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MIDDLESBROUGH
A VIBRANT, MODERN,
GROWING CITY
A strategic framework for
Middlesbrough city centre

Investing in Middlesbrough
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AMBITION
Driving growth and employment to 2023
Middlesbrough has a clear
ambition to fulfil its potential
as the city centre of the Tees
Valley, by enabling the growth
of a balanced, sustainable
and vibrant economy. The
Middlesbrough Investment
Prospectus 2017 places the city
centre at the heart of future
investment.

THE VISION FOR
MIDDLESBROUGH
CENTRE IS TO PROVIDE
THE FULL RANGE OF
OPPORTUNITIES,
AMENITIES AND
FACILITIES OF A
MAJOR CITY CENTRE
AND BECOME THE
DESTINATION OF
CHOICE FOR TEES
VALLEY RESIDENTS AND
VISITORS. CENTRAL
MIDDLESBROUGH
WILL BE A HUB FOR
EMPLOYMENT, VIBRANT
CULTURE AND LEISURE
OPPORTUNITIES; WITH
EXCELLENT RESIDENTIAL
OPPORTUNITIES AND
ACCESSIBILITY FOR ALL.

To achieve this ambition,
Middlesbrough Council, and its
partners, are investing in a vision
where the city centre lies at the
heart of the area’s economic
ambition. To do this, it is necessary
to provide a clear, cohesive

vision which creates confidence
for investment and growth. To
be relevant, the approach must
understand and address the needs
of the private sector; establishing
the long-term conditions for
stability and growth. This strategy
encourages further collaboration
between businesses and property
owners to develop the city centre
as a cohesive and managed estate
which is better placed to attract
new investment.
The city centre sets the tone for an
area’s ambition. It is the barometer
of an area’s economic health and
provides an immediate impression
of the area as a whole. A successful
city centre is synonymous with a
successful wider economy (Centre
for Cities 2018) and it provides
its businesses and residents with
inspiration, pride, confidence,
innovation and motivation to live,
work, invest and succeed.
The Middlesbrough Investment
Prospectus 2017 sets out the
strategic ambition for the future
economic and business growth
for central Middlesbrough. This
strategy provides a connective
framework to coalesce the
impacts of the projects within the
Investment Prospectus, integrating
and linking the investment; around
the retail and commercial heart of
Middlesbrough.
The function of the city centre, and
the vision for its evolution, has a
direct bearing on the appeal of the
wider investment and employment
ambitions. Major investments/
destinations, such as Centre
Square, TeesAMP, the Western
Gateway, Teesside University, the
Student Village, Boho Zone, rail

station and Middlehaven are all
directly reliant on the city centre
offer as a key part of the ‘package’
that is presented to prospective
investors. These developments,
as set out in Middlesbrough’s
Investment Prospectus, form
the basis of a step change for
Middlesbrough, where each project
has a positive impact on the city
centre and are mutually sustaining.
Middlesbrough is at the heart of a
conurbation of c. 800,000 people.
The foundations are in place to
underpin Middlesbrough’s role in
serving the leisure, commercial
and retail needs of the Tees Valley
and for visitors. This positions
Middlesbrough as an anchor for
major retailer, food & beverage,
hotel and leisure representation.
Middlesbrough’s economy
provides the amenities, services
and infrastructure to attract new
Knowledge Intensive Businesses
(KIBs), which are increasingly
attracted back to urban settings;
and bring valuable employment
and disposable income to the Tees
Valley economy.
Retail has, and will always have,
a critical role in the function and
appeal of any city centre. However,
the way people engage with city
centres is changing and a strong
retail offer is no longer enough.
It is therefore vital that the city
centre diversifies to provide a
range of experiences that fulfil its
role as a destination.
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SUCCESSES,
TITLE
CHALLENGES
AND
HERE
POTENTIAL
Subtitle here
Middlesbrough is unique within the Tees Valley in
having all the components which are necessary
for
a vibrant city centre
in one place.
when they visit the City Centre.
Serving a functional economic
area of c. 800,000 people,
These
factors layare
theinfoundations
the foundations
place to
for
the
growth
of
the
economy
underpin Middlesbrough’s
role in
and
the the
Council’s
vision
for the
serving
leisure,
commercial
future.
and retail needs of our resident
and visitor population.
In the past decade, Middlesbrough
city
centre
has will
attracted
Retail
has, and
always have,
significant
new
investment,
a critical role
in the
function
ensuring
that
is well
and appeal
of itany
Cityplaced
Centre.to
be
able tothe
compete
with other
However,
way people
engage
major
destinations,
such as and
with City
Centres is changing
Teesside
Park;offer
Newcastle
and the
a strong retail
is no longer
Metro
Centre.
Investments
have
enough.
included: new hotel development
Middlesbrough
a vision
(e.g.
Holiday Innhas
Express
and
beyond
We are
rebalancing
Premierretail.
Inn); new
retail
investment
our
attracting
more
(e.g.economy,
conversion
of former
BHS);
commercial and
leisure
activity into
development
of a
flourishing
the City Centre.
New(e.g.
employment
independent
sector
Bedford/
opportunities,
Baker
Street); and reasons
cultural to visit
Middlesbrough,
diversify
the
investment
(e.g. will
Town
Hall Concert
offer and
the
wherewithal
Hall).
This provide
provides
Middlesbrough
for allasectors
to mutually
thrive.a
with
strong basis
to address
Expanding
Middlesbrough’s
offer
very challenging
period for the
is
the
strategic
basis
for
this
High Street.
City Centre Strategy and these
However,
is
principles Middlesbrough
permeate through
facing
highwe
levels
retail
everything
will of
do.vacant
Enhancing
properties
in
the
same
areas.
Middlesbrough’s City Centre as a
Empty
are hard
to fill.living
locationunits
for modern
urban
Property
values
are
falling
and
will also be a key driver.
increasingly new investment is
Middlesbrough
a
hard
to attract will
intobecome
the retail
genuine
destination,
not just
core. Nationally,
the economic
a
location. That
journey
challenges
of key
anchorstarts
stores,
with improving
perceptions
and
such
as House of
Fraser and
the experience
people
Marks
and Spencer
arehave
well
reported upon.

Middlesbrough will provide a
The
growth pleasant,
of internet
shopping
welcoming,
safe
and
and
multi-channel
retailing
means
inspiring experience; highlighted
by
that
many
retailers are
inspiring
architecture,
anactively
animated
seeking
to reduce
rather
than
streetscene,
excellent
connectivity
increase
their store
portfolios. K
and an appealing
environment.
At the same time the competition
This
supports
fromapproach
existing and
new out-ofMiddlesbrough’s
ambitions
for
centre
larger format
retail and
City-Scale
developments,
inward
mixed
use schemes
is growing.
investment
and the
hosting
This
uncertainty
creates
an of
City-Scale attractions
andplanned
events.
environment
that inhibits
As such,
Middlesbrough
is taking
and
future
new investment
and
a
significant leadership
role
in the
development
in town and
city
future
success
of
the
Tees
Valley
centres.
and play an increasingly important
Any
strategy
must therefore
be
role in
the evolution
of the North
based
on diversifying the offer
East economy.    
and rebalancing the economy,
attracting more commercial
and leisure activity into the
city centre. New employment
opportunities, and reasons to visit
Middlesbrough, will diversify the
offer and provide the conditions
for all sectors to mutually thrive.
Whilst Middlesbrough Council
can provide leadership and
enablement, all businesses,
investors and stakeholders
have a role to play in creating a
welcoming, pleasant, safe and
inspiring experience; highlighted by
striking architecture, an animated
streetscene, excellent connectivity,
city centre living, exciting leisure,
vibrant cultural attractions and an
appealing environment.

This approach supports
Middlesbrough’s ambitions for
city-scale developments, inward
investment and the hosting of
major attractions and events.
As such, Middlesbrough is taking
a significant leadership role in
the future success of the Tees
Valley and playing an increasingly
important role in the evolution of
the North East economy.    
Middlesbrough’s optimism and
belief in itself as a modern,
progressive urban hub is built on
solid foundations which have seen
ambitious partnerships between
the public and private sectors
deliver real and lasting results.

PURPOSE OF MIDDLESBROUGH’S
CITY CENTRE STRATEGY
The city centre strategy sets out
a clear set of priorities to deliver
city-scale ambitions. This broadly
comprises two key elements:

(1) BUILDING BUSINESS
CONFIDENCE.
(2) ATTRACTING ADDITIONAL
USERS AND VISITORS.
By fostering and developing a
vibrant city centre, we are creating
a visitor destination which presents
Middlesbrough as an attractive
place to visit, work, live and invest.
To achieve this Middlesbrough
Council and stakeholders have
mutually-agreed actions, roles and
responsibilities to work together to
deliver this.

BUSINESS CONFIDENCE

A coherent strategy gives
businesses and entrepreneurs the
certainty and confidence to invest
in the local economy. This allows
such businesses to cluster in the
appropriate areas and develop a
zonal identity which allows visitors
to easily understand what type of
offer they can expect in each area.
ATTRACTING MORE
VISITORS/CUSTOMERS

It doesn’t matter whether cities
are large or small, urban or rural,
bustling or quiet - they all need
at least one great hook to attract
visitors. Middlesbrough city centre
has the Tees Valley’s highest

concentration of visitor-related
facilities and services, providing a
foundation which will deliver the
highest impact on improving the
experience for visitors; increasing
the amount of money and time
they spend in the centre.
Vibrancy is about developing
distinctiveness, promoting the
character of each area and
adapting how people are using the
city centre. This means:
• people are coming to the city
centre;
• people are staying in the city
centre; and,
• people are spending in the city
centre.
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BOHO ZONE

MIDDLESBROUGH’S
TITLE
HERECENTRE
CITY
DESTINATIONS
Subtitle here

Innovation district, flourishing
digital sector including
new starters, independent
businesses, historic quarter
and rail station.

welcoming, pleasant, safe and
inspiring experience; highlighted by
This
unique
relationship
inspiring
architecture,
animplies
animated
that
a ‘one size
fits all’ connectivity
approach
streetscene,
excellent
to
addressing
city environment.
centre
and
an appealing
K
transformation is an oversimplified
approach.
Instead, each
This approach
supports
area
requires a subtly
different
Middlesbrough’s
ambitions
for
approach
terms of business
City-Scalein
developments,
inward
activities,
public
realm
treatments,
investment
and the
hosting
of
branding,
policies
City-Scaledevelopment
attractions and
events.
and
investments;
to set them
As such,
Middlesbrough
is taking
off
to their best
advantage
a significant
leadership
roleand
in the
successfully
communicate
their
future success
of the Tees Valley
purpose.
Similarly,
this approach
and play an
increasingly
important
should
be mindful
ofof
blurred
role in the
evolution
the North
boundaries
and the connectivity of
East economy.    
these areas within the wider city
centre context.

Large development site, building
on the anchors of Middlesbrough
College and Middlesbrough FC
and creating a leisure destination
with the planned snow centre.

CENTRE SQUARE

Central Library, events space,
major office development, mima,
Town Hall and civic functions.

City centres are not homogeneous masses.
They have discrete spaces with distinct
characters and each area has subtly
when they visit the City Centre.
Serving a functional economic
different
and purposes.
Middlesbrough
will provide a
area of c. 800,000functions
people,

the foundations are in place to
underpin Middlesbrough’s role in
Part
of creating
destinations
is
serving
the leisure,
commercial
to
provide
discrete
areas
with
and
retail needs
of our
resident
clear
‘purposes’.
These provide a
and visitor
population.
clear identity and expectation of
the has,
offer.and
They
help provide
Retail
willcan
always
have,
businesses
with
a critical
role in
thecertainty
function on
future
priorities.
Zones
can also
and
appeal
of any City
Centre.
help direct
ways in
However,
the investment
way peopleinengage
which
can optimise
its impact.
with
City itCentres
is changing
and
Increasingly
businesses
and
a strong
retail offer
is no longer
customers value the advantages
enough.
of ‘business clusters’.
Middlesbrough has a vision
Although
these
areas
have
beyond retail.
We
are rebalancing
their
own identity,
they are
by
our economy,
attracting
more
no
means isolated
or detached.
commercial
and leisure
activity into
Indeed,
fortunes
of city
the City the
Centre.
New employment
centre
areas are
opportunities,
andfundamentally
reasons to visit
interlinked
and co-reliant.
Middlesbrough,
will diversify the
offer and provide the wherewithal
for all sectors to mutually thrive.
Expanding Middlesbrough’s offer
is the strategic basis for this
WESTERN GATEWAY
City Centre Strategy and these
principles permeate through
everything
we will do.
Enhancing
Improvement
of key
gateway
Middlesbrough’s
City
Centre as a
into the town
centre
location
for modern
urban
living
featuring
Teesside
Media
and
will also
be a keyVillage
driver. (TMIV) and
Innovation
refurbished bus station.
Middlesbrough will become a
genuine destination, not just
a location. That journey starts
with improving perceptions and
the experience people have

MIDDLEHAVEN

UNIVERSITY

Dynamic and innovative Teesside
University contributing to
economic, social and cultural
success of the town.

Middlesbrough’s City Centre Boundary

Riv
e

r Te

es

Boho Zone
Middlehaven
6
A6

Retail Core
Centre Square
6
A6

RETAIL CORE

Shopping district including
national brands and
department stores and four
large shopping centres.

LINTHORPE CENTRAL

Diverse food and beverage
offer, specialist independent
retail and student village.

Western
Gateway
Linthorpe
Central

University
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STRATEGIC
PRIORITIES
The key issues which matter to stakeholders.
In consultation with the city
centre stakeholders, five
priorities have been identified to
have a transformational impact
for Middlesbrough:
1.

A Quality Place;

2.

Attract and Enhance;

3.

Animate and Inspire;

4.

Opportunity and Investment;

5.

Connect

Against these priorities, associated
actions have been developed.
Whilst Middlesbrough Council
will act as a strategic enabler,
there are numerous partners
which will have a direct influence
through alignment of policies
and deployment of resources.
Each partner will agree to use
their influence to deliver the
priorities and actions along with
Middlesbrough Council.
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PRIORITY 1:
A QUALITY PLACE
PRESENTING MIDDLESBROUGH AS A SAFE,
CLEAN AND ATTRACTIVE PLACE
Achieved:

Feedback:

•

•

Public realm in most areas is of a good quality.

•

Public art is underutilised.

•

Visitors and businesses have poor perceptions
of anti-social behaviour.

•

Cleanliness and appearance is critical.

•

Vacancies are noticeable.

Production of public realm design
guide to establish quality and
consistency.

•

Successful regeneration of Teesside
University’s Campus Heart.

•

Implementation of quality public
realm schemes (such as Albert
Road Central) in the city centre and
a programme for the future.

•

Working with partners to reduce
anti-social behaviour.

•

Master planning for key gateways/
sites.

Objectives:
•

•

Key Actions:
•

Create an integrated city centre Enforcement team.

•

Implement a Public Spaces Protection Order (s) (PSPO) to
reduce anti-social behaviour.

•

Implement public realm improvements to:
a) Linthorpe Road North;

Get the basics right – maintaining
a clean and attractive
environment; improving the
appearance and longevity of city
assets.
Ensure the visitor experience on
key routes from transport hubs,
car parks and high footfall areas
feel safe and secure at any time
of day.

•

Continue to set the highest
standards in the built environment.

•

Make it easy to navigate in and
around Middlesbrough city centre
and between key areas.

•

Keep public spaces light, bright
and de-cluttered.

b) Albert Road North;
c) Centre Square;
d) Boho Zone/Historic Quarter/Middlehaven; and,
e) Retail Core (between Grange Road and Debenhams)
•

Improve lighting to enhance safety in key routes and public
spaces.

•

Invest in key gateways to improve first impressions.

•

Create a city centre Task Force.

•

Purchase specialist cleaning equipment to maintain quality.

•

Work with businesses and agencies to reduce begging and
homelessness.

•

Co-ordinate security in the retail core, collaborating with
shopping centres and retailers.

•

Improve waste management and back of house cleanliness
with targeted grant scheme.
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PRIORITY 2:
ATTRACT AND ENHANCE
CREATING A VIBRANT CITY CENTRE WITH AN OFFER
THAT MATCHES CONSUMER ’WANTS’ AND ‘NEEDS’
Achieved:

Feedback:

•

•
•
•

•
•

•
•

•

Centre Square Grade A development
underway with potential of an extra 2,000 +
additional employees in the city centre.
Teesside University delivering on its £300
million campus master plan.
Over 150 digital businesses in the Boho/
city centre employing over 1000 staff and
generating GVA of £300 million per year.
Enabled new leisure operators to add to the
city centre offer.
Creation of a strong independent scene,
including Baker and Bedford Street and the
creation of Orange Pip Market.
Investment into Albert Road North.

Objectives:
•
•
•

•

•

Drive additional footfall into the city centre by
improving the daytime and evening offer.
Increasing spend per visit by having a broader
appeal to our catchment.
Change how people use the city centre by
engaging with missing high street brands
which people expect within a vibrant city.
Communicate positive messages and
marketing with a broad reach, through
Middlesbrough’s place brand.
Increasing the number of people living and
working in the city centre.

•
•
•
•

Untapped secondary catchment.
Low spend per visit.
Under-represented leisure and lacking leisure
floor space.
Confused marketing channels.
Weak zonal identity.
Top attractions (Trip Advisor) all outside of city
centre boundary.
Untapped urban living.

Key Actions:
•
•
•
•
•

Launch a destination marketing campaign.
Commission urban living demand study.
Introduce urban living/conversions grant assistance
scheme.
New residential opportunities in Middlehaven and
Gresham.
Target vacant properties through grant support in:
a) Borough Road;
b) Linthorpe Road Central (between Grange Road
and Borough Road); and,
c) Historic Quarter/Boho Zone.

•

•
•
•

Engage with employers to encourage workers to
use the city centre after work with ‘Alive After 5’
initiative and incentives/discounts.
Work with private sector to attract absent retail/
leisure and food and beverage brands.
Map available floor space and retailer requirements
to match opportunities and encourage clustering.
Implement distinct branding for each of the city
centre destinations, including: Boho/Linthorpe
Central and Centre Square.
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PRIORITY 3:
ANIMATE AND INSPIRE
CONTINUING TO INVEST IN CULTURE AND LEISURE TO
DRIVE THE VISITOR ECONOMY, ENCOURAGE MULTIPLE
INTERACTIONS, CHANGE PERCEPTIONS AND BUILD A
POSITIVE REPUTATION.
Achieved:

Feedback:

•

•

•

•
•
•
•

£7.7million refurbishment of Middlesbrough
Town Hall has provided a premium event
space and a programme to attract visitors
from far and wide.
Launched Orange Pip (monthly artisanal
market on Baker and Bedford Street) to
attract visitors to the town and showcase
Middlesbrough’s independent scene.
Animated buildings throughout the city centre
with art and poetry.
Made better use of Centre Square as a
location for major events.
Entered the major event/concert market.
Introduced a programme of public literature
around the city centre.

•

•
•
•
•
•

Key Actions:
•

Objectives:
•

•

•

•
•

Better exploit public spaces and city centres
assets to host cultural, and family-friendly
events.
Encourage everyone using the city centre to
have multiple interactions – maximising the
impact of the ‘Middlesbrough Pound’.
Making Middlesbrough a place where people
‘want’ to be as well as ‘need’ to be through
enhanced experiences.
Ensure the city centre can capitalise on visitor
numbers generated by cultural attractions.
Giving people more reasons to visit
Middlesbrough.

People want more of a reason than retail to
visit a city centre.
Poor alignment with the ‘needs and wants’ of
modern consumer by transitioning to a more
experiential offer.
Significant potential of Middlesbrough.
Lack of animation.
Ad-hoc events programme.
Need to present an ambition for
Middlesbrough.
Need to find and communicate our niche.

•
•
•
•
•
•
•
•
•
•

Invest in event infrastructure and enhancements to
Centre Square to host major events.
Establish a quality festival and events programme
using city centre assets and public spaces.
Invest in an iconic focal point in the city centre heart
(Linthorpe Road/Corporation Road Crossroads).
Build night time economy and family offer in Linthorpe
Road Central.
Create leisure/food and beverage space in the Centre
Square area to improve animation.
Deliver vision for enhanced Central Library providing
new uses and activities.
Redevelop Town Hall municipal areas for cultural and
business space.
Enable future development plans and growth of mima.
Incorporate art work within the public realm and street
furniture.
Commission public art and create a public art ‘trail’.
Regulate busking policy.
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PRIORITY 4:
OPPORTUNITY AND
INVESTMENT
SECURING THE RIGHT INVESTMENT AND
ENABLING THE PRIVATE SECTOR TO DIVERSIFY
AND INVEST WITH CONFIDENCE
Achieved:

Feedback:

•

•
•

•

•

•
•
•
•

Instrumental in the attraction of the Disney Store,
MAC, Flannels, Bistrot Pierre, Turtle Bay, Lane 7,
Holiday Inn Express, Premier Inn and Swarovski
amongst others.
Developed a strong independent cluster which has
demonstrated that there are demographics with
disposal income in the area and that people are
willing to pay for quality.
Secured the ownership of large areas of Middlehaven
and significant investment to enable the delivery of
major scale leisure.
Conversion of vacant/neglected premises to enhance
early evening/night time economy.
Demonstrated consumer demand for quality food
and beverage retailers.
Enabled the future development of the student
village in Gresham.
Commencement of phase one - 100,000 sq. ft. of
grade A office accommodation, at Centre Square.

Objectives:
•
•

•
•
•

Provide a supportive environment for new retail,
leisure, commercial and residential investment.
Provide new and additional employment
opportunities, creating the circumstances for extra
employees to live and work within the city centre.
Improve the quality and breadth of leisure.
Stimulate city centre living and building conversion.
Increase the availability of culture and leisure
attractions to diversify visitor experience.

•
•
•
•

Too much retail floor space.
Current offer doesn’t attract high
spending or visitors to ‘spend the day’.
Lacking quality city centre living.
More leisure, commerce and food and
beverage required.
Internally competing market place.
Need to exploit captive audience of
students, residents, business visits and
tourists.

Key Actions:
•
•

•
•

•
•
•

Deliver a programme of commercial property
improvement grants to aid conversions.
Facilitate co-operation of the four main
shopping centres and key property owners to
collaborate on strategic estate management.
Progress the development of the Western
Gateway.
Work with property owners (CNE/The Pinnacle,
Gurney House, Church House) to achieve
appropriate new uses.
Prioritise grant programme for leisure and food
and beverage uses.
Make targeted approaches to absent brands
with tailored information.
Develop a skills programme/support services
as part of the package to attract inward
investment.
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PRIORITY 5:
CONNECT
PROVIDING THE RIGHT FACILITIES TO CREATE AN
ACCESSIBLE, ATTRACTIVE CITY CENTRE THAT IS EASY
TO GET TO, FROM AND WITHIN
Achieved:

Feedback:

•

•
•
•
•
•

•

•

•

•

Rail Station master plan produced to deliver
transformational building and capacity
enhancements.
Dock Bridge and adjoining spine road serving
greater Middlehaven area to improve
connectivity and facilitate economic growth.
Three capital programme bids approved to
improve condition, connectivity and safety of
the local highway network.
Continuing quality partnership with bus
operators to ensure services receive ongoing
investments and are responsive to needs of
the travelling public.
Two hour free parking in Brentnall Street/
Captain Cook Square Car Park.

Key Actions:
•

•

Objectives:
•

•
•

•
•

•

Improve connectivity to allow seamless travel
and integration between various transport
modes.
Enhance rail station.
Enhance bus facilities (interchanges and
operational fleet), including prioritisation and
reverse patronage decline.
Provide city centre Wi-Fi to increase
convenience for workers and visitors.
Improve pedestrian links across the city
centre, as well as investing in public spaces to
enhance the arrival in Middlesbrough.
Improved security and road safety for all road
users, in particular pedestrians.

Parking costs are a symptom not a cause.
Difficult to navigate and poor signage.
Unappealing gateways/poor first impressions.
Bus patronage is falling.
Public transport fleet is aging and needs to be
technology-ready to meet changing customer
needs and requirements.

•
•
•
•

•
•

Support the delivery of the Rail Station master
plan, providing grant funding for property
improvements in the Historic Quarter.
Implement new signage to aid navigation in the
city centre.
Produce Bus Improvement Plan and implement.
Improve facilities in the city centre for cycling
and walking.
Implement a Pay on Exit system in main visitor
car parks.
Implement a 24/7 car parking offer with
modern payment methods at key locations
within the city centre.
Provide free city centre Wi-Fi.
Improve accessibility for those with mobility
impairments and those with dementia.
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THE CITY
CENTRE ‘DEAL’
A public and private partnership
with sustained improvement
Whilst Middlesbrough Council is a
champion, enabler and investor
in the city centre, it is incumbent
on all stakeholders to play their
part and take their share of
responsibility for the future
prosperity for the area.
Of course, Middlesbrough Council
will continue to provide leadership,
strategic direction and resources
to the city centre but this counts
for nothing without continued
investment, commitment and belief
from the business community,
stakeholders and our resident
population.
Middlesbrough’s City Centre
Strategy calls for ALL stakeholders
to take an active role in the future
of Middlesbrough, being equal
partners in delivering this strategy
and being active advocates for
Middlesbrough. This approach
relies on an ongoing process of
open and constructive dialogue,
along with a mutual ambition and
commitment to see Middlesbrough
succeed.
Together we will lay the foundation
for the transformation of
Middlesbrough and the fulfilment
of our huge potential.

TANGIBLE IMPACTS
DESIRED
DIRECTION

MEASURE

TARGET 2023

SOURCE

Footfall measured at key
locations

20% increase 2018
baseline

Council footfall cameras - taken over the
same/comparable periods each year

Floor space
Vacancies % of city centre

5% vacant

Quarterly count of occupancy of agreed
retail locations

Average Spend
Per Visit

20% increase 2018
baseline

Anonymised data from a selection of key
retailers

% Leisure/Food & Beverage
Floor space

20% - CMS target

Leisure/F&B floor space as % of total

Major events held and the
number of visitors

Six events (annually) and
120,000 visitors

No: major events held
No: Visitors in attendance
STEAM model to measure economic impact

Environmental Satisfaction
Survey

80% satisfaction

Positive respondents to annual retailer
survey

Strategic City Centre
Investment

£50m per year

As collated by investment prospectus
monitoring - public and private

Urban Living Opportunities

300 new units

Number of new housing units available in
agreed boundary

Disposable Income/
Demographic Appeal

62% employed in high
value roles

Proxy measure of number of professional
employment jobs hosted in Middlesbrough
- with an increased propensity to raise the
average spend targets. NOMIS Soc 2010
Major Group 1-5 – combined

investmiddlesbrough.co.uk
invest@middlesbrough.gov.uk
InvestMiddlesbrough
@investmbro
Invest Middlesbrough

