difference - and also 

avoid a license review for the operator. The quality and diversity of spaces 

such as market squares is influenced strongly by the activities around them. 

According to Project for Public Spaces of America only three activity 

generators are needed to make a space hum – for better or worse  

 Temporal Zones of Activity. Diversity can take many forms and in larger 

centres there will be distinctive clusters of activity at different times of the day 

evening and night. How well do these clusters perform? How wide or diverse 

is their appeal? How well do they complement each other?  

 Diversity and Activity Mapping. The results can be brought together and 

mapped to show areas and spaces of concern and opportunities for diversity 

to be exploited.  
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Creating a Baseline  

Until recently the only data commonly available to measure performance in the ENTE 

was crime data provided by the police. A more extensive and rounded set of 

measures for the ENTE is provided by the Purple Flag Data Dashboard. These 

seven metrics are being introduced to give a consistent basis for assessing and 

tracking the performance of Purple Flag places. The first step is to create a baseline 

of credible data. 

 

Each of these can also be used to give a detailed picture of diversity in the ENTE. 

 

Step Three:  What Do We Want to Achieve? 

 

This is likely to be the time when a partnership needs to be supported with technical 

analysis and data management: 

 Lifecycle Issues for Entertainment Areas. At the beginning of a project it 

seems that the biggest challenge is getting things moving. But in nightlife 

areas things can move very fast and inactivity can turn into overheating quite 

quickly. Temple Bar Dublin is perhaps the best known illustration of this. 

According to RHI there are four normal stages in the lifecycle of an 

entertainment district: emerging, developing, maturity and decline. Only by 

tailoring policy and place management carefully to the first three can the 

fourth be avoided. It is worth taking time to think this through at the beginning 



ASSOCIATION OF TOWN AND CITY MANAGEMENT                                                                        44 
 

 Stakeholder perceptions of potential. Where there is a good relationship 

with businesses it will be possible to assemble a picture based on where they 

plan to expand their businesses or improve their offer and where they think 

their new clientele will come from 

 Consumers of tomorrow. These can be the driving force for increased 

diversity. Perhaps your centre is still catering to the interests of traditional 

customers and is failing to meet the different or more discerning tastes of new 

residents. It may be that the centre is failing to appeal to large sections of the 

existing catchment, because they feel there is nothing for them. The usual 

way of finding out is via focus groups involving “target demographies” (e.g. 

ethnic groups, older residents, town centre office workers or young marrieds) 

and consumer lifestyle profiling. Many local authorities have access to 

MOSAIC or CACI Acorn geo-demographic data sets. These can be used to 

create a picture of the existing catchment. They can then be linked with a 

knowledge of the development pipeline to generate an understanding of who 

the future residents and tenants will be. 

 

 

 

 

 

 

 

 

 

 

Existing and future ENTE consumers, Stratford, London. MAKE Associates 
5 

 

 Investor intentions. Attracting new brands and fascias to your centre is likely 

to be a major part of driving up diversity. It can’t be assumed that the property 

and investment market is aware of your centre or how it is changing and, 

hopefully, improving. They largely follow each other. If you have a 

transformation plan on the stocks it could be a good moment to get in touch 

with selected national or regional brands via their agents to start a 

conversation about what it would take to persuade them to come to your town 

 SWOT. A SWOT analysis is a good way of bringing a strategic analysis 

together in a simple way.  
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        SWOT analysis for Stratford ENTE study 

 

 Opportunity Analysis and Consensus.  There will inevitably be some very 

real and pressing needs and hopefully some exciting opportunities to come 

out of the research and analysis. This is a good time to get around the table 

and refresh the initial vision with new information. The outcome should be not 

just a list of needs and opportunities, but also a definition of the scope for 

action by your diversity partnership. This will take into account your remit, 

your role relative to other agencies and what is realistically possible within the 

appropriate timeframe. This can be summarised in a Diversity Matrix and 

Vision as illustrated below. 
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4. How Do We Get There? 

 

Designing a Diversity Programme  

Every place is different but Purple Flag research and experience suggests that there 

are three common components to a well-rounded diversity programme6. 

 

 

 

1. Overcome Barriers to Going Out. The prerequisite for diversity is safety and 

security but the barriers can take many forms. If people are afraid to go out, if the 

area has a negative image, if there is a limited appeal and there is no acceptable way 

of getting home after a night out – then all other measures are likely to fail. These 

barriers have to be addressed early on as a top priority 

 

2. Exploit Opportunities for Growth and Diversity. The basic resource is people 

and activity plus the intrinsic appeal of the place. What is missing from your town 

centre at night and how will you fill the gaps? What people do you need to attract if 

your centre is to become more diverse and what do they want? If your centre is 

punching below its weight or if there are once-in–a-lifetime development 

opportunities how will you use this to create more diversity? 

 

3. Add Value to Existing Effort. Despite all the evidence it may be that the ENTE, 

growth and diversity are still not priorities for local movers and shakers, policy-

makers and deliverers. Diversity should ideally be a cross-cutting initiative, adding 

value and focus to the work of relevant agencies and specialisms.  
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Creating a Destination  

The building blocks are people, place, activity and time. The aim is to create a mixed-

use area containing dining, entertainment, arts and culture and public space 

activities. It will be an area where different ages and cultures meet to enjoy the 

experience of socialising. Many of the policies will fit the standard business plan 

format and follow the sequence: need, objectives, tasks, methods and outputs. But if 

a successful destination is to be created you will also need to think about how 

people, time and activities combine with place, together with all its physical assets 

and constraints. Two types of plan are illustrated on the next page: a spatial activity 

plan and a temporal plan.  

 

Developing a Programme of Action 

The diagram below illustrates the range of possible actions and shows that there is 

potentially a role for everyone in a diversity project. 
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Temporal strategies/physical strategies/market strategies 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Creating a Destination 
 
 

Two plans bringing together people, place, time and activity in different ways 

 

 

 

Derby Alive After Five7 

 

A policy chart by the Civic 
Trust linking market 
sectors to time and place 
and activity. 
 

Preston NightVision 
Strategy8 

 

An innovative policy plan 
by Richard Eastham for 
The Civic Trust to show 
areas of intensive use 
after dark. 
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Who Delivers Diversity? 

The short answer is that almost everyone concerned with town centres and the 

ENTE may have a role in delivering you diversity project. A stakeholder analysis is a 

good way to mesh the project with the aspirations of key people. 

 

 

5. Measuring Impact and Recording Success 

 

Why Measure and Manage? 

In the past ENTE initiatives have been short-term and relatively narrowly-based. The 

focus has been on addressing urgent priorities through policing, enforcement, street 

level management etc. Now that initiatives are turning into longer-term, multi-faceted 

projects they need to be looked at in a different way. To make a real difference 

projects have to endure and stand the test of time.  

 

      Would you start a journey without knowing where you are going? 
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There are three key reasons for measuring and managing: 

 Know Where You Are Going. Partnership projects take time and effort. It 

makes sense to think ahead and be clear about objectives. As an analogy – 

would you catch a train or go on a journey without knowing where you are 

going? 

 

 “If You Can’t Measure you Can’t Manage”. (Quotation attributed to Peter 

Drucker). Without an evidence base it is impossible to know if the journey is 

worthwhile. How can we know what policies to amend, discard or keep if we 

don’t have the facts? An evidence-led approach to delivery should result in 

clear priorities and a more efficient use of scarce resources 

 

 Demonstrate Value for Money. There are always alternative demands on 

time and money. If you can’t make the case for this particular demand support 

will be lost. The case needs to be made. 

 

Three Ways to Demonstrate Success 

There are three main ways: 

 Project Vitality. The energy of the project, the commitment of partners and 

the way this is perceived by stakeholder groups and a wider audience. 

Partnership projects rely on broad support to be effective. There is often no 

statutory imperative or institutional structure to fall back upon 

  

 Project Impact. Measurable success against chosen priority aims. Without a 

tangible and visible impact no project will last. To be really effective diversity 

projects need to do more than just generally make a difference. They need to 

deliver against defined aims 

 

 Comparative Performance.  How the performance of this project compares 

with the achievements of others or the standards achieved in other places. 

Value for money concerns dictate that the project has to compare well with 

the best – potentially by comparing local performance indicators with national 

indexes or databases 
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The “Lift Question” - Clear Aims 

What do you answer when someone asks you what your project is about - perhaps 

whilst waiting for the lift? Clear and succinct performance-related aims will help 

diversity projects gain support and enthusiasm. For Purple Flag the broad aims are 

summarised in the diagram below: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Using Data that Counts 

The seven Purple Flag metrics are not intended to be exhaustive. They were 

selected because some of them are already widely used and are familiar to 

practitioners. The others are emerging and growing in use. Several allow 

comparisons to be drawn between local achievement and national indexes so that an 

annual report of achievement can be prepared using credible data.  
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Setting Up a Performance Management Regime 

There are five logical steps that relate concerns aims, delivery and the preparation of 

measurable outcomes: 

 

 

 

Using Performance Indicators 

An important part of performance management is to select and use performance 

indicators that are relevant to the specific project and meaningful to those taking part 

in it. An indicator cannot contain all relevant information but it can focus on a specific 

issue and data set as a proxy for much wider performance measurement. There are 

things to aim for in the use of performance indicators. The theorists recommend 

using the well-known SMART criteria to select KPIs: 

 Specific to the purpose of Purple Flag and the individual centre 

 Measurable so that a genuine value can be generated by the KPI 

 Achievable so that the process is realistic 

 Relevant to the success of Purple Flag and the individual centre 

 Time phased so that the outcomes are shown for a predefined and relevant 

period. 

..and what to avoid, according to Professor Bernard Marr of the Advanced Policy 

Institute, can be summed up in the acronym ICE: 

 Identify everything that is easy to measure and count 

 Collect and report the data on everything that is easy to measure and count 

 End up scratching your head and thinking “What on earth are we going to do 

with all this performance data stuff!” 
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Bringing it Together 

In Purple Flag it is all gathered together in the Metrics Chart for Purple Flag and the 

Night Time Economy illustrated below11: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

     

 

 

What we want 
to measure 

Our aim Why it 
matters 

How we will 
measure it 

Where we will 
find the data 
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5. PUTTING THE MESSAGE ACROSS  

 

A Diversity “Campaign” 

With so many people involved a good communications strategy is essential. But 

attempting something fresh, like a diversity project, needs something more – a 

strategy or a “campaign”.   

 

What are We Trying to Achieve? 

There are at least three main reasons for a communication strategy: 

 To Raise Awareness. It is important to raise everyone’s sights, show what 

can be achieved and support effort with improved knowledge and technique 

 To Change the Reality. Ideally a diversity project should be the epicentre of 

a broader momentum of improvement action. Projects need to inspire others 

to follow suit 

 To Transform Perceptions. No matter what improvements are made there 

will always be the “diversity deny-ers”. You will need to reach out to those 

who are afraid to go out, or who still find their centres unappealing,  that 

things really are changing for the better.  

 

What is Our Message? 

Some of the key messages have already been referred to in this paper: 

 The evening and night time economy is more valuable than many people 

think. It is an integral part of creating sustainable town centres for the future 

 After years of recession the economy is on the move again, but town centres 

will never be the same again. The ENTE is a key part of the mixed use future 

that all the experts are now calling for.  

 Research shows that there is a “missing market” of those who would visit 

town centres in the evening and at night if things were better and centres had 

more to offer. This new patronage could turn town centres around 

 It doesn’t make sense and may not be possible in the future to keep the lid on 

raucous and inebriated town centres with expensive policing and street level 

management. It makes sense to get back to basics and create self-regulating 

town centres. Diversity, crime reduction and alcohol health go hand in hand 
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 Diversity is at the heart of creating self-regulating town centres. It is about 

creating that magic mix of people and venues that intimidates no one and 

appeals to many 

 Diversity is at the heart of long term sustainability. A complementary balance 

of venues, activities and attractions is the key 

 Diversity means working together successfully over time. For this to take 

place diversity projects need to be carefully thought through and managed. 

 

Who Do You Need to Persuade? 

 

 

 

 

 Colleagues and partners. Your partners in the project need to feel that their 

time is well spent and they are engaged in something worthwhile and of 

mutual interest 

 Employers and managers. Political masters and paymasters may see 

initiatives in terms of political cycles. A good communication strategy is 

needed to keep this backing longer term 

 Local stakeholders. Your project team may well represent stakeholder 

interest, but they will need to persuade their colleagues and peers to stay with 

it and support the initiative 

National Audience 

Consumers & the 
Community 

Local 
Stakeholders 

Employers & 
Managers 

Colleagues & 
Partners 
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 Consumers and the community. The group that seems most often to be left 

out – and yet is perhaps the most important. New consumer patronage and 

loyalty is essential for diversity initiatives 

 A national audience. Most projects have at least one nugget of good 

practice to share with the wider world. National attention can make local 

friends too. 

 

Putting the Message Across - Telling the Story 

There are four ways of telling a story of success: 

 Provide credible evidence. Without factual evidence your cause is doomed!  

But which facts and how should they be presented? You will need to start with 

a factual baseline and be able to track progress year on year. But research 

shows that even with the right statistics the message may still not get through, 

because of existing strongly-held perceptions. So the following three themes 

are also important 

 Use trusted advocates (“third-party endorsement”). “Well they would 

claim that wouldn’t they” might be a typical response to an official press 

release! So it makes sense to use advocates whom the particular audience 

you are targeting trusts. This might be a senior police officer, a respected 

business entrepreneur, a celebrity chef, a popular actor or musician 

performing in a town centre venue, a Street Pastor, a students’ union 

member, mothers with young children etc. It means being prepared to share 

the limelight, but it may be in everyone’s interest to do so 

 Develop human interest stories. It is a sad fact that the effort that goes into 

improving and managing town centres at night may well be taken for granted! 

“That is what we pay our council tax for” might be a common sentiment. So 

look for inspiring good practice, human interest stories and charismatic 

individuals to get the message across  

 Provide information in a fresh context. The jargon is re-framing the 

message1. The public debate on town centres at night has become intensely 

stereotypical. You need to break out of this and present successes in a fresh 

and imaginative way.  Activity, enjoyment, events and fun for all are positive 

themes. The publicity generated will help you to get across more serious 

messages too. 
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Building a Communications Strategy 

Some of the elements of a successful communications strategy are summarised in 

the diagram below: 

Purple Flag Week 

Purple Flag Week is an example of re-framing the message. The event takes place 

each autumn and is partly for Purple Flag holders to celebrate their success in 

achieving a flag and gain profile and exposure for their efforts. Purple Flag places 

play host to a variety of events including civic events, street festivals, purple-lit 

buildings and spaces, treasure hunts and trails, events for all the family etc. The 

event has been successful in increasing the footfall in town centres at night – at a 

time when it has been dropping nationally on average.  

 

There is a strategic purpose too. Events are a good way of attracting people who 

would not normally go out at night. By appealing to a new clientele and giving them a 

good time there is the opportunity to gain repeat visits and thereby increase the 

patronage and diversity of the centre. The aim is to show off an improved town centre 

and surprise people with the strength of its appeal. Such an event can be a good way 

to overcome inbuilt prejudice and negativity. 
 

Reference 

1.  Re-framing. See Peter Aldhous, Science in America: Selling the Truth. New Scientist 

October 2011 
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“Re-Framing the Message” with Purple Flag Week and Light Nights 

 

 

 

 

Purple Flag Week 
 
Pictures top (Dublin) and bottom 
(Birmingham) show events in the first 
Purple Flag Week 2012. Twenty out 
of thirty Purple Flag holders took part. 
Footfall in these places went up by an 
average of nearly 9%. Positive 
publicity was achieved equating to an 
AVE (Advertising Value Equivalent) of 
over £74,000 made up of regional 
broadcasting, regional print and 
online coverage. 
 
 
 
 

Light Night Leeds  
 

Middle picture shows SAA-UK, one of 
the many artistic events that formed 
part of Leeds Light Night in 2012.  
 
Based on the European model of Nuit 
Blanche, founded in Paris in 2002, 
the idea of Light Night is to open 
cultural and other venues across the 
city late into the night and play host to 
unusual or unexspected events. In 
Leeds in 2005 this included a string 
quartet playing at the top of the Town 
Hall clocktower, a tour around a pitch 
black church with only a torch and a 
sinister audio guide for company and 
a “treasure hunt” from the Institute for 
Crazy Dancing. Leeds was the first 
city in UK to import the model, which 
has since been taken up by Bradford, 
Sheffield, York, Hull, Birmingham, 
Belfast, Liverpool and Nottingham. 


