
 
AGENDA - DRAFT 
Thursday, November 29, 2025 - 4:00 PM​ ​  ​  
Brampton City Hall – CH -2E 
​ ​ ​ ​ ​   
Time Agenda Item Action(s) 

4:00 pm 1. Call to Order   

4:02 pm  2. Declaration of Conflicts  Declarations 

4:03 pm  3. Approval of the Agenda  Motion  

4:05 pm  4. Approval of Minutes  Motion  

4:07 pm  5. Financial Report  Motion  

4:10 pm  6. Downtown Revitalization Projects  Update  

4:25 pm  7. Executive Director Report  Motion  

4:45 pm  8. Events & Marketing Committee Report  Update  

4:55 pm  9. Safety & Beautification Committee Report  Update 

5:05 pm  10. Board Vacancy  Recommendation  

5:20 pm  11. Office Structure    

5:30 pm  12. Adjournment   Motion  

 



 
 

MINUTES - DRAFT 
 

BIA Board Meeting   
October 30, 2025 

Brampton City Hall CH-2E and Online 
 
Attendance – Marci Gray, Alena Russo, Jermaine Spence, John Cutruzzola, 
Rehana Khan, Stephanie Comas, Councillor Vicente (Online) Councillor 
Keenan (Online) 
 
BIA & City Staff - Louroz Mercader, Ashley Morrisey, Maja Kuzmanov, Gabe 
Abass, Gurleen Bassi, Rebbeca A, Genevieve Scharback 
 
Guests – Dave Kapil, Strategic Plan Consultants, Brand Refresh Consultants 
(Online) 
 

1. Call to Order 
- The meeting was called to order by Jermaine at 4:06 pm  

2. Approval of Agenda 
- Request by Alena to include a discussion on BIA office structure 
- 2/3 vote required and approved   
- Approval of Revised Agenda – Rehana, Alena, Carried 

3. Declaration of Conflict of Interests – None 
4. Approval of Minutes – October 2, 2025 – Rehana, Alena, Carried  
5. Presentations 

a. Brand Refresh Project – Design Holmen & Bespoke 
i. Carolina and Christina giving an update on the brand 

refresh which includes the new logo and its 
interchangeable.  

ii. The brand positioning centres on Downtown Brampton as 
a connecter, promoter, and advocate for businesses, 
residents, visitors, and city partners, emphasizing culture, 
diversity, and community pride.  

iii. Tag line – ‘always in your corner’ conveys trust, belonging 
and community support while also referencing the physical 
geography of Downtowns four corners.  

iv. Sub brand – ‘feel the beat’ and ‘the next Downtown’ is for 
future planning, provide messaging flexibility for events 
and signaling ongoing transformation.  



 
v. Creative concept – ‘champions of the city’ introduces a 

dynamic, geometric design based on the four corners 
motif, with flexible iconography that can evolve and include 
community-generated content.  

vi. Board members like the concept but requested for a 
stronger, recognizable civil symbol (e.g., the clock tower or 
Rose Theatre) to enhance Downtown identification for 
residents and newcomers.  

vii. Brand refresh team said the brand is a blank canvas 
designed to be inclusive and youthful, with room to add 
heritage icons or campaign elements without losing 
vibrancy.  

viii. Board approved the brand refresh project and motioned to 
unveil the new brand at the AGM on November 24th.  

ix. Motion – To adopt the new brand for the Downtown 
Brampton BIA: Alena, Marci, Motion Carried  

b. New Strategic Plan – UrbanMetrics 
i. Peter and Hartley presented proposed new BIA’s strategic 

plan for 2026-2031. 
ii. The plan’s vision is for Downtown Brampton to be a 

celebrated cultural, culinary, and entrepreneurial hub in the 
Western GTA, with a strong emphasis on ‘owning the night’ 
to ensure safety and vibrancy after dark. Peter said without 
safety, the plan’s success is at risk, highlighting the 
Downtown must feel safe for families and all residents.  

iii. The mission aligns with branding: the BIA champions 
business and community interests through advocacy, 
promotion, and innovative cultural programing.  

iv. The five strategic pillars: 
1.  Vibrant public realm and community safety: 

enhance cleanliness, lighting, policing presence, year 
round festivals to animate downtown.  

2. Business growth, retention, and diversification: 
Attract anchor restaurants and diverse retailers, 
develop loyalty programs, offer training, and lead 
grants and pop-up initiatives for vacant units 

3. Capacity building and strategic partnerships: Align 
staff roles toward digital marketing, events, safety, 
and communications; secure multi-year funding; and 
build partnerships with schools, social agencies, arts 
groups, and landlords 



 
4. Marketing, branding, and place-making: Position 

downtown as the city’s cultural heart with 
omnichannel marketing, gamified events, and efforts 
to attract younger clientele, emphasizing the need 
for downtown to be appealing to youth and 
teenagers 

5. Culinary and cultural destination programming: 
Establish downtown as Peel’s go-to place for food 
and cultural events, leveraging ease of access and 
food influencer engagement to build reputation 

v. Implementation includes action plans, timelines, partners, 
and KPIs to track progress, emphasizing measurable wins 

vi. The ‘eyes on the street’ ambassador program is proposed to 
provide organic street presence, deter crime, collect 
incident data, and liaise with police and social services  

vii. The board discussed the importance of enforcement of city 
bylaws and building maintenance as critical to creating a 
safe environment for both stakeholder and shareholders.  

viii. John mentioned that policing is key, coordinated by law 
enforcement and urban standards must complement 
streetscape improvements to boost investor confidence.  

ix. The BIA will pursue stronger advocacy and collaboration 
with the city’s bylaw enforcement teams and police 
through existing structures like the community safety 
advisory committee (Councillor Kennan invited board 
members to attend these meetings and said he would 
circulate relevant materials).  

x. Motion to add explicit language in the strategic plan 
mandating the BIA’s role in enforcing bylaws was proposed 
but didn’t pass due to concerns over jurisdictional 
authority.  

xi. Strategic plan as approved already includes roles for 
advocacy and liaison with city enforcement, leaving 
operational details to be implemented separately.  

xii. Motion to accept the strategic plan and recommend to the 
membership to approve the new strategic plan with the 
addition of the BIA and having the direction to implement 
the request of the bylaw to enforce the bylaws. 

xiii. Councillors suggested that these should be two separate 
motions  



 
xiv. Motion: To adopt the new 5-year strategic plan for the 

Downtown Brampton BIA: Rehana, Alena, Motion Carried  
6. Financial Report (Deferred to next meeting)  
7. Correspondence  

a. Carrie submitted written correspondence to delay the election till 
next year (2026) when the new members are included as part of 
the boundary expansion.  

b. If we keep it vacant, the city council will have an opportunity to 
appoint instead of the membership.  

c. Motion: To proceed with a call for nominees to be elected at the 
AGM to fill the current board vacancy– Alena, Rehana, Motion 
Carried 

d. Motion: To bring forth the unfinished business to the next agenda 
-  Alena, Rehana, Motion Carried 

8. Executive Director Report (deferred to next meeting)  
a. Staff Update 
b. AGM & Holiday Social 
c. Board Vacancy  
d. 2026 Budget  

9. Next Meeting  
a. November 27th, 2025  

10. Adjournment  
a. Meeting adjourned at 6:30 pm  

 
 
 
 



2025 2025 2025 2025

YTD YTD YTD Budget Annual

Actuals Budget Less Actuals Budget

EXPENDITURES

SALARIES & BENEFITS 221,010            221,900            890                  266,290               

OPERATIONS / ADMINISTRATION 93,816              69,305              24,511-             86,200                 

$2,865 office renovation; $6,310 for BIA insurance exp but 

budgeted amount is only 3K. $8,347 HR AND $6,065 legal 

services not included in budget

MARKETING / PUBLIC RELATIONS 93,621              153,000            59,379             203,607               

PROMOTION / EVENTS 296,730            248,564            48,166-             289,163               

 PITL ($141,708 over budget), sponsorships ($12,350 over 

budget) 

BEAUTIFICATION 171,024            225,000            53,976             287,800               

TAX-ARBITRATION ADJUSTMENT 5,376                4,250                1,126-               5,105                   

IN-KIND EXPENSE -                    -                    -                   42,500                 

AMORTIZATION EXPENSE -                    -                    -                   9,423                   

TOTAL EXPENDITURES 881,577         922,019         40,442           1,190,088         

REVENUES

PRIMARY TAX  LEVY 387,176            381,521            5,655-               381,521               

MARKETING PARTNERSHIP 249,671            237,171            12,500-             318,971               

OTHER REVENUE / SPONSORSHIP 27,494              97,564              70,070             335,753               

 RISK: if other revenue/sponsorship does not come in 

there will have to be a draw from reserve 

INTEREST EARNED 3,371                -                    3,371-               -                       

CONTRIBUTION FROM RESERVE FUND 111,343            -                    111,343-           111,343               

IN-KIND GRANT -                    -                    -                   42,500                 

TOTAL REVENUES 779,054         716,256         62,798-           1,190,088         

REPORT FINAL TOTALS - PROFIT / ( LOSS ) 102,522-         205,763-         103,241-         -                    

UNDER BUDGET

OVER BUDGET

DOWNTOWN BRAMPTON BUSINESS IMPROVEMENT AREA

MONTHLY OPERATING STATEMENT 

as at OCTOBER 31, 2025


