ND®N
&PARTNERS

Appendix 3

London & Partnars, Gth Floot, 2 Moie London Riverside, London SE1 2RR
T +44 (0)20 7234 5800 F +44 (0)20 7378 65925
londonasdpar Iners.com )

John Biggs AM
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London SET 2AA

i June 2012

Dear John

Budget and Performance Committee Meeting ~ 28 February 2012

I am writing to follow up the Committes meeting of 28 February 2012. | apologise for the
delay in our response, as we did not receive the lsiter sent by the Committes, however | am
pleased now to respond to your questions.

London & Partners has performed well against our 2011/12 objectives, exceeding all the key
performance indicators agreed with the GLA for our first year. Our outturn is summarised in
our 2012/13 business plan, of which | am enclosing a copy.

In recent months we have undertaken extensive economic analysis to gain betler insights
Into our activities and to establish which areas will create the most economic benefit for the
London economy. As we discussed at the Committee mesting, we will measure our activity
for the year ahead against the additional GVA it has brought to the London economy.

Qur 2012/13 GVA targets (which represent an uplift of more than a 1/3 on 2011/12) are also
summarised in our business plan, which also goes into more detail on out lead Indicator
targets and milestones. We would also be happy to share the methodology behind our
targeting framework.

In the run up to the Qlympic and Paralympic Games, London & Partners has helped many
international companies to accelerate and/or grow their investment plans for London. To
date, these companies have created more than 6500 jobs. During the Games themselves,
we will run the Mayor's business hosting programime for 240 business leaders with plans to
expand internationally during the next two to three years, We are also working with the
patticipating nations’ organising committees and international sponsors to showcase London
to their International business guests. Our target Is to secure major investments from half of
them over the next three years. Our wider Games time objectives are also set out in the
business plan. '
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Should you have any further questions about our priotities and activity for the year ahead,
please do not hesltate to contact me.

Yours sihcerely

G/

GORDON INNES
Chisef Executive Ofticer

Enc




SRy

=

o

B

i
o
: A—

e

SEEE




LOND®N"

&PARTNERS

STRATEGY DOCUMENT

1 Introduction .......
141 BackgroUnd ......covvicrinrieniee e recniiaresresnssessonessmscarsaresenersestersersaresissrens
1.2 ODJOCHVES .o ervcacaececnrceeres e s enransa e onnais prsesiiinteres

A3 London 8 PaMNGIs’ FOIE.. ..o s s s s st bR b 6

R T dretunas -..-u--s‘.----nnu-u---_n...unnnuuu.4

o TeR T

:2 2 Competltwe EVIFONIMEN 1. vv1esieseseseseoacsraisissesssininsissnsssises e
- Implications for London’s promotlon,, st ey el Ta T g fibiiesees
3.-1_ Building London's iepuiailon asthe worid s feading clly ........... T
_ :__ Promoting London as the world capital of business....ccuveeecnn. ceeeni e e et s e b p g srene s she
3.3 Promoting London as thie leading centre of talent and creativity ..........o.oo.wsmrsiees st
3.4 . London as the top destinalion for VisIlOrS.........c v s e et

4 How We WIll WOTK. ..o s, ceeserreaeens v 13

Feanis dsunanin R T TP P AR TP PP TR

(o3

o

>

'BUSINESS PLAN

A INOUUCHION t1evirivrisciviiasiirmnsrieeiesssesiesssisiesessssesssisrarssnessrssssessvesrssssinsssvassssssessessrnsssss 14
U440 Straeture of the business plan
4 2 -‘-Ciﬂe’ation Of the DUSINESS PIAN ... vvvcvi s sissssstssssnpinsses s essss sessssiiniienssniss ingsns |
1.3 Lessons learnad for 201213 misirsgnosrssssessssssresns 16

1.4 Whatwlil DO dIAreNt s insien

2 Posmoning London Globally....:....;..,,...........,..........-. ................. 18
24 Target Audience v Febrestenrirberi bt s e era 18
22 ODJECVES oevrrsririeern oo I et st sasssss s asseresessiessinis 18
23T PrOPOSINON DBVEIOPIMEN crvveerrnerrsnrrsssssesessisresssssisessssbassmisssstenssssisissisasins 1

2.4 SUALEGIC COMMUNCANONS ..ovvvveevereessssssessimsessasessssesesssssaessasessssssssssassasssssssassssssssssssssmemssssssssesss

25 Brand DEVOIOPINENE . ....ccericrirmiiriiosaiins it isosisssnsianasiarsarisiesivisssis virseenenninecon 19

26 Partnership WOrKiNg i ieisesossiiionimi imemsionssis o, verirsrienian 20

27 Milestones & KPIS c..ccouarivmnumivecoisninenis P i s e ees vereriestenaicescnnc 80

3 _Iﬂ)___(-_)_]_ﬁ\_.t_ig;_h}g Economic Benefit .......c.cciiimmmmnnimorinmiin i 28
3.1 World CaPIA] Of BUSINGESS 1vovvrviniseseiseiieressstsessssesssssssasisssssesssssosvesbeasbasebbinaipiosibsieressstiosis obas e ianin 22
3.2 C6hitr6 of Talent & Creativity ..cissseseossns e N -
33 Leadan g Visitor Desiinanon..,,.-..'-.--...‘.-,._._._.._.'...-_.._..-.-;._..-.-.-.;.-‘_.-.-.--.;....-.-.'.‘...;...-....-..;....‘.;....... rrsmrsrerrrarrearessesnanseniaens 29

4 Leveraging the 2072 GaNES oo .ireeeieererivsstorseessesessesssssresenees e s 33
4.1 Objectives......c.ccoeer e preresteirriens v e ee 3D
4.2 Bofore he GaMBS ... i e rssses s s s e nesnenaiane SRTOPPOIVRIREN 1|
4 3_ During the Gatnes ..., CTTR Frare e ERTIN K

Page 2 of 2




&F‘AR NERS

45 Milestones & KPlIs.......... eibrsasianesferen copvissisissssresingrasritenrentiseans rerrereaabnas vt sres e 34
5 DeveidpinJ C'lpacity & Capability of London & Parthers ... 39

[42]

OrganimtlonDevelopment,,,......., ............ peernev i ROTOTOYIOI reierirersseinernaes reereeressssarsnisnss s 30
Funding '1!1(1.00111_t_ner_(_:{ala_c‘_,l_lyi_iy..;.-....,., ......... e bt RS PRI 1 §

o oo
T P WN

o

_G‘:
[+

6 Taigets and Resouaces N 43
6.1 Summary Key Perforimance Indicators & Targets... BT OO0 PP OO PRRO P PR 2
6.2 Budgel44
6.3 Staffing wuioii '
8.4 - Risks.......... O O SO OO VTSNP PSRRIV Y

7 What we have achleved in yeal OB L irerrererenassneasarsirenieorcrssneisessiseinareesrsonresnreassrsnrons 31
71 Performance against Objeclives and Key Performance InHEAtOrS..vcr v e 51
7.2 Performance Narrallve .. i b i i oo B2

SO T s e b e e e 46

Page 3 of 62




L O N D @N 0

&PARTNERS

STRATEGY DOCUMENT

1 Introduction
1.1 Backgroundt

London & Parlners was created in April 2011 and promates London with a single volce, vision and mission to
audiences around the world. We are the Mayor of London's official promotional organisation for the capital, brmgmg _
together the remils of the former promotional agencies, Think London, Study London and Visit London _

During otir first vear, London & Parlners focused on delivering more for less. We began to promote London under a
single brand, narralive and message set; and we delivered, or exceeded, all of our sales targets, which bring net
benefits to the London economy. We. also reduced. the call on the public purse by almost £4m and delivered
efficiency savings of some £2m, which were recycled into front line activity.

In our first year, we atlracted and supported foreign direct investment projects which created 4,500 additional jobs.
These included more than 20 invesiments Into Europe's fastest growing digital cluster, London Tech City. Our.
indus!ry -led, visitor markeling activity reduced the impact of visilor displacement expanenced by previous host
cities in the run up to an Olymplc Games. (2011 was a record year for visitors.) Our digital and soclat media
platforms allracted more International students to London's. Uiniversities than ever before, And we helped to win
major business events in the face of steep compeution, stich as the 2017 World Athletics Champlonships and
Cisco Live. . .

We continued to foclis on our core audiences, but also slarted to achieve synergles across business areas. For
example, we generated business event leads from FD!-clients and we promoted London as a leisure destination to
the families and frlends of !nt_ernathna[ students.

We also undertook extensive econoinic analysis to gain better insights Into the activities which will create the most
wealth for the London economy. This analysis is avaitable on the London & Parlners website.

Going forward, our public grant will only be used to fund activities wiiere there is a clear economic case for public
intervention (for example, because the private sector will under-provide a desirable activity) and which create the
highest net benefits (measured by additional gross value added). We will also only act If we can demonstrate that
we make a real difference In a cost effective way. And, where there is another organisation hetter (or equally) well-

placed to act, we will collaborate with it and seek to harness its resaurce.

As part of this stralegy, we are developing a new monitoring and evaluation system, which complies with best
praclice and the principles set out in the HM Treasury's 'Green Book' and 'Magenta Book'. We will use this system
to assess and demonsirate the impact and value of our actlivities and inform our future resource allocation
decistons.

Having built a strong plalform during our first year, we are now looking to deliver a step change in the way we
promote the capital. Qur new stralegy Is in response to global economle trends and increased competition from
world ~ and emerging ~ cities and follows extensive consultation with London's (and national) businesses and
stakeholders — to whom we are most gratefut,

This will be an extraordinary year for London and we are ready to make the most of the Diamond Jubilee and the
Olympic and Paralymplc Games and to showcase our great city to a global audience of 4 billion people.

1.2 Objectives

This strategy has been developed to position London as the world's leading city, o support the objectives of the
Mayor's economic development strategy and to deliver maximum value for the London economy. It describas what,
we helieve, is needed to ensure London both preserves ils global position and builds on its achlevements in recent
years. Il also sets out a long-term vision for the capital, which looks to capitalise on London's historical and inherent
strengths and to caplure new growth opportunities. We want lo galvanise businesses and key stakeholders behind
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this vision so that they will support London's International promotion and help to build its global reputation — before,
during and after this year's Olympic and Paralympic games ;

1.3 London & Partners' role

London & Partners’ role, as the Mayor‘s officlal promotlonal organlsation, Is to promote London as the wortds
leading clty. We recelve significant public funding from the Mayor of London. Wilhout this funding, the resources
devoled to the coordinated international promotion of London would he stgnificantly less than what !s needed to
mammise the economlc relum from these activities. .

Our omciai staius and public fundlng enable us to take a stralegic approach across different promotionat acliwtles
and promote London with a single, confident voice on the world stage. But we will only. suicceed if we work closely
and collaboratively with local and national buslnesses and stakeholders to shape London's propositions (for o
example, by sharing Insights and mle!ligence) oonsotrdate international messaging and share resourcos .

2 Global confext

2011 saw the global. economy grow by 3 2%, but this growth was very uneven, with emerging and developtng
sconomies -seelng growth of around 8%, while many advanced sconomies languished or declined. "'World citles
continue to dominate the global landscape. They are Increasingly Integrated and act as magnets for global talent.
In many cases, their GDP is greater than that of whals countries.

24 Trends

London's competitivenass and continued global aspirations are determined by its ability conllnually to re-invent
itself and adapt to the frends and devalopments which are shapmg the global economy. These include':

The growth in global sourolng of products, services and capital;

Increased collaboration and cooperation between husinesses, customers, suppliers and compoetitors;

Moves by companiss to specialise, consolidate activities and reduce costs;

Greater emphasis on innovation and open innovation processes;

Increased mobfiity andfor competition for talent; '
Better Informed and knowledgeable consumers who demand differentiated and customised products . but
facing greater economic uncertainty, are more cost consclous;

The rising strength of companies and the number of middle class consumefs in emorg:ng economies;

e The agelng of the population; and :

An Impetative fo facKle climate chango and become more energy. efﬂciont

® & © © o 93

2,2 Competltive envlronment

London has achieved stable world city status. With a global nelwork of Interlocklng and mutually supportive firms
whose produtis. and sarvicés are connected in supplying a global market it consistently ranks high[y In global city
surveys®, _

However, there is fncreasmg evidence !hat London Is under-performing reélalive. to other greal gfoba[ cities. Over
the last two decades, we have seen London, New York, Tokyo and Paris be joined by Singapore and Hong Kong.
We are now witnessing the emergence of cities such as Shanghal Mumbal, Sao _Paot_o_ _I_stanbul Dubal and Seoul,

London is also expenenclng far more intense compelition from cities in Asla and fast growing, emerging
sconomies. And it is seeing Increased competilion from the likes of Toronto and Stockholm, as quality of life
becomes more important to attract and retaln tatent. While investors continue to perceive London as a more

! FiIBMPLI giobal mega trends report
? AT Keamey Global cily Index 2042 -- Urban elites: 4-NYG, 2-London, 3-Tokyo, 4-Pails, 5- Hong-Kong
Global Power City Indox 2011, institule for Urban Strategles — The Morl memorial foundation: 1- NYC 2-London, 3- Paris, 4.Tokyo, &- Singapore
Global Urban Competillvenass Project: 1-NYC, 2-London, 3-Paris, 4-Fokyo, 5-Chlcago
Global Citles Survey 2040: 1-NYC, 2-London, 3-Parls, 4-Tokyo, 8-Brussels
Citles of Opportiinity 2011 — PWC: 1- NYC, 2- Toronto, 3-San Franclsco, 4- Stockholm, §-Sydnay, 6-London
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attractive de‘éﬂnéﬁon' l_ha'n its main E_tlrbpéan ﬁVals, sentiment towards Paris, Beriin, Munich and Milan, amongst
others® has recently Improved, -

Competition belween cities for talent, technology and capltal Is intense. They are no longer competing just with
their nelghbours, thanks lo tachnological advances and market deregulatlons, they are also facing new, emerging
compalitors located on other continents. .

We are sesing many clties develop distinctive and suslainable offerings to serve the needs of growlng markets _
around the world and altract the allention of businesses, visitors and students. We are also seeing cities build and
communicate brand idenlities, based around their sources of competilive advantage, .In so c!olng, they are
recognising that a strong brand can enhance {helr city’s appeal and ablhly to aurac! inveslment

The London and UK Govemmenls have recenity taken a numher of steps to improve London’s International
offering. For example, the Mayor of L.ondon has created a London enterprise panel to advise him on how best to
altract strategic investment to support private sector growth and employiment, promote enterprise and increase
skills levels. He Is also taking steps to create a number of London enterprise zones. The Majyor and HM
Government have invested more than £11bn in infrastructure ~ including transport and high spead broadband ~.in
the run up to the 2012 Olymple and Paralympic Games. And the Chancellor and Chinese vice Premier recently
announced plans to give London an offshore Yuan trading rofe.

3 Implications for L.ondon’s promotion

We have Identtlled three areas of focus for London's pronotion, which respond to global trends and competmonk
capitalise on London’s historical and inherent strengths and capture new growth opportunities.

Going forward, London & Partners will look to build London's brand as:

o Theworld capilal of business;
s The world's leading centre of talent and creahwty, and
o The worfd s top wsllor destlnatlon

We will do this by

o Promoting London’s strengths as a place to do business and to trade with the world;

o Attracling lefsure and business visitors lo London, providing compelling reasons for them o spend more, slay
longer and return; and _

o Aftracting overseas students to study in London and [everaging London's global alumni network to capitalise on
fourlstn and Inward investment opportunities,

3.1 Bullding London’s reputation as the world's leading clty

What London says about itself and, Importanl[y, what others say about London will combine with experiences of the
city to build its repulalton This reputation, in turn, can increase the likelthood that target audisnces will visik 1nvest
and study in the capital.* C :

The GLA and London & Partners have already done a lot of work to develop London's brand and messagmg We
are currently refreshing the brand toolkit and will shortly bring together key stakeholders to agree top line
messages. They will include both London businesses and stakeholders and nalional Government agencles (not all
of whom have adopled a common narrative).

We will look to continually evolve the messaging on the basis of research and analysis, thought leadership and new
developments and opportunities for businesses, visitors and students. We will assoclate London with leading

: Ernsl and Young European lnvesimenl Monllor 2011
Agcording to the Reputalion institute, a 10% Increase in repulation can lead to an estimated 11% Increase In tourism receipls and 2% Increase

in forelgn direct Invastment. Repulation Instilule 2010
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organisations, i'ndlvid_u_a'ls and events which reinforce and bring the messaging to life, Our alm will be 1o excite our
audiences about what London can deliver for them, both now and in the future.

It is also otr plan for flie London visual identity LOND®N" to play & slgnificant rols in the way London presents

itself, A simple “tick” can tell tis that wé are engaging with a high quality sports brand with an “enabling” reputation:
we want the London visual identity to play.a similar role. We will. fook to partner with organtsations and evenls

which reflect London’s brand values and éncourage them to showcase the [ondon visual identity. ‘We will also look __: '_ o

‘{o create new, international events Iy London to showcase the cily to an Tnfernational-audience (such as a two-day
festival of cycling, currently in development). In this way, we alm to build equity in the vlsuat ldentity, so that
Ieadan organisations will want to be associated with it. _

Given our limited resources, even when working with and through our partners, we will need to rlgorous[y prioritise
audiences and channels ~ e.g. press/ media, social media, bloggers, analysts and conferences. Our.aim will be to
provids a continual flow of new and engaging slones about London which Hustrale the brand messages

The Mayor will also have a key ro!e to p!ay‘ actmg as communicator in chtef securmg the buy In of London_.
stakeholders and championing London on the intemahonal stage ’ o .

3.2 Promoting London as the world capita! of business

3.2.4 Global trend

International buslnesses are adjusllng their aclivities In response to an ever more integrated global economy.
Specifically, they are looking to address supply chain challenges, manage talent .and achisve operalional
efficlencies by oplimising their global footprint and honing areas of speclalisation. Faced with continued presstire
to conserve cash and worklng capital, they are also finding ways to reduce costs and consolidate aclivities.

Businesses from emerglng markets are also becoming stronger and increasingly investing outside their home
markets. While the majority of currenﬁ imfestments are “fechno!ogy seeking” rather than “technology exploiting”, this
is changing fast,

Busingsses are Encreasmgiy being altracted to clties which have developed distinctive spema[ised proposlﬂens_
which help them to address these challenges ' - _ .

3.2.2 London's strengths and weaknesses

Londort Is e_tjrkentty one of the "command centres" of the global economy and rivals New York as the most globally
connected business city. It has also besn a trading centre for over 2000 years.

London also has enduring strengths in a range of sectors. It is the leading global financial services centre®; the
leading centre for European HQs and the UK's hub for crealive industries. It has a large technology cluster and
market (and Europe's fastest growing digital cluster In Tech City) and world class medical research Institutions.

London’s growth in recent years has heen driven by financial and business services, its outstanding record In
forelgn direct investment, its role as the "gateway to Europe” and ils openness and ability to afract visilors and to op
talent from around the world. Its growth has been hampered by a decline in the wider UK business environment”,
the recent global financial and European debt crises, the age and capacity of its infrastruciure, a limited supply of
some technical skills and perceplions of London as a high cost location.

Durlng the first half of 2011, London atlracted 138 forelgn direct investment (FDI) projects, second to Singapore but
ahead of Shanghal and Dubai’. London continued to allract large numbers of financial services, creative induslries
and sales and marketing FDI projects. However other global citles altracted more global headquarters, professional
ser}/ices, digital, information and communication technologies, environmental technologles and life sclences FDI
profects.

S The Global Financlat Genlres Index - MARGH 2011, Xyen Group
“Waild Bank. vavw.doingbusiness.orgfrankings
"D Intelligence, Financlal Times, 2611
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As multinatlonal companies shift resources to fast growing markets, European governments struggle to reduce _
record deficit and debl levels and the European aconomy becomes relatively less significant, London may flnd it
more difficult to maintain its current levels of foreign direct investment. o Lo

“Although London is not currently a top international destination for congresses and. 'cc':'nvéhudﬁs racent
Investments in facliities and transport, as well as the increased role of techno!ogy and the demand for unique
experlences, are creating new opportunities for the capital. . . .

3.2, 3 Opportunities and threals _
Many countries are cur:enﬂy expenencing raptd growlh in sectors and sub-sactors such as Insurance, digital
publishing and. broadcasting, gaiing, social media, e-commerce, renewable energy and the wider green economy,

education, healthcare, aged care and bto{echnology "Open | innovatlon models and technology conversion are also
creating significant new opportunities. _

The Olymples and Paralympic Games give London e 0n¢e In-a- I'lfetime opportunily to create and evolve its
reputation to a global audience, And recent and planned Investmenls in infrastructure, transpor and regeneration,
notably in East London, are creating a “new London” with associatedi business growth. opportumties o

The response to the Europsan debt crises remains the most significant threat to London’s economlc growth,
particularly given Its strong reliance on finariclal services. The rapid growth of emerging economies, whilst
presenting challenges in some areas, is a massive opportunily - for trads, FDland bt_pefn_e_ss tourism,

3.2.4 What London & Partners will do ' o

3.2:4:1 Building London's repltitaﬁmi .

London & Paitners will develop compeliing prcposihons key messages and thought leadership which position
London as the best place in the world to do business, to hold a business event and to trade.

We will focus on London's historical and inherent strengths — e.g. historical trading links, connections to . .

international and capital markets, business skills, financlal and professional services expertise, cosmopol__ita_r__g’._""-- '
workforce and research excellence. We will also promote London's emerging strengths in order to capture new =

growth opportunities — e.g. creative and technological convergence and the green economy.

We will associate the London brand with Ieadmg businesses, entrepreneurs, innovalors, institutions and business
events in ways which reinforce and brmg our messaging to life. We wili encourage leadmg London husinesses and
stakeholders to take owr messages to our audiences.

Wae willl execute a targeted media and communications programme which targets key investor audiences and
influencers in astablished, major markets which will remain strong for the foreseeable fulure and fast growing,
emerging ma;kets

3.2.4. 2 Delwenng economic valua
London & Partners will also secure additlonal economic vaiue for the London economy by

Atlracling forelgn direct investment and events which support the growth of world class business clusters, including
creative industries, technology, life sciences and clean technologies;

Helpling to maintain and grow London's position as the world's leading financial centre and the best iocauon for
European and Global HQs;

Helping London businessés to access global value chains; and

Supporting efforts to enhance London's favourable business environment and reduce barriers to growth.

We will focus our aclivities on Identifying and winning high value (GVA) projects and business events which
complement London's compestitive strengths, We will target FDI projects and large, International events in the ICT,
crealive, life sciences and healthcare, financial and business services and energy (including clean technologies).
sectors. By targeting FDI, conferences, trade falrs and exhibitions In the same sectors, we will create synergies antl
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new busmess opportunities, We will also target projects and events from both malure markets and emerging.
markels with significant future potential,

We will also focus our activities on contestable FDI projects and footloose business events where our znterveniions
can generate the most addilional value. -If projects and events are a!ready coming to London _we will seek to
Influence their size andf or spesd. -

We will also provide support for new investors to link them to local supply shains and embed them in the London
business community. L

We will aclivate and coordinate bids to allract congresses and conventions which generate a high proportion of
interriational visitors to the capital, And we wIII GO~ ordinate the ciiys welcome for busihess visitors and help event
organisers to unlock the clty. ' . .

To achleve this, we will strengthen our sectoral capabilities and build closer Irnks with, bus:ness and lrade
assoclations, highereducation institutions and HM Government departments. UK Trede & Investiment (UKTI) is an
important partner, currently generating 40% of our FDI pipeline and we will. shortly slgn a Memorandum of
Understanding whrch clarifles our respectrve roles, removes all duplication and iaciiltates resotrce sharrng

We will aiso work ciosely with VisitEngland, which is now looking to put some resource into attracting congresses
and conventions to England, in order to, again, de-duplicate, coordinate and ensure London captures a returr} from

this investment.

To support the growth of London’s financial services Indusiry, we will continue to work closely wiih the Crly of
London Corporation and City UK, In particular we will ensure our respective aclivitles overseas are .co-ordinated
and complementary. And we will support efforts to promote London's financial and professiona servises sactors
to the BRIC economies. S

We will also promote London as the best iocation for global and European headdquarters, based on. existing
clusters, unrivalled conneclivity, talent and thought leadership and cullural diversity.

Further, we ‘will promote London’s businesses, innovators and entrepreneurs internationally and use our
international relationships and local partners to help London businesses access international -supply chaln
opportunities. We will promote existing trade support services to London businesses and.new investors, helping
them to access export advice and opportunities. And we will join forces with UKTI's trade team in London (which is
co-locating ‘with -London & Partiers), the Cily of London Corporation and the London Chambar of Comimerce,
amongst others, to develop joint veriicai trade and Inward investment missions — some led by the Mayor, or Lord
Mayor of London . _

Through our aciiwiies research and analysis, we will also gather evidence and intelligence about Londons
international compelitiveness. We will share this with key partners and policy- makers working with them to
enhance London's proposntlons and business epvironment.

3.3 Promoting London as t_he_ leading _c_entr_s_o___f_ _ia:i_e_a_r__)t_:g_ii'g! cieativity
3.3.1 Global trends |

Increased global competiilon is encouraglng businesses fo Invest more in {alent and innovation. Businesses arée
also increasingly pursuing open résearch and development models, with greater levels of collaboration, including
across horders, And technology Is enabling businesses to collaborate more with their customers, suppliers and
competitors to achieve their goals,

Skills shortages (e.g. for lechniclans, sales repressniaiaves engineers, management/ executives, accouniing &
finance staff and IT staff) are leading to a “skills war" belwoen cities as they compete to attract the best global
talent. Rapidly growing creative sectors and a city's cultural offer are also important factors In atfracting this talent —
and In encouraging a climate of innovalion and experimentation.
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3.3.2 London's strengths and weaknesses

London's international, diverse, well-educated workforce compares favourably to compstitor cities and London Is .
home to a large number of highly ranked universities and research Institutions, Il is one of the mosi slgnlficant
centres of culiural and artistic life and If altracts more international sfudents than any other ciky ' :

The capilal also has well-developad clusters in ICT, crealive industries, life sclences and medicine and its
businesses have access to debt and equity markets to innovate and develop new products and services.

London's ability to attract global talent is not just based on ils buslness environmant. Faclors such as quality of life,
cost of living and immigration policles — where some of London's compelitor cities score more highly — are also

Important factors, Many of London’s Goimpétitor cities now also have highly ranked tmiverslties and/ or have been
more successful than London has heen in commerclalising their research hases. '

Landon, New York and Los Angeles top the human capital rankings

. 20102008 rank Top 10 citfes

1 ? Lonidon [

2 i New York |2

3 4 Los Angalfos

4 3 Chicago

b 5 Nong Kong

6 G Tokyo

7 8 Sydney FE8

8 9 Boston &5

8 10 Toronte |28

10 12 San Francisco

F) tateenstivnal schacls 5] hhibitants with terGary degrees [} site ol foreizn-tora

Seaet ALK i ies b y " nlg 5 Uﬂfi'ér_sia_'ésin Fortuene Ghbal S population

London ks also inc_r_éaSi:ng!y 's__ee_h as a [ess welcoming destination for students® and 9businesses, in part, due to UK
migrant caps and visa application processes and it is perceived as an expensive cily ™

3.3.3 Opportunities and threats

Both the Mayor of London and HM Government have stated their ambition, and taken steps, to make London one
of the world's great' centres. for Innovation_and -creativity (e.g. by reforming fiscal policies, Introducing an
entroprenew's visa and actively supporling and investing in London’s vibranl cultural sector), :

New investments in research Institutions — such as the Francis Crick Institute and Stem Cell Catapﬂlt Centre —
present opportunities for London to build its reputation as a leading cenlre for talent, A pumber of London's higher
education inslitutions have recently come together to coordinate their intérnational promotional efforts. London
Tech City's rapld growth Is also allracling entrepreneurial talent and innovators from Europe and further afield.
However, there remains a mismateh belween the skills that employers need and the available talent.

3.34 What L. oncion & Parlners will do

3.3.4.1 Building London’s reputalion

London & Parlners will build London's reputation as a hub for academic and creative excellence, pa{ii:c;;}a_r!y in

areas which support its business strengths, We will develop compeliing propositions which showcase London’s
cutling edge Innovation and trends in contemporary culture; the capital's depth of talent in business, financs,

2011 UKCISA report - tler 4 student survay findings and recommendations
92041 Barorneter wave 3 on immigration and cosls
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fashion, film, design, music, theatre and lhe arts, aind how London cain enhance carer prospects, as well as
London's quailly of life and vibrant nelghbourhoods, _

We will encourage Lohdon's higher educatlon institutions to use the London visual identlly and messaginJ when
overseas, while we, In turn, will promote their thought leadership and acadeimic excellence. And we will work with
these institulions and key London stakeholders to commiunicate London’ s propesﬂlons to International students,
: htgher ecucation and research instltutions, businesses and en!repreneurs

3 3. 4 2 Dellverlm economic value. Lo '
London & Partners will also secure adcittienal economic value for ihe London economy by:

Fostering collaborallon between London's higher education lnsttlulfons and fnwarci investors and overseas
education instilutions;

Aftracting international students and new leading academic and research facllnties into London' and

-Supperllng afforts to reduce barriers which are !Jmmng the capitaE s abimy to el!ract relaln and devefop talent.

We w;li work with London's higher education: and research msmuuons to foster Iinternational collahorations,
particularly in areas which support London's techiology, medical and crealive Industrles. To support this objective,
we will altract relevant academic conferences and promote research and development opportun[lies lo foreign
direct investors, S _ .

We will conlinue to promote London’s universities and English language schools to lnlerﬁaiional siudenls .\fi_a__digilal
platforms and channels, We will focus on both undergraduates and postgraduates in both our key markets (India,
China and the United States) and markels where London is currenily under-represented ' _

We will work wilh Londons universities o bulld a network of overseas ambassadors end generate future FDI
project leads. _ o

We will also bulld on recent successes o attract more international universsly campuses to London, And we will
work with the GLA lo explore options of creating a new Private Unlversuty |n London :

Finally, we will gather evidence and Intelligence about London's ability to _aﬁt___ra_c_t, reta}n and develop global talent
and work with policy-makers to reduce barriers and enhance London's international offer.

3.4 London as the top destination for visitors
3.4.1 Global trends

Greater International mobility and proliferation of available information via digital ehannels has led to more informed
and knowledgeable consumers who are.more discerning In their choices of destinations to visit. This has led to
greater international eompetltlon and to CEiIBS seeking unique points of differentiation In_order to compele for
visilors. : o D

The growth of emerging mark,ets has also led to an increase in consumers wilh high disposable income and a
rapidly emerging middle class looking to travel internationally for the first time. At the same time, the current
depressed economic situation in some markets is leading to a downturn in discretlonary expenditure which Is fikely
to Impact on tourism flows in the short term,

3.4.2 London's strengths and weaknesses _
London has a hugsly varied and well-regarded visitor offer with over 100 visitor related activittes that can only be
undertaken in London. It benefits from world class herilage sites and Is at the culting edge of architeclure, fashion

and retall, Whilst there is depth and breadth of product, it Is London’s uniqueness that differentiates it from other
visitor destinations.

London’s leisure tourism offer is constantly evolving and devsloping. The key mizlestonisS of the Diamond Jubllee
and events surrounding the 2012 Olympic and Paralympic Games, Including the cultural Olympiad and other
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festivals, will ensure there Is a wealth of new content to be promoted. In addllton new hotels attracllons festivals
and retall ouliets should help mairitain London's altractiveness. ‘

being enhanced with the new venues at the Olympic Park.

However, London is perce:ved by many visitors as expensive, particularly In the areas of accommodalion and
transport. Visitors also perceive London as less welcoming than other cities, For visitors from the Far Easl,
connectivity is also an Issue due to a limited number of International flight connections. ,

:3.4.3 Opporunities and threats

The Olympic and Paralympic Games Is a unique opportunity for London, but also poses a significant threat,
Research by Oxford Economics suggests that there Is likely to be significant *displacement” in the run up to the
Games, as Visitors poslpone or cancel thelr visits due to perceived disruption and cost. Over the longer term, the
Games should deliver net tourlsm benefits to London estimated at £0.81bn. It also provides enormous
oppoﬂumties fo promote the.capit al to an estimated g!obai audience of 4 bn viewers. : o

Developlng a compelhng proposﬂion Awhich converts London's inherent diversily and complexity into a unigque
differentlated proposition will be challenging, especially in an environment where customers. are more
knowledgeable and discerning. {n addition, the variety of digital channels used by consumers means that new
marketing technigues will be required to reach and influence consumers.

Immigration policies also threaten Loncon's ability to capture the rising number of tourists from amerging markets,
parlicularly China.

Salisfied visitors are one of the best marketing tools’ a destination can have, There are opportunilies for London to
capilalise on its top visitor destination status by encouraging visitors to become advocates for the cily. However,
London'’s status was recently damaged by Euromomtors 2010 Top City Dastinations Ranking, which saw Hong
Kong knock London off the number one spot. *® Although London's apparent deciine to third place can be altributed
to changes in stirvey methodology, the result was widely reported in intemattonal media. '

3_._4._4 What London & Partners will do
3.4.4.1 Building London's reputalion

London & Partners will develop differentlated propositions for specific visltor market segments — by country .and
type of visitor. These will focus on existing visitor groups from mature markets and new visitor groups — such as the
affluent Chinese and those In the 85+ age group.

We will capltalise on the 2012 Games by exposing the global audience to these propositions, primarily through the
London Media Centre. After the Games we will continue to reach audisnces with key messages through PR and
targeted marketing activities, with a call to visit that turns armehair viewers of the Games inlo visitors.

We will develop new events which capilalise on the Olympic venues and draw new audiences o London and whtch
help reinforce London's brand and reputation.

We will also work with others to ensure that the ‘unique' London experlence meets aiid exceeds Visitors'
expectations. And we will improve mechanisms for visitors to recommend the destination to others, to turn them
into ambassadors and to amplify the power of the brand.

' Eusomonitor changes In methodology: Hong Kong now includes visilors from mainland China, Singapore now Includes Malaysian citlzens
arriving by land whereas In. If the methodologles for 2009 had been apptied to London, Heng Keng and Singapore in 2010, lhen London would
have ranked 1stwi[h 14.6 million visits, Singapore would have ranked 2nd and Hong Kong wou[d have ranked 7lh
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3.4.4.2_ Delivering Economic value |
:'_—.'Onﬂbn & Partners will position London as the world's top visitor destination by:

 Givinig visitors compelling reasons to come, and relurn, 1o London; .
Working with partners to maintain London’s unigue, exciting Visltor experience; and
Turning visitors info ambassadors,

We will target international tourists in both coré markets and those with significant growth potential using the most
appropriate channels, but with a far greater emphasis on digital marketing, We will work closely with our private
sector partners in the tourism industry to develop markeling inltiatives which showecase the-constantly evolving
London offer, S o '

Qur ecohomic analysis Identified that activities to promote London to domestic tourists gave lower GVA returns'’;
We will not use public funds in this area, bul resource it entirely from partner and commercial revenue.

We will increase the reach and cost effectiveness of our marketing activities by targeting specific market segments
and increasing the use of digital and soclal media. We will seek to altract major sporting and cultural events with
the potential to aliract large numbers of international attendees and provide widespread media exposure.

We are uniquely placed to ensure a coordinated approach to the promotion of the capital. However, in doing so we
recognise that London is both a gateway for many international visitors to the rest of the UK and a major draw for
domastic visitors. [t Is vital, therefore that we work with VisitBritain and VisitEngland to maximise the synergles
‘hetween our individual promotional activities to international and domestic audiences, drawing on our respeclive
expéttise and inarket intelligence where It Is sensible to do so while avoiding dupiication of efforts and aclivities. To
this ‘erid, we will ensure that VisilBritaln's marketing fully leverages the pull of London to international visitors. We
will aiso work with VisitEngland to Increass the sffectiveness of its marketing of the capital to the domestic market,

Visitors that have had a positive experience of London can become strong advocates of the city leading them.to
return ~ either as a vislor, or potentially as a student or business visitor ~ or Influsnce others to visit. - We will
develop initlatives to strengthen these links, for instance targeting friends and family of internalionai students. in.

London, and persuading business visitors to bring back thelr families.

We will gather intelligence from the tourism industry on the barriers that are preventing tourists from .Qomfng to
London — such as visa restrictions, or flight connections, We will then work with stakeholders to help resolve these
Issues, ' h

4 How we will work

At the current time, there are significant pressures on the public funding available to promote London. This reality,
combined with the compelitive threals that London faces, means that London & Pariners will need to deliver a step
change in bolh its effectiveness and efﬁciengy. In particular, we will make significant changes to the way we work:

Targeting activitles and funding more effectively, on the hasis of stronger evidence and more rigorous analysis;
Taking greater advantage of synergles across our promotional areas;
Taking advantage of the ji_nves!m'ents made, exposure generated an relationships developed around this
year's Olympic and Paralympic Games to permanently “up-weight” our international PR coverage and improve
London's major events proposition;

o  Building strategic partnerships with national agencies, businesses and key players to encourage, facilitate and
coordinate their activities in ways which supporl our objectives; -

o Helping business and key stakeholders develop and improve London’s propositions;

o Using more effective and cost-effective communications and delivery channels and pulting digilal and social
media at tha centre of our werk; and

e Raising more private funding to supplement our public grant, by delivering more value to partners and securing
new revehue streams.

' Economlc Analysts: London & Pariners Business Areas — Regenerls Dacember 2011
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In these ways, we hops to Increase our impact significantly and, thereby, deliver our ambition for the capital. With
the eyes of the world tuming to London in 2012, we have a once in a lifetime opportunity to position London as the

world's leading city,
Our 201213 business plan contains detatled plans of London & Partners’ aclivities for the year ahead.
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'BUSINESS PLAN
1 Introduction

14 Struclum oflhu huslness plan

This business pian sals out our progranime of work for 2012113 {or efficient execulion of our stralegy:

Chapter 2 sels out how we wil shaps London's praposition, how we will biing key London stakehelders hahlnd a3 g!e na rmhve and hove we will posilion
London globally through slratéglo communteations and by devaloping London’s brand

Chapler 3 sals out how vie will Intorvene and use our reseurces to detlver maximum gconemic banelitlo London. ami is struclured tnto three areas - world
capilal of buslness, cantre of lalent ani creativity and leading visilor destination
Chapter 4 sels’ ou!how we vill capitaliss on the opportunity of the 2012 Ganigs and fiow we plan to leverags tis, lh;eughoul all areas of our work
Chapter & sels oyt how we villl dévelop Lendon & Pariners as the Mayor's Offictal Promotional Organlgation, bun!dlng its capacity, capability and
commerclal 18yenua streams and flow we wilf rtonttor and evaluate porformance
Chapter & sels out our proposed largels, use of resources, taffing and management of risks
Chaplar 7. revTaus our, ka In2011- 12 and how we have performed against our objectives and Key Perfarmance Indicalors

\Wﬂd Capmlal o
BusTnass

. Poxitoring Lendon .
gobatly

Leieragog the 2017 Daval 'ng S . 7 i T A L
[ Gomos ][ capac?xy&capabaty J [ .‘_fyg—ats&resowce: ][ Revigwof 20112012 ]

Contia of Tiedth
Creativity
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1.2 Croatton

We have undurlaken a ngo:ous buslnoss planning process wWhore teanis have laken our siralegy and developad economic business cases for thelr pre[orred
aclivities to deliver our objectives. Our starting point for resourca gllocalion has been 1o focus resolircas on aclivities: ) )

that are In line vilh our skrategy

that our economle snalysls has [dentified will give the bost return on investment

where there are significan! opporlunitias for growth

and where we have the capabllitles to deliver. .
Wa will nof fund aclivites from our public grant income which are likely (o deliver lowar reluens or ae best delwered by others Resources have been allocaled
on the basls of {he strength of business cases, No previous aclmues have besn given fundlng ynloss tho: ave demon led_ mrough this procass they daliver
the oufcomas wa requlte and are value for monsy. : :
We have also relalned soma funding in a central pot for 1eams lo bsd (or duﬂng the {i n&nclal year This wﬂl enabla us lo remafn agﬂa and allgcale funding based
on'key pnontles oppoﬂunmas of lhreals lhaianse

1 3 Lessons teamotl for 201?—13

thls ygar whk:h we take (a:wa rd inte our p mng for 2012-13

There are a wide £aNngo ¢ or orgamsauons with a sfake In the promotion of London that we need to work well vdth lo deliver on our ptans. Whethet it be the
various teams within the'GLA, busiiess mpresantatlve organ[salions businesses In Londen’s toudst industry, Higher Education Instiutions or Locat Authoritles
we need to dedicate tims to underslanding and rasponding to ihélr naeds. In shorl we need te up ouir game lo do juslica Lo the "& Parlners’ pail of our name.
Wa are part way through a significant change In the way London is promoted and dellvering sifective change Is never easy. We naed lo use (his new shrategy
and plan to give us a clear focus on how we should be working and we need to grive {hrough the change requirad to grasp tha opportunities that we have
{dentified for London,

Wa have taken the majorily of efficlencles available front combining the prior agencies and we can now only deliver mofo by becoming more effeclive and
focustng on the right things. Our economic analysls and our slralegy development provide a significent gulde lo lhis focus, Successiul Implemantation of Uils
business plan will ensure we use the moste!feclwe dativery methods in alk areas of our wolk.

14 What wlll ho «Ii[!nrenl

Qur approach to stralegy davelopment and bustriess planning will resultin significent change and differentiation lo our ways of working [n comparisen fo how
{he promotfon of London has been dellvered previobsly. This shift will be n three key areas:

vawill ooor_dznale our viork across our audlences Integraling aclivilies whare benchiclal

wa wilt be more targeted

and we will use more efficlent and effective communications and delivery channels.
The organisalion's work vill be coordinated across teams and audience groups, The positioning of London yill ba Intagraled across ali markels, channe!s and
audlences bul more than this, where overseas offices, external conlracls, sales svénts or markeling activities can joln ug, they will, Our sactor approach for
bislness will support this as will gur desper and wider relationships with strategls parmars and stakehdlders.
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We vill be much moro locused In the way we promole London. Qur efforts will be leghty large!ed at priority market segmenls tharo wil be no Jarge-scale
markaling éampaigas, or general business davalepment activity. This prnciplo will seé us focusing on high vaite seclors for [érelgn diract lnvesiment and

business tourism, major svents with high proportions of interaalional aitsndees and high spending visltors and students, particvlarly from larde and fast growing . -

markels, Allhough wa vill focus on high value seclors wo will else iske Info account other fastors such as where wa have a compelitive edge, alignment vith
national policy and bangfit 1o London’s repulation. Our sagmenation work viill be on-going and v will conlinug to rer‘ ine ouf fosus and remaln aglte in how we
aliocate our rasourcas.
Qur communications and delivery chaanals will ensure maximum efficlency and use of rasources, Dlgitat and soclal nisdia will be af the canite of all marketing
and communications sctivities and will ba ulilsed to reduce service delivery cosls. Wae wiill billd mlaﬁonshlps \'mh]oumahsls and eam media whare possitle
and move away from using agencles wharéver we can be mosg efflcieat in-house. T
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2 Positioning London Glohatly
24 Target Aud[oucu .

To position London globally yre will !arga!

2 1 4 Our audignsas :
L) Imemaﬁonal biisinesses who may ba consldurlng Lradlng \’dlh lnvasling ln or holdmg an evenl in London
+ _Polental sludants who may b censldanng studylng In London"

Pofential vissto:s who may be cons]dering wsibng London

2

. 1ch diwcuy with our farget audiences
s Influancers ¥ho shape oplnlons about cilles
+  Mediaincuding mainstream medla, soclal media and online ‘bloggers™

2.1.3 Stakeholders
+  Stakehe!ders who have a role to play and a stake in the successful postlioning of Londen globally

2.2 Objectives

Que atm Is to shift perceptions of London internationally and for global audiences (o recognise our unkque offer and differantiated propositions. As & resull, our
audisrices will pul Lendon on thelr short list and vill be more likely to make invastments In the capilal. London vwill alse bs able o afract mtore of the world's lop

talent. To do this, we will:

Use reactive communications opp-crtunilies to disseminale key messages and propositions

N ;RN

Disseminate inlelligenca lo stakeholders which helps them {o Improve Londen's proposliions,

2aea sect.-m4 I !{ordelats olmatetsegmentabm kit bus‘msses

saa secbion 4.2, Tfor detals of market segmentaltion for s!adenls
560 5ecEon 4.3, § for d21a7s of niadkel sggmentation for \isitors
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Enable London's *latent’, including London & Parinars, to becone isading players In Influenclog our key audiences through lhought leadership
Galvenlso Koy stakeholders behind a coheslve brand strategy for Lonton and turn them inte London's advocales
Posilion Londen inlamationally by pro-actively genesaling editortal across print, online, soclal and broadeast media

Assoclale the London visual identily with London's propositions and promote ft both viithin the city and internationally
Establish a baseline measwre {or pafceptions of Londen enabling us to measure Lhe Impact of our aclivities on London's brand




2.3 Proposliton Development

Evolve London brand valus ant fop lavel messages In line with strategy
Establish baseline measure for parcoptions of London o P a

Uso an oxisling benclhimarking tool to establish a haseline measure. identlly percepl!cms of ondon - onabIEng us to track changes ovor
time and the contribullon of ouracilyitios .

Thought leadership

Dovelop pubilsirablo content, scok spoaking and nedla opportunities to positlon a broml rango ol London Halont' as influential players and
thought leaders, Includding London & Pattnors
Intalligonce to suepport enhancement of London offer
Providoe Intelilgance to stakeholders who ara able to grovt Londos's proposltton
Dot London

Seciire an lnternet top lovel domaln for London: dot.fondon, which will provlde anov and unlquo opportunlty to market Londen arid
position it as voridl class digital b, [t vill also enable us fand partners) tod velop novi cllgital pla{rorms and anhance online

communlcal!ons

2.4 Stratoglc Co_nmiunlc'attous

Proactive PR & Conmniunicailons

Create, and communlcate stories whilch support Lom nn’s propos[llon Bullti atrong rofationships vith print, online and broadoas! medla :
Journallsts and Influsnilal contnbutora to soclat media p!alforms R

Reactlve Prass Office
Timely response to media enquiries {insluding supponlnu GLA pmas offies), Reactive In- markot capabtlilios o fespond to
ciisesfopportunitios, T .

Use enguirles and orfsis comms to comnnnlcate key messages

2,6 Brand Dovelopment

Builld brand paﬁnmsh!ps whloli assoclate the London vlsua! device within partnors asaols. Exposure will reach tmrtargel

_ Idlb’n_ca_s and
1 ailgn the (Iov!co w!lh London s hrand values, i
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London “Live"” activalion programme R

A hfﬁh Impac! brand aclivallon programme that showcases the London brand In unusual ways and uses audlo visuat niin-films wllhln S

soclal madia chennels. .

London "Livo" at high profile ovents

;xp[?s% uu: London Branil al high profile London Events, Including Fashlon Week, Film Festival, major sporfing ovente anct the London
adfla Contre,

2.6 Partnorship Working

.Deliver consistent messages across Mayoral, GLA and Londen & Partasrs acilvilles; leverage fho Mayor's Influence to secure Lenden
Braited opporunitios; aupport the Mayor’s communlcations prierifes; provide intelligonce to support Mayu!al polley devo!opmanu
lobhylig for Lonton; viorking togetier on methodoloeples for eva|uallon .

Agree consistent messaglng and proposlllons for London, We wlll provids content, malelfal and Inleltlganco to support London s
International romotion by nauonai agencies s :

Prvate Sgctor -
Bulld siratogic paflnare
Londoen summits

‘Adofined set of values and a cohesive narrative {pre 2012 Games) _
First thought leadsrship plece published ~ ~Tech Cily reper with Demos Cenlre for London . e

Agreement for brand exposure at Fashion Week and Film Festival
‘Croated five brand assoclalions wnh;oml con%en! puloutlnto markelplace

Quartor 2

Quarter3 -

Nevr exlansive Jotirnalist database complete post London Media Centra

Why Landon research complated with matesial raady for publication

Quarter 4 Legaay activily programnie for utiising new dalabase of journalists

Created further five brand assoclations with Jolnt contant put oul into markelplace
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Tho Impact of our aélivities on awareness and perceplions of Londen's
brand and reputation and Impact on tustonter bohaviours

APARTHERS

avep pio
Seplember 2052

The volume, valus and quallly of media coverage

£6 mifon of _a¢,§_r,"'_s;%hg ec}ulva_leni value per quarler (Q3 ard Q4 - pest 2012
Games)

Inegease Propoquoﬁ of media by value vhich contslas key messagas by 5%
quarter 4™

Ymstsa méasum ofihe propwbm of oeeraa which picks up our spetific key massabas deady, We also measura favowabXly witch for Q2 2041/12 was 95%.
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3 Dollvering Economic Bonotit

Qur slralegy sols outthat wa wil fund aclivities where there is a clear economic case for public intervention and vhich creats the highast nst bensfils.
Whetever possible, e will nteasure this Interms of additional Gross Value Added (GVA} 16 (he'London £Conony. Thls chaplec.sals out how we vill do this
across ffirea aseas of focus: woﬂd capttal of bustaess; centce or taien! & cfeahwly and lop visn!or dostipation, -

34 Wor[d Gap]!al of Bus!ness :

314 Targa{f\udlenca L :
To premote London a3 woaid capilal of buslness wa wal !argel

3.1.1.1 High value and add:lfonahty

We shall direct our public funded grant rosourcas towards high GVA activities focusing on: conlestable FDI projects In high value seclors and first year support
1o lInk them Inte networks and supply chalng; large buslness events with high numbers of internationat atlandeas; and finking FOL and lrade aclivities lo glve
Lendon businasses opporiunilias to dccess global value chalns. Wa will reduce (he [avel of resources, or stop complete)y activity that delivers less vélue
including ganeral businass growth; FDI projecls to which we can add only fimited value or which de!warcompara!wa!y {ow GVA; domostc business tourism;
and small business events, By exceplion, some low GVA projects may siill add slgnificant value lo London In the niedigm-tong term ke, & premiuny brand
Investor or & hotel chaln that will provide atcommodation services lo all segments.

3.1,1.2 Koy Sectors
Wae viill focus our work on Invesiments, trade opporunities and evanls, exhibitions, congresses and business meetings In key larget seclors:

+ [Information & Communicalions Technology
Crealive Induslies
Life sclences & Heatlticare
FInaneial and Buslness Sarvices
Enargy {including cleantech}
+ Global and European HQs
3.1.1.3 Kay Maikels
We will focus on markels that are major sources of FD] and business tousism and which have complementary lrade opperunilios for London busingsses:
+ USA, Canada, France, Germany and Spain provide slrang opporiunities for all business areas
+ [ndia, Chlna, Kerea, and Japan provide FOI and Trade epporunliies and have polential for business tourlsm
s The Nerdics provide good opporlunitios for business teurism
Wa will conlinue to explore other markels for all apporiunilles - Brazil, Mexico, Russla, Turkey, Israel and the Gulf Cooparation States. Our segmentation work
will be ongoing and we wilf femain age foveork in markels where wé can lovgrage resources, for sxaniple by using existing trade links or where pariners are
looking to penuirale Ihusa markols (malch rundlng & ateass 1o Koy conlasts),

3.1.2 Objactives
We will have the following objectives:

- s r e
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1. Imp!ement a 1argaﬂng framework which allocates resources to £, trade and business tourism activity based on its value in lerms of net direct GVA.

Prionitise conteslable FDI projects Intarget seciors and lasge, 'discrationary’ International busingss avenls ln 1he $BMo gottors.
Adign and Integrale sales, marketing and delivery activily across all tusiness actiities
innugnce companias In targel sectors and markets so (hat lhey bemme Investors or held a large business svent In Londen, or lrade with London

usinessas .

Exploit synerglos betwesn FOI and trade davelopmenl actvilles. io dellver Intarnationzl opporlunilies for London businesses
Proniote regeneration opporlunitias to intemational developarsilinanclers and enchor ténants
Posltion London & Partners as trade and invastment experls in orde: toreach declsion markers eaifier
Dellver {£70]m of additionat nst GVA for tha London écon w

3. 1 /3 Focused Markeling Acuv:ltes

Communlcato our ovm conlent and atar! t‘:bnwrsallons with opinion fomaars and daciston makers on digltal and saclal madla plalfoxms
:_Conduct online markeling aeliv[tlos tncluding pay por ollck, search engine optlmlsatlon

Overseas prosonce
Optimiae dellvery by overseas staff and coordinate thelr work with {fial. of natlonal agencles.
Co-locato with UKTVBrEtish Diplomatic Mlsslons andlor Ilm Gty poratton of London where possible

Additlonal tead gonoratlon :
Generate moblle projact leads though rietwork of agonts In prlorliy markols and, reforrals from commerclai partners

Sales engagoment & delivery -~ Foralgn Direct vestment ~— "~ .

Priorilise sales efforts on targot sectors arnid markets

Bospoka support for contostahie and high GVA Investors

Light touch and online support fot lovrer GVA Invastors

Ephanced first year support for new investors which encouragoes the transferof pracllcos. melhode, technlques and knowledge embodled
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in the Invostor to London businessos

8ales engagoment & delivery - Business Tourlsm i
Dollver targoted, sector focused sales missfons & husingss forums and prasence at tracle showss In US and Europie; c!esunatmn showeasas
wilth medla partners; and educational London progranmsas

Account manage large cross Lanidon and 2042 refated event endulries

Dellver digital servics for low GVA smalfer monllngs - Business h‘leollngs Cnline
Trade & Investmont salos misslons : ) )
‘Ovorses at foast 3 mayoral-lad safes mlsstons, which lnk trade devolopment and nward [nvestment activity, to largo fast growing markets
Trade Development links

'i._l'nk _UK_'T_!’s, GLE's, LCGI's and olhier trade support activilles with London & Partnars' FDI & BT activilles

Soctor focitaad task forcos ’

ka wlth glratogic paﬂnera in key seactors to enhanco London's FDland Businoss Towrlsm pmpnsit!ons

Regeneration ™ :
Secure anchor lenants and bidders for regeneration opporiuniltes andt Infrastructure opportuntities Including Royal Docks, Nino Elms, -
Slivartown Quiays, Olymplc Park. el :

3.1.56 Working In P_a_; er‘si_ﬂp_ -

Waork togother on trade davelopmant, paltnarlﬂg and FDI loacl gannrallon aml trollvory

Visltgngland

Link up with nationatinitlatives to attrast business events, Jolnt astivittes In market.

Business Toutlsm Parlners

Maxtmise oppommiuos by coordfnatlng wlth, and laveraging, the London Industny's actwltres and rolationshlps
FDI Pariners "o ; :
Help investors to access professional sorvices ativice

Business Organisalions
|| Work wilils London Flrst, LGCH, FSB and others to provide feedback on the Londoin business environment and priorities for enhancing It
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Seclor champ‘ons In p!ace
Buslness meelings onllne systemt fully opafauonal ancf launchad

Quarter 2 100 new conlastable FDI projects and 260 busladss avent anguirias into pipsline per quarter
Uight feuch digital delivery fully implamented for FDI
Seclor based proposliions deveéloped .

Quarter 3 100 now contestable FDI projects and 250 husiness event engquires into pipeline per quarter e
Enhanced first year support for new Inveslors

Cuatter 4

100 new contastable FDI projects and 260 business event angulres Into pipeline per quart_e__r
200 enquiries through bustess meelings online system .

Direct GVA polantial of projeci successes -~ I :
EDi projact succossas by sostor and value L inoreaszng lhe numberaud propoftlon of progec! suwesses thalare

‘contestable from 35% {o 50% {lo 100 p.'oiec{s
Increasing the propaition of contestal big pro;ed successes that ase in high
valup added sectors from 65% fo 76%
Suppart 100 non-conlaslablé projecis lo tocate In London
-§ {GVA methodelogy for this 10 be' daveloped based upan Increasing the speed and
scale of non-contesiable pfo}easi -

Humbar of forgcastand realised jobs cmaied or susialned by pro]acl ' 3 500}01\3

SUccesses o

Humber of discrollonary busingess events cenfimed by seale and potemial Sacum an eveis pipskine Lhat wiit generale al feast 2100 miE:on En gross evant
value . 1| end defegate spending in London L

Direct GVA potenllal of busiess conlirmad evenls B Co )| Secure £20 mition of additonal GVA for London by |

v inceeasing the yolume and proporlion of dwscmlionasy evenls confimied
from 324 10 40%

o Increasing th auinber of discretionaty evenls with signlficant appeat o
delegales fronoverséas R

{Additional work fequired to davelop clear medsure of eddilionality)
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Tondon businasses who ave developed thelr Intemalional lraﬂo polen!!a! 100 buslnessos from folloving dcliities; .
andjor atcgssed Internalional markele + 3 Idyoialted lrads misstonis VAU 1520 business partnars per mission
: < -7 76% parlicipanis {45 businesses) say lhat lhey have developed thelr
intermational rade polential andfor accessed international markets as a result
of the frado nilssita
- 55 referrals of London based businesses to UKTE lrade services

3.2 Gontre of Talont & Crealivily

324 Ta{gaEAtlcllenm : .
Te pramole London as a leading cenlre of lalent and cfeahv:ty we wﬂl largei

3.2 1. 1 Internatiorial students [

Thidugh Study London, end soclal media ¢hannels, we wil iargel prospaclxvo Imemauonal studenis to study In Londen, Through the wabsite we will continue
to refer clean leads to London's univarsities and higher education ¢ollages,

Qur key markels will be China, ladia and the USA. In addifion we ivit also lecus on othor marke!s vith ellher growth polentiat or where London s
underrafrasenied, such as Nigeria, Saudi Arabla, Malaysla, ard Brazi, ;

tn recognition that lhe Internatiopal s{udent popuiatlon is sp%ut 16% undergfaduate and 64% postgraduaie ouy largel audjange. \:EH encompass both groups.

| 'and FE Inslitutions

London Is 1he viorld’s pre-entiaent academic cenlre, London & Parlagrs will establish collaborative relalionships across London's 40+ uplversities as well as
wiorking with these further education colleges In Londen delivering highar educatlon courses, In additien, we will contlaue working with the consortla of 60
English Language schoals in recogniion that they are both imporiant to London’s economy and a feeder route lo studylng at university,

Our primary relalionship vill be baséd on atlracling Intesnalionat students {o London. We vl also facilitate inlroductions between FDI cllonts and unlversitias fa
aroas such as graduale recruilment and collaborative research.

321 3 internahonai HE Instilutions R

n2012 therd wore moie Internatlonat students studying for UK qualifications ou!sida {he UK than those located In the UK. This trend, of UK universitles

eslablishlng ovarseas collaboralions with praviders in a sacond country, will comfnue [ondon & Parlners, lhrough [ts eslablished ovarseas network, wilt assist
overseas unlversilies o establish collaboralions with London based universitles, -

London & Partners will focus en high GVA priority sectors altéady mapped out In ths plan. siteh as IGT, fife sclonces, businessifinance whilst recognlsing that
London’s untversiles offer a varigd porifelio of programmes thal may fall oulslde our prioitiss,
3.2.2 Qljeclives

§. Relaln 1.ondon's posilion as the viord's no. 1 !nlema'llonal siudentdeslmahoa measured by sludeni numbers

9, Posillon London as the beslsludentdastinauon . lhe world lhrough onllne channels and targsled e-markeling

'10. Foster collaboralion bebweaen London's univarsiliss and fnleinalionai academk Instititions
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11. lilteduce London & Pariners’ FD| clisnts 1o ths <ily's univorsitios Lo foster collaboration and give them access {o Landon’s talent base.

3.2.3 Focused Markeling Actlivitles

Website, soclal media and e-marketin
Study London website and assoclatad $ol;
Events o
International aludent fecopllon al clly Hall in May 2012
Stakelwlctar receptl )

| hedla and targoeted e-marketing

'3._2.4.!3%15}11_9_'531_)9?9!9? k.

 opportunities

'Addfng valuo lo our Dlds for conferences by Involving London’s academtc base
lnlamatlonal Diroctora Halbwork

Facll!latlnu collaborailon amongst group of London universities who have agreed to markot lhumsolvoa undor a London Bran(t and
support promotional activitles In ndla, G . .
English Language Schools :
Supporting thelr overseas promollona[ e!{ods (hrough dovotali[ng thelr viel presoncowllh tho Study London slle

Wotkrnu with overaeas teams In India and China fo itlandify unlvarsity parlnom
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Linklng FD1 ellants wilh London’s universities
Fostering collaborauva research and graduate recrullmant

Go!labom!!ng wi!h the Brll{sh Councll

pramote the sector as ihought iaadurs Which vl stmngllwn f.ondon’s roputalion ovorseas ror helng at lhe romf;ont oftnnovallon

Explorlug opporunilies to aticact naw educatlonal providers to London -

Working willh GLA to identify bardars to ontry and exploring ways to overcoma these, Ioadlng to now prov!ders [uca!ing In London;
Aflgning With our high vatue sector focus

Reducing barriers to talont aftracilon
Providing ovidence base to support efforls to redice barrfors which ffnilt the Capltai’s abllily to altrast, relaln and develap talant

3.2.6 Milestonss & KPIs

cap
Numnl oulmach aven! in Baljing
Showeasing London fo Chinege bloggers (Internalional Divactors Notvrork)

Quarter 2 {.aunch of Chinese microstte and soclal media ¢campalgn
: Launch of India and US Sludent Ambassadors schemss {Infaernationat Blrectors Network)
Quartor 3 Stakoholder receplion

Alumnl outreach event (subject 1o Mayer's travel plans)
Review English Language schools webslie
Alumnl aulreach ovent in Brazil (subject fo Mayor's rave! plans)

Quarter 4 Alumnl outreach event (sublect to Mayor's travel plans)

Develop Study Londan plan post licanse pariod

Genarale an estmated £12.6 ntllon of addifonal GVA for the London economy
tricreass ilque Vsitors te 75,000 annually,

Diract GVA polential from addltional overseas students
Volume and growth of Study Lendon unique users and reflstrations
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Jncrease reglslrations to 3,000 per mo th

Votumo and growih of oversoas student referrals to London’s Highor Increase student referrals fom: an average. of 675 o 826 per month
iiducauon lnslllullons : .

3.3 Loading Visitor Dostination

3.3.1 Target Audience
To promole Lenden as the leading visitor desﬂnauon m wsl lerge!:

3.3.1.1 High value and addllfona[:ly

Wa shall direst otir public funded grant’ 168DU0S lowards high GVA agtivilles and will target International tourists rathos than d_omasllc tourlsts providing highar
lavels of spend which Is all addiignal {6 tha London and UK sconomy. We will Increase the reach and cost slfettivenass of our niarkellng activities thiough
highly targeled activity almed at spec«l‘ ke market segmenls and increasing use of digital and seclal media, We will ta;gat Entem_ llcnalfy s!gmf' cant major evonls
with the potenial (o ailragt !arga numbers of International altendees and provide widespread media exposire.
Wa récognise {hat domeshc tourists glve fower GVA returns, however where they might otherwise choose overseas focatlons los clty breaks there Is st soms
aconomic benefit, We \fill d|recl ne grant funds to this activity and wil operate anew. nmiodel fully funded with commsrc!al revenuo (pay per click).

3.3.1.2 Key markals. :
USA, Austiaita, Ga:many. l-rance. !laly. and Bpaln rapresent the fargest visilor solicce maikels fo Londen, They also sifef bast value for money in achleving the
most immadiais refirns and GVA. Théso maskels have excellent connectivity to London; have mature, establishéd oulbound fravel markets, and much fewer
barriers to enlry Lhan growth markets. Despita mace-economlc factors most of these audiancas also. maintal hbigh disposable lncame layels and conlinus to
have veryfavoureble exchange rates versus he pound, Howiavér, we il nead to menitor the posllion fn marke!s stich a3 Spaln and ltaly and remain agile to
allow for foon to shift fasaliices qiickly lo respond to any deteriorating acensmic conditions, .
Wa wilt also target Grazil, Russia, India and China, {BRIC markeis) which pose an imperlant long temi opposiumly Tor London and are experfencing rapid
grovith, ‘Howavor, We fiust recognise there are bardars {6 eniry (visa reslrctions, travel tims, alfine/route capacity, flight connecllons) whl viill phake felurns
stovver In'comparison with the visiler conversion from mora malure R

33.1.3 Key audlances S
To onsure high return on invasiment, in mature markets our mam iafget audiences are weallhy and mkidie income vistlors. In BRIG markois a key targat
audience vAll be high end (uxury} vlsltors To largel these we will promote good quality producls and services, If visilors exporience oxcalldnt customer seivice
and relurn home with a strong sense of welcome and a posiive fealing of valua for monay they wil acl as ambassadors amongst thels frilends and rotatives.
Anotiner koy audlence ase 55+ traveileis, The world's populauon is agelng fast and by 2020 moro than 20% will bé in 1his age grotp. This Is even highar (35%
to 55%} In our current key markels and Lhe BRICS. We wifl be adapling cur services and chovsing pariners accordingly, Although this is & medium (erm
objective, Iha shift must be slarted now and be operaled aloagside our other key fargels gfoups e o
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Wa will also ia{gel Enlematlona! uave]lefs \-mh # propensuy lo. ahend amajor¢ cul%u "Eor sporﬁng avenlhamessing the breadth and déplh of evenls vihich [eke
place In the cily.

Wo will use the appropriate channels lo reach our iarget audiences, For sonie markels Uﬂs vill e direct markeling through digital chennels, o!hers viathe
lravel lrade and for seme activily through our pariners’ existing routes to markel.

3.3.2 Objectives

Wae vill have the following objeclives:
i, Dallver £8m of additional net GVA fror major events for the London gconomy and & benefit cosl ratio of 5:1 from our markeling activities
influance International tourlsts in both core markets and those with skgnificant grovith poetential to visit London
Use cost effective and dynamic digital channels to Insplre visilors fo plan and book trips to London and 1o tura them inte advocales for London
‘Inciéase the reach and cost effaclivenass of our marketing aclivities theough greater use of digltal and soclal madla .
Infiudnce lous operalers, ravel agénts, alrfines and othar ravel internisdiaries lo selt Loridon and work in partnership to target consumers ﬁ%rectiy
Altract UK tourists wio might oihignwise choose overseas locatlons for gity breaks lhrough a fully funded commercial modal (pay per clisk) ~
AMtrack, grow and creale malos, inlarnationally significant evenls to bring new visilors and {o agimale the cily enhanclng its appeal ="~
Maximlsa \ho polential from Landon 2012 Games to brlng addstlonal tounsls (o Londan and addulional ma}or evams lo lha Olymm Park ami other vanua In

the poslgames pamd : . . ) ) ) T

3.3.3 Focused Ma:k_eLrng Acrm_ths_ v

visitiondon.com
“Offiolal website for London tourlsm informablen published in six languagos

Full site redesign, new tools and sarvices Includiag mapplng, custonor satisfacton and exit survays, commerolalised emall markeling and
new sitos In Russlan and Chineso

Develop capac[ty to lnnuence vlsllors o become advocales for London

Sochalmedia * 7 G0 : :
Enhange social media pmgramma, op!lmlso oxisting channels and Increase ongagement alming fo turn visnors Into advocat
Twliler, Qooglo+; YouTubs, Flickr, Bedo. Tost new channe!s such as Plnteresl
Search englne oplimisation (SEQ}

Expand our SEQ aelivity inte Interaational mazkets and fomlgn !auguages
Digitat Marketing to International vigiters - :
Pro.games Limitod Editton London » targetod lactleal activitles Jolnlly fundod with our
Diring-pames ~ highly Iar{;aled aclivily focused on iear-Londenf in.London audldnces to niaximlse occupancy and spend during {he
games

Post-games ~targetod tactical act!vlllos]olnlly funded by our partners to ensure London continuos to attract visifors and capltailses on
games-time axposure

Matel fundled aetivity
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y Md io!n!ty fundad marketing actlvily largotect at specifie matkel egmer ts (o tncrease reach and offociiveness by placlng |
‘Lontlon niessagos alongside spesific travel ofiers .

Convaiting vislors Into advocatea andl repeat visliors :
Frlonds and fanilly activitles fargeting lnlomal!onal s!udents, hualness tourism extouders

UK Digltal Marketing (pay per click funidéd) - !
 TYargoted campalan dilving tfa[ flc to v, bslio am! pay por click deals wlatch will fuily fund acuvlty
Major Evants Marketing : o :

Promots London’s Major Events offer lnctutllnu speclﬂca!ty marketing the new Olymple Park venuea (i conjunctton with OPLG} aml
working with major event planneis to Ilefp drlve yisitor numbers

Create virtual sommunily of evont goors ™ E ' o i
Bufld on LOCOG assels and seok fo crealo viﬂual communly that can he targelet to allond fulure ovonls. Thls asset will asslat alirac!lng,
growving and creallqg fulure jo venls 3

3.3.4 Business Davelopmenl

Travel trade actlvi
This is the key channol for BR!G markets, Reprasenlaltive presdnco in India and China, ¢ salos misslons antf everils for Brazll & Russla.

Addltonally travel trade actlvlty In 18 & Australla where high proportlon sllll book lhroqg__ lravol tfacla

Mobllo apps™
Third party collaboratfons to Increase reach and convomlon - pfovldlng aur data aud cnnlont lo davelopers

Bid for Intornationalmajorevonts - oo o e

Reviow oppoitunities against clear benollts framoveork, bid for Major Events, cooxdinallnu tho 2lly o!ror and managing cllent ant
stakeholdor relationships

Croate new major avent opportunities TR ‘ :
Réséarch, scopo and dovelop new majer evont oppoﬂunltles wilh a focus ol sportlng evenis and culluraE evon!s

Manage invesimontin events won - :
Work with evenis to maximise economls mlurne antt !donllry 10V oppor{unmes to re!aln OF (Irow evenls or onaiﬂo Ihem to return

3.3.5 Werking In Partnesship

VisitBritain & VisitEngland = T B
Providing content and Landon brand messages to VB & VE for GREAT and 20 12 campa[gﬂs ang olher markeling aoiivltlea. Goordlnalion
of dlgltal contont on wabasites

GCoordinating with GLA and othier organisations on Major Everits =
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Mafor ovents stoering group. mum aganey ovanls ca[endar. coﬂaboralion across TFL, Met Police, Lonclon ﬂomughs, vanues and ovonts o
orgailsers .

OPLC — - : = - e

Marksting and co-creating major avenls for the Park's venues on hehall of the clly and lovoraging oxlsung avallabto Iundlng

Tourlsn Partigrs

Working with full Tange Dforganlsations In the tourlsm Industry to shovrcase the Londaon offer, galheting and dissemmating market
fnlelilﬂenco S :

336 f.mas_loms”&" Pls

Quartar 1 Activale final phate of Lintited Edition Loiden
Quarier 2 Activate'games-time markelmg achvﬁles
Naw varslon of ¥ I

Quarter 3 Activate postg me
Decislons dus: 2“’ NFE. gamo (20&3}. NBA (20!3) and uropean Swimmlng (2018)
Quarter 4 New fanguage varslons of visliondon.com In Russian and Chidese” B

Direcl GVA potontlal of 11-12 targeted activity {reported on In 1213} Sequro an estimaied £ 18.6 milfen of additonal GVA

Oirect GVA potontfal of 12-13 targeted aclivity {roported on in 13.14) Secure an gstmated £17.75 mitlion of additional GVA
[_p‘us additional GYA from other activitles — visltiondon, com; so-cia[ media, iravel
del

Banofit cost ratlo from (argeted ltomal!onal programmes Deln.-e; & henefit cost (atio of 61 f;om International markeung

Prlvato sector funding and panticipalion In domestlc an lnlematlona1 » Levigage at least 0.9 millon of privale seclor parkdpaﬂon In ourfnlemalional

markeling aclivity ©.| maketing programmes ) )

Volunto andt giovith In Visit Londoen unique users and by orlgln | Beovdh In unique visitorg fren116,6m (6 20m

Visit London bookings and revenues . Groswevenuo by 16% (0 E700K - : R

Direct GVA potentlal from additionat visitors ) [GVA taégel 1o b6 sel fof Q3 and Q'I follovdng duw.opmem of moasuremen! e
o melhodology}

Direct GYA potenilat ofconflimad events Secure £8 million of addilional GVA for London by Increasing the number of

. discretionary events with slgnificant inlerational appeal
Humber of discrollonary sporilng and cultural events conilimed by scale Secure an events pipsling that will generate at least£100 mitfon In gross svent
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and potenllal value and speciator spendingin Lendon
[Additional viork requ!fed lo dewlop dear measure of additionality]

4 Leveraging the 2012 Gainds -
The 2012 Ganies fealura strongly in many.of our activitles as lhey present such a unlqus opgotlunily t showtase London. in lhls secuon we draw out and
highlight our pla:}s to !average ihe Games lo’ maxlmuna effect

4.4 Oi)jactlves )
1, Reduce ihe 1mpactof visitor displacement experanced by previous host cltes

Use the gadies to develop refalioriships with Internallonal business leaders, conference organlsers and Inﬂuenlral s!akaholders
Provide a world lass cily madia centes 1o up-welghl PR activily and provide content which reflecls our key messages aboul London
Follow up. ;elal(onshrps bwl!dunng lhe Games loIncreasé levals of FOI, business events, trads, major avenls, vmsitors and sludenis In the years fetloving

he ganes.

We wifl lake aclions fo allevla!e the Impact of visitor displacement experlgnced by previous host cilies, Koy to this Es me delivery of our Limllad Edition London
campalgn, alraady’ undenvay, fargeted at hringlng visitors to Loadon for oxparfences limited {o 2012. We il bié attively promoling Ihe cultural Olymplad,
London 2012 Feslival aad London Live. We will also continue to.communicats business opportunities related lo tha Games and its legacy to our FDI clients
building onthe 6,500 Jobs that have already been crealed front our 2012 business campalgns, - -

W will continie to bulld close ralationships with our trado delivery partaors (UKTI and Loridon Business Netwaik) and suppoit (he delivery of the Brilish
Business Club websita {o offér clarity around business oppostuniies snd evenls during the 2012 Games, ;

4.3 Durlng the Games

4.3.1 tiedia Cenlre
Woe are working with the GLA on  delivery of the London Medla Cenke and associaled content programms, This Involves:
Driving reglsiration of up {0 6,000 intarnational medla
Crealing and distibuling prognammes on Lundon s preparation and key cnty messaging content progfamme
Media services booking programinie
Coardination with range of key nalional stakeholders and 33 London boroughs
Through this agilvily wa will bulld strong relationships with key media to suppart lhe Increase in pfomobon of London in 2612 and boyond and drive Images,
siorias and messages lo global audioncas, B
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4.3.2 Hosling Pregranime
Wa will engage imernationial business feaders, confarence teaders and orgamdsdrs of major events during the 2012 Games and showcease ihe key assels of
London o these Influencers. Te do this we are teadmg, In colfabaration vith the GLA, on design and delivery of the Mayors husiness hostmg programme and
work with NOGs and sponsors. This Invalvas: : _ . '
Recrultment of 240 ln!ernauonal buslness legders £rom key markets
Greation and dalivery of progranime o sh so London's prop051LIon
This work will epabla us {o influence the messages thalslakeholders hear and to avolve perceptions about London In our kay markats

4.3.3 Sipport and leverage other Business aclivily across London

Wa will contioue lo promats the on ina Brilsh Buslness Club, a website created In parinership vith UKTI end London Business Network lo enceurags London
Businesses lo network during Games lime and feveraga the oppsriunitias o partner with international organisalions, We villt work closely with the GLA on
business content at London House facilitating partnering and business opporiunities for London businesses with inlésnational organisations Including declsion
makess frem Rio 2016,

4.4 Alter the Games

We will have a cloar plaa In place lo caplialise on media exposure to pdlential leisure visilors for the perlod Immediately alter the Games, We aro currenlly
working with the tourism Industy {o shape this plan. In additlon we witl be ready lo foliow ug all relationships buill during the games yith bustness; media and
vilder slakeholders, All business leaders on the Mayor's Business Hosting programme will have 1:1 meelngs within thrée months of the Games lo ideatity thoir
plans for expansion {o tondon,

Core o our post games activily vill be workiag with stakeholdars on proagtive aclnnty to promete East London, Wa il work closely with OPLC to opsuie the
suceass of the park through allracting majer events to its venues, businesses lo ils commerclal disbict and tourists to ils alsactions. A follow up digital
campalgn and a strategy for the fulure of the Chatrman's Club will ba develaped fo leverage Interest shovn by the spensorship communily and ather leading
husiriosses in the legacy of Olymple Park and raganaration of Easi Londar.

Wa will proniole the benefits of naw lransport inks that will open up opporlunitles for new business investment. And we will caplialise on the expertise and
relationshlpsvie havs devatoped threugh cur involvenient i the games 1o support fulitre major sporing, busingss and cultural events,

4.6 Milsstones & Kpls

Full registration of 240 guests on Mayor's businéss hosling prégramnie
Content finalised with ol speakdrs confirmed for Business Programme
Full registration complate for London Medla Cenlie o
Quartor 2 High quality business programma delivered to inteiriational business leaders ™7 - 7
Claar opporlunities and FDI oulcomes Kentified
London liedia Centra oparaled and contont programme delivered

Quarter 1
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Quarter 3
' “Spaaking ongagements in place 10 promote L_'dnd_on {o Infernational Business Conlerences
. ... .. 1Gonient crealed to showease London {\vi'lh_spa;i?fm focus on East London) using success of activily du ring 2012 Games
[ Quarter4 "} Legacyactivily programme for ulfising new database of journalists "~ "7 '

: Flrst FDI succasses fiom business programme announced B

-} Olymples media eentro: numher of registrations by counley | 6000 media registrations by [ ros from al least 14 key eveiseas markats
“| Bustiess engaged with Games-Ume programmas Engags vith sn additnal 300 globa! business leaders doring Gamos bme, Including vith 240
RE S ’ : leaders Lhrough the Mayor's hasting pregranime Sl
Sécure comiitmeals 1o figve busingss Invastment of expanskan 1d London from
20% of enteiprises represenied vAlnin 12 months
50% within thres yaars of the pragramme

Maxinilse busln‘ess; Inveard Nivestment and teade
epporunilies from the 2012 ganies

5 Doveloping Capacily & Capabilily of London & Partners -

6.y Ohjectives

As oullined Ja the Introguclion, delivery of this business plan requites a slgﬁi_ficanl change and differentialion 1o our previous ways of workiag. In order to make
(hls shift we naed to devalop tha capacity and capabllity of Landon & Paiters a3 London's officlal promotional orgenisation, Section §.2 sels oul the Koy ways
we viill develop our capabilitles, sections 5,3 and 6.4 set out haw \e plan (o raise addifional rescurces to enhance our core grant and ssclion 5.5 sels oul how
we will moplior and evaluate obr perfarmence. S S B : R

Our objsctives dre to! .

1. Develop London & Partners’ people and syslems (o Support & new way of working (hat Integraies ail promotional aclivitias, 1§ more lergate_d_an;i}_ _qs_f__s_s
- more efficlen! and effeclive communications and delivery channols o S
Signdicantly grow aur funding from private sector sources ~ralsing this {o £4.1m

Create an efficlent organisation with woild class systams which inyprovas its perforinance year-on-year ~ measurad by cost efficlency and peﬁo_rn}g_n_gg

againsilargats - o _
Implement a nove ad rigorous pardormance mornitoring ang evalpalion system based on GVA

Secure fof Loniton a new top level doma'n: - Dol London —~'and putin place plans to secure loag term revenue. .
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6 2 Ors}a 'aatlon Devolopment

5 2.1 People
The key aroas of focus to devalop sur paople to respond to the ambitious plans wa hava set oul aro:
Strategic leadership and management skills to lead the organisation through the changs requlred
A culture of cross-functional and maliix working that supporfs an lntegraled progranime of aclivilles
Our ability 1o Influence siakeholders and media sngagement thiough all {syels of the organlsation
Our approach lo paitnering, Wilh a focus on the abilities (o devalop strateglc parlnorships which can banefit London
Efficient use of exlornel agencles through procurement and supplier management
An understanding of our now targeting frantework based on delivery of additional GVA
To address these areas we have develdped a hollsiic HR slrategy with a padicular emphasis on learning and development

Dovalop our Ieadarshlp ani managnman! {lers Including t!lalr abliity to manage the chanuea lhat our new strategy and Ians roqu!ro i

Enhanclng koy akilis

Soctor spectallsms; partnership working, suppller management, Inﬂuonoing sk!lls am! madla {ralmng
Developlng malsix worklng and er¢ss funsiional leams - :
llwludlng }olnnd ) oh}actlve golllnig acr03s teams

6.2.2 Know!edgtg'& _§'?$lgn1$
The expart knoviedgs and informallon we have about London, lhe way wa share Ihis Iaformalion and communicate with our stakeholders s key lo ensurlng we
adapt our slrategy-lo changln ieumslances and Lo the successful delivary o[our pn!ans 1n addition vve nead lobs an offislent organlsalion and use
technology and systems effechrefy o suppord this- To o this ve will devalep:

Qur rasearch functon to effectively horizon scan compelitors and miarkels to kienlify opportuniifes and threats, develop compﬂ“iﬂg propositons and

disseminate Intelifaence to our pariners
Our kivowledge of Lenden's growth seclors laveraging our slakeholders experlise
RobasllT systems fo capluré and shase knovdedge and digltal platforms lo communicate \'alh our cusiomers,

i ¥
implement now and intagratod cuslomez Rolatlonshlp Management (GRM}, Inlfanot and digtfal plalforma

Effoctive uae of knowletge & Intelllgonce
Banchmarking ahd compolitor analysls, market segmontation and proposition development

Quality Management
Devalop our guality syatems and extend ISO accreditation across organisation
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We will {ake forward our developmenl areas as a caordinated programma of work. Tis will ensure thal v reshape London & Partng s_(o bafitfor purposs te
delivar our s!ratagy and business ;:-Ian and to become a word dass organisalion. o

Ouwe gmnt !undiﬂg is used lo inlervene in the maiket io address market fatlures whera we ean ba e!feclwe the intervention v/l bo value for money and i will
deliver he graates! retura on lavestment. We vl also ralse funds from commerclal agtivities and from partners and campalgn mateh fundars, Parner funds dre
‘primarily Used (o detiver ‘services fo partners which complament our publicly funded activiies. We also alm to make & return from paitner and oommercIal

} Wuslo supplament our grant lncome and deliver additional promobona! aclwities which benefil London as @ wholg. :

5, 3 1 Pértnershlp fovenue S
- Funds canldbuled by our padners form the largest propostion of our privale sector fayanue Qur partnsrs are nat only an Imporiant source of revenue, thay are
aléo pat of §Ur delive;y chain to clients and cuslomars across all of our matkets, as! vlding valuable Intelligance about thelr respech fnd mos

B, 3 L1 Our value proposmon :
Thrs yoar, London & Pariners has retainad the vast majority of pariners who watked jth our p:edecessor eiganisations,
Go]ng forviacd, vee viifl conlinue to demonstrate tho value we can bring lo parlners. We a6 also looking to strengthen our partner valua propos;ﬁon !mm the
opporlunitles presented by our broader remit as Londen's single promouenat agan By delivering (greater value, wa hope lo allract a grealar niny ro{
parinars Lo Join us in our work, - L
Spectfically ve wilk : n

Create unlgue opperlunities for London businesses to reach thele audlencos of Enlamaﬁonai buslnesses, visiters and sludents :
Implemént a Pariner Gharter which will set out clearly the benefits our parlaers will galn from their pactnership vith us e
Dellver grealer knovdedga, expeitise and Insighls aboul diséaraible trends In L.ondon and global markets and networklng opporlunities - &
Provide new parinership beasfils, such as use of the London visual idenhty and Dot London domaln nanie. L
6.3.1.2 Tourism Parlners
Tourism partners, whelher thelt focus Is on teisure of buslness visitors, typ%ca iy }uln London & Partnars as a route o markst. H[sny !ounsm partnars place a
slgnificant propertion of Ihelr alarketing spand with us, In relurn, they have fold us thal they wani lo be put at the centrs of the Longdon (ou;ism markal They
also valve opportuniu‘as for collaboretion and our markel insights.
Wa wilt continye to play this role and offer aur fourlsm partners first preference opportunities to conlribute to bids, campalgns and sates aclivitlss as weli as to
galn access lo cllents and networks, We will refiné our parlnership mode!, prowdiﬂg seMcos fioi the baspoke lo aulomated digital piatforms which defiver
value to organisations of all skzos,

53,13 FOI Pariers - R
Fereign direc! Investment parlners joln London & Pertaers In order to be part of the cltys oflar 1o {nward Investors and {6 work with us fo demonstrate (hal
London fs tha bast cily in the wosld to do bushess, FDI partners have lold thal they want acesss fo Investors and re!euai 0pportun|ues to help them to setup in
London. Tiiey slso value our knovdedge and insEghts Into market trands,
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We refinad our FDI parlner modelIn April 2011 and vill continure 16 Imjrovs It In the coming year,

5.3.1.4 Maldr Events Partners

MaJor Evanls' paitners provide Input Inte our prapositon for ntajor events and are an intogral part of the bid process. They wan access to major avenls
aiganisers and the opportunity te be part of the clty’s offering for majer ovents, We vill continue to develop lhese partaerships wh[ch provido funds and revenue
In kind and add new pa:lners vith adddional exparlise {6 anhanca the Londnn offer ) . ) )

[ /.1.6 Higher Edircalion

As part of our agrsament with London Higher we will not be launching a parlnarshlp schama for HEIs before April 2613, However. W 810 \‘.o:ktng wlm agroup -
of univarsilies on markeling overseas undsf the London brend and with English language schoels and we will be exploring addillonal opportunities smh the
sector,

531

artner agliviles

g g our proposition
implemait a Parnor Gharler anid allgning our businoss with our partners' nedds

Providé notworking, clusterlng and greater vrelbi!lty ami valua {or pattners on our websltos
Ratalalng olir padners
Delivet for our partners through our Relatlonship Team, provide rogular Information and quarlerly meetings

Attracling now partiers

Sales team deniongtrallng vakie wo can bring with fogus on altracting Plalinum partners

Meys listing category for tourism partners

Low cost listing !orlnduslry to Involve and galn conlribullon for Istinga and wab teaffic, widening oppomanmos for Imiuslry to work wilh
us and hanesflt fron pronsotional aclivlly .

Educational institutiong

Ingre ﬂmrs of HEls, FE collogos aml Languago SGliools laklng part In addilional markefing aclivilles

6.3.2 Commotclal ravenue
Wo have Idenlrf ed g number of opporlunities to increase our ravenus hase, both from growlng existing areas and from ney opporfunities.
533 Websue e
We already ralse s]gnrr cant advertising revenue from our extensive digilal platforms, We have reviswed out digital stralegy and Klentilfied a number of
opporlunitles 1o Incraase our révenua still further, for oxample, from Increased sponsorsmp and baok%ngs )
5,3.4 Otherravenus sircams
We are currently examinlng a nimiber of polenial additional revenue streams, including:

Merchandlsing using the London graphic device
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Revenue from equity buili in the London brand ; ]

Additienal lecaliens for our invéstor touchdowin $arvica (revenue in kind}
Additional private séctor secondess (revenue In kiad)

‘Faos for sarvices which go bayond addressing market failures
Oppariuniies fo sub-lease any un-ubiised spaco In our London office

"5.8.4,1 Commabrelal activities

Maxinilslng &

yisitiondon.com; studylondon.ac.uk 3 "

Increase advertising and booking revonue Including Implemanting shopping cart
Morchandlstng L o e HE g 8
Qualily ofitctal London produsts through licensing agreements -
Expanding Inferdationally durng tie yoar .
Rovenue In kind o
Touchdown — 50 desks provided ront froe to new FDI clionts. -

Secondees: anid tntemships from private sector; provision of yonies and othor services by partnors, overseas office {Sharighal) provided
to us yent free ) o s | i}

§.4 Dot Londen

The Lendon Top Level Domata {TLD) — Dot Londen — I3 & vary slgniicant promotional and income opporiunity from the end of 2012-13. |Ewill be operaled In
the public Interest and for Ihe beneld of London and Lordongrs snd we will work ¢losely with the GLA In developlag this'ep nity. [Lvili allovs Londoners,
businesses, communily groups and govermment agencles lo reglster website urs end use email addresses ending in Jondon, providing an asseclation with ‘the
bist big ¢ily on Earih. For example: (heatre.tondon, shopplnp.london, brandnama.tondon, youtnante.london. The London TLD will place London firmly on the
map as a plonsering digltal ity o L o
Leridon & Partiers vl contratt with an Inlemet Regisky Services Partnar {RSP) to deliver specialist technical Infraskeuclare and operalions. London &
Pariners v also vork wilh the reglstry services partner across a number of areas such ag the [CANN application, channel marketing, pricing policy, selos
slralegy, pramium name auclions. k B
The high-level objectives for 2012/13 include;
_Agpolal a Reglslry Services Parlner

Underlake preliminary marketing activity

Davaloping polley & procedures for Dot London

Secvie Dot Loaden for the cily o ] U
Woa Intend to st up a fully ownad aid Sonirafied stbsidiary company 16 apgly for and run the domain which il have lls own separate buslness ptan.

Paga 39l 52




LOND &N

&PARTNERS

6.5 Monltoring & Evaluating l’_é'ri[gr_i_i_lajit_':e

6.5.1 Qur approach

As & recipiant of public lunds, it Is vital thal wa measure and dameonsirate the economic impact of our aclivities and ours progress towards strategle obleclives,
To do this, we Intend to fmplement a new and rdgorous performance monitoring and eveluation system. We are surrantly working ith our analylical colleapuss
In the GLA to enisure the new systam fully complios with best practice™®, Howaver, theré are gaps In the avidance base and Inconsistancles in neasurament
approaches withla and across different activilles and business argas. We vall improve on this lo:

botier understand hovs que activilies can add lhe greatasl economlc valua through thalrlmpacl an the decislons of visltors, inward im'esmrs and overseas

sludents

meniior progeess lowards our aims and objectives, assess whether they are on target of whether any changss lo delivery are requlred
assess and demonstrate the impact aad vaiue of our activities to our publle sector and commoercial funding pasinars,
ansure Our fulurs fesource allocation declslons are fnrormed by the mostup to date arid robust evidence of where we can have (he grea!asl possxble

Impact end achleve e bast valua for money.

To Whis end we have alioady d
5.5.2 Summary palfomtanc )

on_lton_n_g It

v togelhera number of feasures vie fntend !0 track over line to assess our performanca and econon:k: conuibullon

Poslllomng Woﬂd Gapllal of Centro of Talentand 1 ™~ Leading yls:llo_'r - (_)rganlsalton and
London globally Business “Groativity . esiinaticn Operations
Qut Inpuls and " Rosourcas ard key projects
aclivilles :
Our conlbuitont to | Nead lo develop | Contestablo FDI Volume of oversoas Visillondon.com | Newbusiness, Commerdat reveius
Intarmedlato oulguls | “and implament projecl suocesses sluden! refedrals o reglstiations and Invaslntent and trade
{leadlag Indicators appropriate 1 (ncluding enhanced Loador's HEIS fovenues coipnilients
b ppropil i genérated Resource efficlency
measuzemant sca!g ““fj"mﬁ)g‘ ; R
methedotogy gt Yoo F Additional overseas | Private sector funding ' Detivery of Dot
and malics | seae studepls, thels | and particlpalion i 00f | podia conve T london
S e -estimated gross marketing achivities | | regisrations end T
. Nowé Internationial expepditures and coverage - .
lrade épportunities contribution lo GVA A ddmonal Inlernabonal 1age $kitis retention end
ond 1?:-[:?:: trado visios wolinis sni davelopment
thelr gsimated
contbution o GVA Stakeholder and
d'{ifonﬂur;nned pattner feadback
. discretionary ;
bustiess events, by Major speiing and

¥ Tha Green Boal Appraisal and Eva'abionin Govemmient snd ‘Tha Megenla Book: Gudanca for evaationt, HM Treasury 2011
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hkely scaloand -

cuitural ovents
Inleraliond delegate confned, by Bkely
" yblumes scale, spectalor
o velumaes and estimaled
-Estinated __n Io GVA
conlrbution to GVA i

The tmpacts and Out conlripu_ﬁéh {6,181 additonat Gross Value Added
outcomos af our Ouc gortbution fo enhance Londen's byend and repulation

acllvllies

The summary of our KPJs logalhar with targels is comalned in section 8, 1
6.5.3 Moniloring & Evaluation aclivities :

OQutputs and Leading Indlcators
Wo wili closely monltor Intermodiate cutputs and Ieadlng !nd
Koy Parformance Indicators
Wo wiil mopltor and report on our Key Performanco Indlea!ora.
slakoholdors, :
On-golng dala colloclion
Using our CRM system v will bo collectlng dala ‘ol an on going basls to support svaluation
Dovelop methodology to measure Impact of brajid activily

How methods and metrics to essess customor awaraiess and perceptions of London s hrand
porcoplions and on consequent hohaviourgideclslon making

Deyolop methodofogles to measure our additfonal economic contribution (GW\}
Agree commoi melhodelogy with UKTI for FDI sirccosses

Malhodology for major business, spoiting and oultural events

Meothodology for how Influgntiai the Study London and Visit London wabsltoa aro on ovoreoas student and visitor declslons

Impact Evalualions
We will cormmilasion oxtemal Impact ovaluauous to gsfablish the GVA generalod by our aclivities

4 for oach of our activities ..

Reports wilt o developed for the GLA, our Board, Executlve team and koy

. Iha imipact of our actlvities on those
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: Quartor

IGAN# Dot London application sut
Slalf éngagenient survey

Qqa rtor 2 CRAM Implementation complele afid new reporting avallable
Economic Impact meihodo!ogles davaloped for GVA and brand aclivitios
Quarter 3 Staff ongagement survey

Quarter 4 Incoma largals achieved
Stakeholdar salisfaction survey

. i private saclor sources

Costolficlency . Realsaving oI 5% ord:wehonary ovetheads

Employso ongagement ) L Empmyeu engagumeni score of B0%

Stakeholder fecdback Lo Stzkoholder salistaciion 80%

Client feedback o Chient sallsfaction 80%

Monltoring & evaluailon frameivork Embed a figorous manioring 8nd ovaluatin framewdtk across tha organisation to
o ; gng:gﬁr:gl:{t;gt!azssessmnt ofour parfo;manca 2nd econamic impacl ovar Ume

' Y s
Dot London Secura TLD for the ¢ity from ICANN
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6 Targets and Rosources

6.4 Sumniary Key Performance lndloators & Targots.

- | Tho volunie of media coverage vith key messapes £6 milion of adverlising equivatent value {AEY) por quarler {Q3 and
Globai[y : Q4 - post 2012 Gamss) and Increase of 5% v I
} massages by Q4" Ny .
: Worfd Caplial tor Diract GVApolenuaI of FOI project succosses a!hibutab __o London & Secure an eshmaled £60 mAen in ﬂddi GVA for Lendon
] -Bua!noss Parinats .
Direct GYA polential ¢f confirmed business avems alu{butabia to Secure an estmaled £20 meton of additional OVA for London
London & Parlers . ) S
London businesses viho have developed lhe!{ En!emaﬂoﬂal lrade 100 busnesses ™ g
a :
Cenlre of lalent & DireclGVA polemial fromy addilonal oveise_a X {udenis : Generals an estmated £12.5 m:lllon of addiionst SVA for the -
crgativily London economy
Leading Visitor Direct QVApolential of 11-12 targeted actrvity (repertad onln 12-13) | Secvro enostimaled £18.6 mﬁﬂon of addifonal GVA
Destination Diact GVA polential of 12-13 targeted activity repofted onin 13-i4) Sacuro an estimated £17, 75 mm,cm o! additional GVA {plus &ddilional
L GVA from olher aelivites)'®
Dxecl GVA polential of confirméd major avems Sacvro an estmaled £8 midion of add’ tonal GVA for Loiwdon
Leveraging the 2012 | Journaliss and Investors Infuenced ydth key messages 6,000 fournalists and 500 Inveslors™
Gamos R : ’
Doveloping our : :| Commerclal ravenuas Ralso £4.1m of :evenue‘!fpm'}i}fvale saclof SulEas
Capaclly & )| Cospetidency Roal saving of 5% of giscretionary avarheads
Gapability i S_lakeho!dar feedback Stakehozdar salisfaction 8075?'

Altdliéct polential GVA targels are astimations of additional GVA generated by aclivitas based upon existing melhodo!ogles and curient avalablé evidence base. Additlonal
work asdescribed in 6.5 vill be undarieken durlng the year lo refine thase melhodologiss.

s 1s @ measura of tha proportion of coverag which plcks up ourspeﬂﬁt ke mass

s gfeasly, Wa also measweramxab'ﬁwhch for Q2 2011712 was 5%

¥ This 15 the measwra that LIKTH use and wit b moasured by surveying businesses who take partin trads actities

Lodver marketing spend on Letsune Totrdsm kn 201213 b bigher evpecied bensfil cost fatios. Addtonal GVA Wil a's0 ba méasured for vistTordon.com and braved Urada engagement
P15 vl bo measiied by fournatisls aking content from London medFa tenitre and sunvey of lnvdslors mel dough 2012 gamaes tma evenls programaie
 Hteasurad theough stakehadar suvey i CH
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Income

Grant funding - GLA

Match funding

Gommaercial Income

Budgets cardad fonvacd om 201112 ¢ommercial rasones
Study Londonrasenes

Tolalincome

Expenies .

Poslilening Londen Globatiy
Reputation Managenent
Swategy

Totaf I

World Capital of Businsss -
Businoess Teurism
Forelgn Ditect Invostment .

Tolal

Cenlre of Learnlng & Creativily
Higher Education

Eeading VisHor Dastination
Lelsure Tourism

. " Major Events

Total

Leveraging the 2612 Games
2012

Operaling model
Commercial
Operations

Telal cosls

Cenlrsl unds for programmeas
Resonas ransfoar {proposed)
Nel

LOND®

EPARTHURS

N v

£000 £060
14,000
1,270
3,264
453
89
18,078 Funding
Resanuas/
Income CF Grant Total
£000 £000 £000 - £000
1093 .
723 o : R
1818 £ e ess . 1818
T 2380
i 2,851 S .
o 8211 410 4741 5211
453 4853 167 29 187 463
4,684
575
6,269 656 o7 4616 5,269
163 763 7830 763
863 a3 o 863
.. 3508 216 160 2,140, 3206
"17,.881 : '
1,000 204 98 1,000
495 495 495
0 4,624 552 14,000 19,076
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“8.2.1 Allocatiolr of finds held conivally
Nlocatlon ‘of funds for the canital pot will be made at the slari of each quarter:

Business unils seeklng funds shoutd produce a short business £a56 (fncludlng gbjectives, proposal, oulputs and oulcomes, deﬁverables amt timing,
benelifs and cosls}

Al business cases submitled .In the quarter will ba svaluatéd by Lhu Execulive {against the folioving Key criteria; conlribtition to dallve;y of ob]echves in
2012-13 businaess plan, value for money, efficlency of defivery, | maxlmlsing economic benefit)

Budget slga-off will be In fine wilh the procuremant and budget aulhorisation pollcy {e.g. with expenditure over £160K requiring the approval of he
Board)

Any item thatis approved which leadstoa éev{anca of mora than 5% of grant In each Head of Expenditure vl requlre lha prior app{ovm of the GLA
Business uniis may bid for funds al oiher Iumes o! the year vith the approval of the CEO'l these Is perceived lo be an excepuona[ buslness need or o
respond to a time critical opportunity

Itis anliclpated ihat the majogity of lha polwﬂl hava been allocaled by mid-year lo ensure there Is sulficlenl time lo delwer the actmly within the
remalader of the financial year, . :
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6.3 Stafling

The chart balow show how are stalf resources are allocated into loams As the buslness p!an above inu‘ica!es thero wul[ ba vary slgmhcantcross—working across
these teams 1o deliver our communications, markelng, sales and delivery activitles, The strongest example of this coltaboration Is during the 2012 Games,
vihen the ma]onty of our stalf wilt be daployad Into Games-tme roles,

Wa will roiew our slmciure after the Games lo ensure it continues {o be fit (or purposs to dalivar our siralegy and business plan.
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Risk area RIsK Identified - Probabilily - - HitlgaUon strilegy - Guerent status.
R1: External Increased Compstition AC Ensure that Epndon's offer and Comprehansive analysis
Market X peopositen ts wel bndersiood of compatiton developed
Cavse: Al areas of London & Parliers businass - and articidaled. aspado!strategy S
are vndes kcreasdd competition from ex3éting - - Engure maxdmum beviraga of the
and naw lotations, mamregmamhaur(is London brand end messagng to
seanas wnmwemeiother[mms make achleve pan-toadon wide
helrs moce allraclive, teandng and profile of London
'; N 8% avworid ¢y,
Risk: London’s relativa aliractivenass may ba. . . Enswe that London compeles od [ Bréand slrale-g; o
. G Hs sUong propositon, svpporled davkidp maximum impact
Impacl; Loss of tepudaton and awvasttat fer -, - by sweng tesearch and that of London beand
Landon - ' h ) o "regalv nolde™Is minmised. launchad Ey Hovembar,
- | Conversation
skraldgy {o backle visa
fssue
R2; External Evenis ranging ln seile !rom rleis BNOW, { ash MAW -2 Unlikdly - o} Develop Business COrsmuz . DR so and ko as al
Event clouds ta lerorst allick, conlaglous disease o e Planand test. z end of Oclober 11,
of failure In power, lranspon of olher ; | Go-otdnala fesponsd ! BCP plan davelopsd and
infrasteutiurt d rlng thi Olymplc games, | and partnass. - ] fediprocal amangiments
Contngancy In marketod budgel | | In placo with GLA
Causer Ad avenl wnh a s‘anw:anl impact on lotaspond to evert thatimpatls 1 "Crisls Communicatons
!Lo%dw :ﬁ guotsa?t-afr; a-dfer:a effatis on on égt{;i;m {"ms ;o London {o.0. . | end PR" strategy in place.
iy 11958 0ccurs fom Fme o Bine, ] voldanlc ashidie ° C o
Siflch on domeste 1AL g‘gfggggd‘“gﬁmudgo,“ tobe
Riski Thef s s What the erganisstion doss opportuntas ka counterbilante resenves Handing

nolt 1&spond QUthly £nough via commeonicatons
of cther 2ppropriale eclons, Also the risk that
the event affects Londen & Parners” abSly fo
operals elfectivery.

Frpach: the Wmpact of e evanlon London and
London & Parlners” dctviies may not be
minmised as far as possble. Polantaly citcal
impadi d2pendng on the nature o the eveat

the boss on orerseas audence
bigasred by external threals.
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Impact Potential loss of fundng and exsience.

&PARTHENRS
sk area Risk identified Risk Impact Probabilily Midgalion slrategy Current slatus
- : Qmer
Liz3 Relatlonship with key stakeholders Gl Davelop 8 comprehensivo Slakeheider
Stakehioldars 3 slakeholder strategy, managemem sbralegy
: Gause: Tho company has & rtambas of Regular mesting with key GLA velopad.
“slaticheoidurs {nar and continsng) with varols offslals and Frogramma of HOU with UKTl closate
rpeciations, menthly reporting in placa, spreement.
. ) Malalan chose Fa'son with UKTL Concem wWithn GLA
Risk: By not wisking B bua patneship with as B impfenents s new delivery abaint effectivenass of
staleholders London & Padikrs s vnabla bo méchan'sm and buld acloser agerky, Pesitly vq Mmectog
featss ils ambiions end bécomas working relatonship with deSvecry s'-nh Wayor on 8™ Feb.
Fscredledineilectun, sannu Contem expressed by
: . Laintain ¢lose Ealson wilh Visit Easl London
!m pact: Signficant as affects repulation andin PAlain as itbnplements Ré new Staxeholders, positive
extrema cotid atfedt funding and exislenca, strategy. meelng hetd lo dscuss,
S Pregress in aligring
slralefyy and resources
wih V8 and VE.
R4: Strategle Lofdon & Partnées Is not abla to demonslirate al Davelop an auvthorilative T etonontl evidents
tha case [nraad[mpaﬂ of its actlvitles etonomic evidama base hasbeénroviesedand a
""" Davelop a comaenmelhodology meveoning end
Cause Staeholdres are asidng o oopandsalion for eratuatng RO actoss Cove avaluation framenork
1o devet qreatés :-:onomsc vatud vith faisr actvities and agreg wilh GLA drafted.
rescincas than th pevious - Regt.éam eV padoimanta AR EConomie consuitant
agendes, Conknued pubto and pdvite sector with key slakeholders, has been relained o
Retufng 2 support are dependenl on a robust fédaw e economic
SCONOMEC Case for Lmdon & Padtiiefs” af.&ﬁﬁas. . casa for Intenvention In
AR key business aceas,
Risk: rewr methodology 18 net $een'ai Consultation with GLA
sumoeﬁb'y robust a5 1o demonsirate tha déar o the detas ofthe
economtc case fof London & Partie(s activites evalualion melthadology.
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Risk

Riskarea - | Riskfdenblied = . Teapatt-: Prabatility Mitlgalion shrategy : Currant slalus
RS: Strategle Daliver a sucsessful 20§12 programme and ™ Ensure suificient resowces afe Resowce planning
fegacy : focused on 2012 acliity e thala | undeowvay {or Games Ume
dlear plan fs i plase fof poil it roles identfied fos -
Cause.The:slsapossbmyﬂawwemtzeames Gamas Ume Lo harmass fegacy mast s1aff by end of
are not seed asasmssarﬁne;aw med’a benefits. Fe
shiows London In abad Eghi Ensuce LG s effectively profect !.'»eelmo( East London
managed by shafl with rélévant slakehoidters In Janmaiy .
RIsk.TrweIsansKmaLWshasasmmm oxpedance end réseHea, beped reasswethem
neg;nsinpa-tmlr»erematmamb( } Ensues sl coms plan (sinplate | abootLondon & Padnars -
London gieba'ty. 1o react 1o NeJalvo eventsipress focus oo legacy
storles. opportunities. . L
Impact: Therecocfdbeanegaﬁ-.-emwctm i Cdslswnspfogtmwh.
‘wisited, irvastor and studenl mimbars and our paca S
ablity to Jeverage the Games ciuid sWx:arAfy
<r s h
a6 AKS 2% Marginal implementatenof changss dus Hew strategy end
Operallonal TEmEEA to burneys panwid focus on key buslnassptannea:mg
. ’ : ar¢as bn edvance of ganies, Ay completion, -
Cause: The compdiyls tmp{cmera.oga new potential strudtural changas wii Iniplemesdation plan Wil
snaleg?andbus‘ness p’a et tha sanie Eme as be mada post Games. {focus on Highest pricntes
funning nemnal epirat ndg'eparing for Al stalf ere regudarfy rentinded andmnnﬁsng
2012 Gamss: - that "businass as usual is the dsrupbion.
lop priofity. o
Risk; The changa pfogfa'nmav..u-; s nassary Tha projesiiean assessesthe
fodus e blernal ectivles and demands on Impact of sy new atinvity on the

menzgément tmo, may lead W akss of bna and
attenton avalable for twsiness peiformanke
whichmay sulfer,

Impacl: Qbjectives for tha gurent year and for
2012 Games may et bs achigved.

business as i Is intiated
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RT: Flnanelal

Peivate Seclor inconté .

Cause; Privata seclorincome end Benafits n
Kind ar¢ imporant In crder (o sixynent the GEA
gl s prowidd va'ue for meady, GLA grant
selio drfgnpdyea;on year, Slakeholdars oapoet
rivala fondds 85 a proporton of B total to
ease.

Risk: A reducton i the fnancia
fecéived from parinets dua 1o Lha recession of

| reduced engagzment with London & Partnecs.

| 1nspact: reduced funds avadable 1o dpend cn
| programme activites of allocale foreseqves.
:| Fai

{o-mael slakehoider espastations.

feli

Dovelepment of révised

Focus on relairng 9
parbigrs viith a grégranimes of
buslness davelepment 1o retnit
new parlners,

Re-dafing the London & Paitness
olfaripiopositon lo ctarify the
erhanced added va'ue
geierated though the stng'e
ofganisalion

Creataand delfives ¢ 1
achivity that providas vavable
toutes fo market fof commercial
partads.

[HOpOsiLons for partneds
rfakea.

On lrack to generato

budgted anmal fome

with Larget fof padner

fenenals achigvad.
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7 What:we have achieved In year one
74 Pdlfqm_l_qn_go ngaing_l__o'_bjec(!ves and Koy Performance Indlcators
Wo have piformed well agalnst our abJectives and the key parfermance Indicalors agreed with the

1

Altracting and goneraling spend from nefit CosLR S
students and visitors - to be reported for feisure tavrism o targel sal Lintited Edilion London to
: markeling : be evaluated In 2012-13
- lo be jeponied for olher activilies once Mothodology developed
methodelogy developed for othar aclivitles -
Attracling, accelerallng and expanding Numbar of Inward Investment completions . 192 192 (forecash)
't moblle lavestmentinlondon = | Number of jobs created and safeguarded . 3401 4,500 {foracast)
Altracting private sector & other non-grant . | Addiional reseurcas aiiracted £3.1m £3.5m (forecast)
Tuhding IR T '
Mealntain or enhanco London's positlon in Ranklrig as deslinalion for inlernalional visitors | World no. 1 World o, 1 o7 no, 3%
loading rankings Ranking as destination for internalional stadents | Wortd no. 1 Woild no, 1
Ranking as destination for £#0! European fio; 1 Europaan no.1
Ranking as dastination for conferences & Woild top 10 New ankings due in May
. . avents : :
To he rocognised as a world clags Internsl and exlernal slakehoidar satlsfaction 80% Tl Clients = 83% T
orfjanigation “Stalf - 74% (Oct 11)
- ‘byellents ‘Stakeholdars ~ survey
-. Dbyslaft : : . o |'results Jn Aprl -
- . by stakeholders e et s L
To showcase the London hrand worldwide | London's global jmago an - :|'Nolarget set - | Showcased digitally, at 2
R ' B .| major eyants and trrough’;
-} partneruse . B

= Ewmmlor_su;\'ay lamedl{orq Kong f261, Singapoce second and London third, Hong Kong's visilar mumbers Inchuda visiters [roa ma'nland China and Singapors's vis2or numbers indude
Malaystan oitizens saivlg byl2nd, bothweve excludad in previous years. If Euromonitor had appted tha pravious year's methodology, Lenden woud have ranked 17,
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¥:2 Poarfonmance narrative

7.2.1 Integrating previous apaacles : - :
Despite a difficuit start for the organisation arising from Visit London antaring admiatstration, ve successiuily Integrated the thres previous organlsalnons lnloa
single organisation. Siaffs wore ansforred from Visit London and Think London under TUPE, & new high calibve Board put In place, assels gequired fromt the
administrators and a new brand and sel of wabsiles successfully launched. HR paticies were swilly harmonised and a new selof organisational valuas
daveloped o begla fo develop a singte, high performiag culture,

7.2.2 Malntalning _mgmenlu_m___
We have been successful In maialaining the momentum of key elements of the previous agencies and havae dellvered a stiong parformance over the fast 12
months. S '

A singlo sel of brand valugs and mossages and already detivered over £16nvIn advertising equivatent value (AEV)

Oyer 190 FDI projects 1o London genarating 4,500 Jobs Including 20 favesiments n Tech Glly

Cvor £100m of gross econemic valus from busmess meatings and events, up by 30%: on [ast yoar S
MaJor avents successes Inctuding 1TU Triathlon Wortd Champlonships and hélping London’s successful bid for the 2017 IAAF World Au:!aslcs )

Successfut Indusly ted lélsura marketing activily supparting a fecord year for tourisit spend In 2011 a

£4n1 of commerelal ravenue atlracted though paringrship schemas, sdvartising, natch funding and business fn kind againsta largetof £3. 1m
W have also been abls (o respond to new opgortunities for exaniple laking the fead [n praparng London's application for a new’ top levet domafn (Dol London}
and develoging & website 1o promote English Langtiage Schiools intemationaliy. .

7.2.3 Deliveting more for less
We hava delivared more for less, finding efficienciss and mose sifective ways of working, Qur overall cosis have been £3,8m lass that ihe previous agencles, a
figure vehich includes £2n of efficloncy savings.
We have ldentifled and oxplolied synergles across business areas. These Include:

Infagrated marketing, communications and PR activity

Harnessing the assels of Sludy London in working with pariness inferested In the student market

FDl teams In the US Introducing cllents lo our Business Touisn teams

Infreducing out Business Tourism team Into the unlvarsity medical sector for conlarence oppo;lunmes

Using our digllaf capabllitles 16 deveiop naw Businass Tourism ; FDI and Higher Educalion wabsites

Research sind inslght teams deilvaring suppor across the osgnnisnﬂon and the full range of client groups
We are now well placed to déliver evens more valus nexl year haviag undestaken oxlonsive ecornomic analysls across all our business areas to ldenbfy which
areas of work deliver tho mest bensfit to London,

7.2.4 Preparing for 2012 Clympics aad Paralymplcs

Wo have also maintained momentam In our work to lovorage the 2012 Games. We have coordinated an industey led response to the lhrea!of visitor
dlsplacement and Jauached Limited Edition London [n Seplember. Preparations for games-lime are on leack with teglstrations progréssing well for both the
London Medla Centrs and the Business Hosting Programme,
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