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Il Let's Do London performance report

About Let’s Do London

We’'re helping London to get back on its feet with a £6m recovery
campaign targeting Londoners and domestic visitors. The primary
objective is to increase consumer spend in central London across
the leisure, retail and cultural sectors. Find out more.

About this report

This report provides a summary of the visitor campaign
performance plus wider London recovery trends. The report will be
fortnightly until the end of September.
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I Performance summary

Campaign performance

Amongst those who recall the campaign, two-thirds have
visited London since the 10 May 2021, the highest since
reporting began.

Domestic audiences are 2.5 times more likely to have
visited London than those that cannot recall the campaign

Intention to visit London in the short term remains high at
three-fifths intending to visit for those recalling the campaign.

Confidence in visiting London has increased to the highest
level since reporting began for those recalling the campaign.

Recall continues to strengthen in Greater London, almost
half recall the campaign. Out of Home advertising is driving
recall.
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London recovery trends

» Daytime visits continue to climb during the week with
numbers nearing 500k or 75% of pre-pandemic levels . This
is 19% higher than w/c 23 Aug.

+ Weekend visits are increasing and now at around 92%
of pre-pandemic levels.

+ Evening footfall has more than doubled since early
May (111% increase), with the most recent week the
busiest yet (83% pre-pandemic).

» Evening visits grow from Monday through to Saturday
+ Spend in central London is at 80% or higher compared

to 2019. It is led by weekend eating and has climbed
steadily throughout the school holidays.






Whether they have visited London* since 10t May 2021

- Rece nt ViSits to Data shown — Net of all types of trips
London o e ey OO

67%

60% — -6% 55%
*——e-
Amongst those who can recall the 50%
campaign, two-thirds have visited
London since the 10t May 2021, the 40%
- (o)

highest since reporting began . — e, 579 29%
They are more than twice as likely to 19% 21% 22% 22%
have visited than those who cannot 20% o— ¢
recall the campaign.

10%
Amongst those who cannot recall the
campaign, the proportion who have 0%
visited London sees a continued 7th - 14th - 28th Jun 12th - 26th Jul 9th - 23rd Aug 6th - 20th Sep

directional increase since the 9th August 13thJun 27thJun -11thJul 25thJul -8th Aug 22nd Aug -5thSep 19thSep -3rdOct

=@-Can recall campaign  =@=Cannot recall campaign

?
LET’S
LO N Do N *For those living in Greater London, we asked whether they had taken a day out in Central London specifically and only
asked for a day out rather than other types of trips.

Q8. Since the 10th May 2021, how many (if any) of the following types of trips to London have you made? Data shown is net of day trip, short trip, mid-length trip or longer trip. / Q8 [Greater London only]. Since the 10th May
2021, how many (if any) of the following types of trips to Central London have you made? Londoners were only asked about days out, rather than other types of trips.
Base: All who can recall the campaign (n=171+ each fortnight) / All who cannot recall the campaign (n=822+ each fortnight). D Statistically significant increase since the previous fortnight.



- - - Whether they have visited London* since 10t May 2021
- Domestic visits (All regions excl. London)

(excluding Londoners) Data shown — Net of all types of trips

70%
Amongst those who can recall the 60%
campaign, three-fifths have visited
London since 10" May. This is a 50%
significant increase, and higher than
any previous fortnight. 40%
They continue to be 2.5 times more 30% . . 25%
likely to have visited London than 0 17% 2 20% ‘214/.
those who cannot recall the campaign. 20% —15% 15% 16% / ——

O- o——
Amongst those who cannot recall the 10%
campaign, there has been a small
increase, with one-quarter visiting London 0%
7th - 14th - 28th Jun 12th - 26th Jul 9th - 23rd Aug 6th - 20th Sep

since the 10t May.
y 13thJun 27thJun -11thJul 25thJul -8th Aug 22nd Aug -5thSep 19thSep -3rd Oct

=®-Can recall campaign  =@=Cannot recall campaign
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Q8. Since the 10th May 2021, how many (if any) of the following types of trips to London have you made? Data shown is net of day trip, short trip, mid-length trip or longer trip.
Base: All regions excl. London — those who can recall the campaign (n=119+ each fortnight) / those who cannot recall the campaign (n=669+ each fortnight).



Whether they intend to visit* in the next year

N Intentions to

visit London =  swn g 8%

o/

82% g0, EZ./ o— o —°

80%
Intent to visit London in the next year 65% 65% 639 64% 66% 65% 67% 64%
remains stable. ® ——

60% ¢ D—
9 in 10 of those who can recall the
campaign intend to visit within the
next year. 40%
They are 25% points more likely to
intend to visit London within the next 20%
year than those who cannot recall the
campaign.

0%

7th - 14th -  28th Jun 12th - 26th Jul 9th - 23rd Aug 6th - 20th Sep
13thJun 27thJun -11thJul 25thJul -8th Aug 22nd Aug -5thSep 19th Sep -3rd Oct

=®-Can recall campaign  =@=Cannot recall campaign

9
LET’S
LO N Do N *For those living in Greater London, we asked if they intend to take a day out in Central London specifically and only

asked for a day out rather than other types of trips.
Q9. Within the next year, do you intend to take any of the following types of trips to London? Data shown is net of day trip, short trip, mid-length trip or longer trip. / Q9 [Greater London only]. Within the next year, do you intend
to take any of the following types of trips to Central London? Londoners were only asked about days out, rather than other types of trips.
Base: All who can recall the campaign (n=171+ each fortnight) / All who cannot recall the campaign (n=822+ each fortnight).
Statistically significant increase since the previous fortnight. Dstatistically significant decrease since the previous fortnight.



I Domestic intent

(excluding Londoners)

When looking at those living outside of
London only, it is a similar picture.

Intent remains stable, with nearly 9 in 10
of those who can recall the campaign
intending to visit in the next year.
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100%

80%

60%

40%

20%

0%

62%

7th -
13th Jun

Whether they intend to visit* in the next year
(All regions excl. London)

87% 85% 86% 85% 87%
77% ——e—°
73%
® ' 64%
62% g9 60%  61%  61% ° 61%

14th-  28thJun 12th -
27thJun - 11thJul 25th Jul

=®-Can recall campaign

26th Jul 9th - 23rd Aug 6th -
- 8th Aug 22nd Aug -5th Sep 19th Sep

=@-Cannot recall campaign

Q9. Within the next year, do you intend to take any of the following types of trips to London? Data shown is net of day trip, short trip, mid-length trip or longer trip.
Base: All regions excl. London — those who can recall the campaign (n=119+ each fortnight) / those who cannot recall the campaign (n=669+ each fortnight).
DStatistically significant increase since the previous fortnight. DStatisticaIIy significant decrease since the previous fortnight.

20th Sep
- 3rd Oct



Intentions to
- visit London in

the short-term

Intent to visit London in the next 3 months
has seen a small increase amongst those
who can recall the campaign.

Intention amongst those who can
recall the campaign remains high at
three-fifths intending to do so.

Amongst those who cannot recall the

campaign, intent remains stable at a third.
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100%

80%

60%

40%

20%

0%

Whether they intend to visit* in the next 3 months

{_/ _C o— f:/ - s
0,
36%  36%  37% 34, 39% 349,  36%  36%

o —o— T —e—

7th - 14th-  28thJun 12th - 26th Jul Sth - 23rd Aug 6th -

13thJun 27thJun -11thJul 25thJul -8th Aug 22nd Aug -5th Sep 19th Sep

=®-Can recall campaign  =@=Cannot recall campaign

20th Sep
- 3rd Oct

*For those living in Greater London, we asked if they intend to take a day out in Central London specifically and only
asked for a day out rather than other types of trips.

Q9. Within the next year, do you intend to take any of the following types of trips to London? Data shown is net of day trip, short trip, mid-length trip or longer trip. / Q9 [Greater London only]. Within the next year, do you intend

to take any of the following types of trips to Central London? Londoners were only asked about days out, rather than other types of trips.
Base: All who can recall the campaign (n=171+ each fortnight) / All who cannot recall the campaign (n=822+ each fortnight).

Dstatistically significant increase since the previous fortnight.



Intentions to visit

- London in the

short-term

(excluding Londoners)

Intent to visit London in the short-term
has increased again following a dip in
the last fortnight.

Almost three-fifths of those who can
recall the campaign intend to visit London
in the next three months.

Intent amongst those who cannot
recall the campaign has remained
consistent since the start of the
campaign, at a third.
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100%

80%

60%

40%

20%

0%

Whether they intend to visit* in the next 3 months
(All regions excl. London)

30% 30% 31% 28% 31% 28% 31% 32%
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7th - 14th -  28th Jun 12th - 26th Jul 9th - 23rd Aug 6th - 20th Sep
13thJun 27thJun -11thJul 25thJul -8th Aug 22nd Aug -5thSep 19th Sep -3rd Oct

=®-Can recall campaign  =@=Cannot recall campaign

Q9. Within the next year, do you intend to take any of the following types of trips to London? Data shown is net of day trip, short trip, mid-length trip or longer trip.D Statistically significant increase since the previous fortnight.
Base: All regions excl. London — those who can recall the campaign (n=119+ each fortnight) / those who cannot recall the campaign (n=669+ each fortnight). D Statistically significant decrease since the previous fortnight



" Confidence to
visit London

Amongst those who can recall the
campaign, confidence in visiting
London has increased, to the
highest level since reporting began,
following a dip on 23" August.

Amongst those who cannot recall the
campaign, confidence remains stable,
with almost one-third feeling
comfortable to visit London.
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100%

80%

60%

40%

20%

0%

Whether they feel comfortable to take a trip* to London
(NET: Scores 8-10)

29%  29% oo 979 28% i 30% 1%
(o]

7th - 14th-  28thJun 12th - 26th Jul 9th - 23rd Aug 6th - 20th Sep
13thJun 27thJun -11thJul 25thJul -8th Aug 22nd Aug -5thSep 19th Sep -3rd Oct

=8-Can recall campaign  =@=Cannot recall campaign

*For those living in Greater London, we asked how comfortable they felt to take a day out in Central London specifically.

Q7. On a scale of 1 to 10, how comfortable do you feel about taking a trip or short break in the next 2 months to each of the following? — London [data shown = net of scores 8-10]? / Q7 [Greater London only]. On a scale of 1
to 10, how comfortable do you feel about taking a day out in the next 2 months to each of the following? — London [data shown = net of scores 8-10]?
Base: All who can recall the campaign (n=171+ each fortnight) / All who cannot recall the campaign (n=822+ each fortnight). D Statistically significant increase since the previous fortnight.



Whether people feel comfortable to take a trip to each destination
All regions excl. London (NET: Scores 8-10)

" Domestic travel 100%
confidence

(excluding Londoners) 80%
Amongst those living outside of 60%
London, there has been no change in ca0, 599 o,
- - . ma= 0
levels of confidence in visiting London — ’ ’ 54% 56% 52%
- i thi : 50% 51%
it remains a_xt one-third. London remains 2o 245% 250 7% :I
the destination that people feel least
comfortable visiting. / —— ®
- w — 33% 34%
o 29%
Confidence in visiting most other 20% — 27% 27% 27% 28% ’
destinations has fallen.
People have less confidence in visiting 0%
ege . eg. 0
cmes_ LT compgred D Mg s 7th - 14th-  28thJun  12th-  26thJul  9th-  23rdAug 6th-  20thSep
seaside and rural locations. 13thJun 27thJun -11thJul 25thJul -8th Aug 22nd Aug -5thSep 19thSep -3rd Oct
=@®=NET: Any destination =@=| ondon Another large city
’
LET S A historic town/city =@=A seaside/coastal town =®=A rural/countryside location

LONDON

Q7. On a scale of 1 to 10, how comfortable do you feel about taking a trip or short break in the next 2 months to each of the following? Data shown = net of scores 8-10.
Base: All regions excl. Greater London (n=822+ each fortnight). DStatisticaIly significant increase since the previous fortnight.



Prompted campaign recall

_ Campaign recali ——

i London - OOH E
. recall: 18% |
50% R
Recall continues to strengthen in 45% .
Greater London, with almost half ) 7
recalling the campaign. 40% : 37%
35% S 1o
The OOH campaign launched on 4th 0% 29% L
August continues to be driving this 27% 25%
recall, with almost one-fifth seeing the 25% 23% 229
campaign when out and about. 0% 189 199
0,
Amongst those living outside of 15% 4
London, recall returns to levels seen 10%
prior to last fortnight’s peak following
the end of the TV ad run. 5%
0%

7th - 14th - 28th Jun 12th - 26th Jul 9th - 23rd Aug 6th - 20th Sep
13thJun 27thJun -11thJul 25thJul -8thAug 22nd Aug -5thSep 19thSep -3rd Oct

M All regions excl. London M Greater London
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Q14. Where (if at all) have you seen or heard any of these adverts, or anything related to ‘Let's Do London’? — Data shown is a net of any campaign channel selected.
Base: All regions excl. Greater London (n=822+ each fortnight) / Greater London (n=203+ each fortnight). D Statistically significant increase since the previous fortnight.



I Channel performance

PR
 Over 1,150 domestic articles

Radio
* 14.2m reach
 Second burst live

#LetsDoLondon hashtag
- 4.59 million engagements

LET’S
LONDON

*Estimation based on activity delivered to date, tracking against planned R&F
** Engagements = estimated number of people who heard 100% of the ad

Social Media (live)

» Strongest performance continues amongst 25-45s, an
audience we are optimising.

» Adults continue to deliver strong volume, with
similar engagement rates for both parents and adults.

» ©6s format has strongest delivery performance.

Digital (live)

» Display partners continue to deliver strong viewability and
out-perform industry benchmarks.

» Parents are continuing to drive a higher rate of
engagement and views.

* Optimising video content in final weeks due to strong
performance.

* YouTube - 30s video continues to drive the strongest view
through rates however 6s delivers the greater volume.
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- Dayti me Vis its Visitor counts comparison (12 pm) | | - | B Weekday
—\\Veekday average e July 2019/baseline Weekend

700
(]

% 600 ¢ .
» Visitor numbers continue to £ -
climb, nearly cracking 500k on
average during the week, or 400 .
75% of pre-pandemic levels 300 _
» Latest weekday visitor average 0
number is 19% higher than w/c 100
23 Aug o H NN NN NEEEEC AN
« \Weekend visitor numbers are ﬁi’i'ﬂ4n'JTZE:ggégzégggggjggfgiggJ:jijf:?;'j’j
also increasing, now at around I L R bkl ottt oottt
92% of pre-pandemic levels .
+20°C
+15°C
+10°C

LET,S Weather & temperature
LONDON

Anonymised and aggregated population movement data from O2 Motion. Data insights shared operate within strict privacy guidelines and never allow identification or mapping of individuals.
Data shown is based on O2 customers, expanded for UK residential population



- - -
- Even I n g VIS Its Visitor counts comparison (8 pm)
Veek i . IMweekday
— \Veekday average e July 2019/baseline Weekend

500
o - - %400 .
* As with daytime visits, most =
recent week is busiest yet for o
evening visitors, now at around .
83% of pre-pandemic levels 200 .
throughout the week
. 100
* Evening footfall has now more
than doubled since early May 0
(111% increase) $333333333383838383888388383838
. Evening visits grow from . aaad (((Jdddddd(dddlidddbaldiddddas
Monday through to Saturday I
+15°C
+10°C

LET,S NVeather & temperature
LONDON

Anonymised and aggregated population movement data from O2 Motion. Data insights shared operate within strict privacy guidelines and never allow identification or mapping of individuals
Data shown is based on O2 customers, expanded for UK residential population

B. 24 Sep



I Daytime visits

» East-central London visitor
footfall caught up to west-
central in the last report and
appears to have maintained
those levels in recent
weeks

» The area around Kings
Cross/St Pancras has the
weakest recovery, possibly
due to lack of international
passengers

LET’S
LONDON

E: :E CAZ boundary
Footfall vs July 2019
up to 39%
40% to 59%
[ 60% to 79%
I 80% to 99%
Il 100%+

Destinations

1. Hyde Park

2. Regent's Park
3. British Museum
4, Westminster

5. St Paul's

6. Borough Market
7. Shoreditch

Visitors w/c 12 July vs July 2019. Anonymised and aggregated population movement data from O2 Motion. Data insights shared operate within strict privacy guidelines and never allow identification or mapping of

individuals. Data shown is based on O2 customers, expanded for UK residential population



Year-on-year retail spend
Start of lockdowns

12 \ .

1 Spending 0

* Spend in central London
is at 80% or higher

0.2

compared to 2019, led by W8 b ok b 4 R B B G B CE B R LA
weekend eating § 3£ =223 >288 3832 =<2 3 2
o Spending appears tO have Baseline Weekdays =——\Weekends
climbed steadily throughout ReAERNpon edlngapead
school holidays across both i !
categories and weekdays/ = :
weekends ' 5 ~7
08
. E [\f/‘\/\
0.4 :
1
0.2 :
0.0 :
LET’S g% & 2 ¢ 83 3 38§ 8 2 ASE & E3 S
LO N Do N — B aseline Weekdays ——Weekends

Anonymised and Aggregated data from Mastercard. Data captures card spend in ‘bricks and mortar’ establishments, rather than online.



" Spending - ,. <

. Retail spending w/c 26 Jul

W Retail spending wic 23 Aug

» Spending appears to be
increasing throughout the
CAZ, with growing )
residential areas having the U
highest spend compared to .
2019

« The area between !
Westminster and Victoria
has had the lowest '
recovery (around 36% of
usual spending), similar to

previous months £ o g
Spending vs 2019 August station data Destinations
upito 3% Pie chart diametre = 1. Hyde Park
40% to 59% baseline/pre-pandemic volume 2 Rggenls Park
9 of station exits (larger circle 3. British Museum
N 60% to 79% means higher volume) 4. Westminster
5. St Paul's

Pie chart slice = 6. Boroug_h Market
current volume of station exits 7. Shoreditch

LONDON : ?zz;:jsg%

Anonymised and Aggregated data from Mastercard. Data captures card spend in ‘bricks and mortar’ establishments, rather than online.



Average weekday worker counts (10 am)

| Daytime workers

Thousands
N
o
o

 Weekday worker numbers 150
continue to climb, breaking 200k 100 _ Bank Holiday
. . Bank Holiday & half-term
for the first time; now at around
. 50
37% of pre-pandemic levels
0
. A & & S O N S > > $ 2 o~ O Q @ .
« Weekday worker numbers are @‘@0‘\ivfﬂ\‘ﬁ‘50 o o0 qjﬁ,‘»j}v\iqx»“@v&“{yz\v\i@@q@cg N
30k-45k lower on Mondays and R R I R R R
Fridays Worker count 0 A
Vorker counts comparison (10 am)
Weekday average e July 2019
* Weekend worker numbers in ,, 600 s
recent weeks have been around £ .
65% of usual, similar to figures =
in previous months 0
300
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Anonymised and aggregated population movement data from O2 Motion. Data insights shared operate within strict privacy guidelines and never allow identification or mapping of individuals.
Data shown is based on O2 customers, expanded for UK residential population.



I Find out more and
getinvolved

Sign up for email alerts and discover more
about Let’'s Do London:

www.londonandpartners.com/letsdolondon

This report is fortnightly

LET’S
LONDON




I Appendix: methodology & data sources

Campaign evaluation data 02 Person Counts
*  Exposed and control group survey « 02 customers (~35% multiplied up to UK
population)

*  Exposed based on campaign recall «  Workers and Residents defined using

patterns of behaviour, visitors are people at
neither
. Anonymised and aggregated population
movement data from O2 Motion. Data
insights shared operate within strict privacy
Tube demand data guidelines and never allow identification or
mapping of individuals.

. Sample size of 500 every week from key UK
regions

 TfL network demand dashboard

Mastercard Retail Index

. On-premises card transactions
LET’S . Weekly values (split weekdays / weekends)

LONDON . Anonymised and aggregated



I Lcading London’s recovery

The Mayor of London and London & Partners are working with the city’s tourism industry to deliver Let's Do London

Transport
LONDON MAYOR OF LONDON 'e' for London

&PARTNERS
E(F;E%TOES London Tourism London Workplace
AUTHORITY Recovery Board Recovery Board

>

Central London Forward



B Working closely with industry
. NEW TRy, HISTORIC @ AN ALVA My\ )l LONDON
D4S Iy Firme W @ ALVA UCH e,

bmicia. 3 VisitBritain Visitor Attractions

TheBrltISh SCIENCE
| V5 N v e [N]ﬂfgfg’*j‘g GALLERY
2 Heart of )
Shaftesbury LONDON ,ipnor  COMLGHY visitgreenwich
LONDON
ZSL
SOCIET Yor

” = F=3 BAKER STREET
THECROWN arrioft Pl L@ onpon

o ESTATE A\ Hilton| Rl ™ ~200

And many, many more: Barbican, British Library, Design Museum, Imperial War Museums, Heathrow Airport, London Tourism
Cooperative, Park Plaza Hotels & Resorts, Royal Academy of Arts, Somerset House, Whitbread. .. and many morel!



FIND OUT MORE

www.londonandpartners.com/letsdolondon
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