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1. Summary  

 
1.1 This report sets out information relating to GLA spending on its Promotion of London programme, 

focusing on the London brand. 
 
 

2. Recommendation 

 
2.1 That the Committee notes the report, puts questions to Daniel Ritterband, Director of 

Marketing at the GLA, and notes the discussion. 
 
 

3. Background   
 
3.1 In January 2010, the Mayor agreed that a new promotional strategy for London should be 

developed.1 The intention was to “create a competitive advantage for London” by stimulating 
inward investment and tourism. This would be achieved by creating a new “unified” London brand 
and by leading stakeholders around a “shared vision”. The GLA has said there is “a unique window 
of opportunity” to capitalise on international exposure in the run up to the 2012 London Olympics.2 

 
3.2 There was a grant of £500,000 from the LDA to fund the implementation of the strategy and the 

development of the brand. It was anticipated in September 2010 that the budget would be spent as 
follows (Appendix B): 

 

Activity Budget (£) 

Strategy and programme management 80-100,000 

Baseline research and ongoing tracking 100,000 

Brand development 100,000 

Brand activation up to 220,000 

Total 500,000 

 
3.3 A London Brand Steering Group was established and chaired by the GLA’s Director of Marketing. 

Membership of the steering group was to include “representatives from the key agencies involved in 

                                                 
1 Mayoral Decision 421, 25 January 2010 – Promoting London 
http://www.london.gov.uk/who-runs-london/mayor/mayoral-decisions/md421  
2 From the brief for the contract to develop a new London brand (Appendix H). 

http://www.london.gov.uk/who-runs-london/mayor/mayoral-decisions/md421


        

promoting London internationally who are committed to unifying their marketing and 
communications under a cohesive London brand led by the Mayor’s Office”.3 

 
The history of the programme 
 

3.4 Saffron Brand Consultants - the agency which created Visit London’s new logo in 2008 – was 
appointed to design the new London brand and associated promotional messages (Phase One. 
£100,000). Potential bidders for Phase One were informed that the new brand “may be used” by 
organisations including the Mayor's Office and the GLA, the London Development Agency and 
Transport for London.4 The brief was published in August 2009 with a deadline for submissions of 3 
September 2009 and an anticipated contract award date of mid-September. It said,  

This holistic brand positioning must capture the essence of London and resonate within 
business, student and tourist audiences – and Londoners – prompting a positive re-
evaluation of London as a destination of choice. It is hoped that London's new brand will be 
visionary, differentiating, challenging and something that only London and Londoners can 
own.5 

 
3.5 56 bids for the contract were received. A number of shortlisted agencies were presented to the 

Mayor’s Promote London Council (PLC),6 which recommended Saffron’s appointment to the Mayor. 
The Mayor’s decision to appoint Saffron was made at the December meeting of the PLC and 
confirmed in a mayoral decision signed on 25 January 2010 and published on 19 March 2010.7 

 
3.6 Goosebumps was later appointed to develop the “organisational brand hierarchy and rationale” 

(Phase Two, £35,000).8 There were three aspects to this work: the interaction of the brand with 
existing corporate identities; thematic branding for policy areas; and brand implementation 
guidelines to ensure consistency. 

 
3.7 A consultant was contracted to provide strategic direction and programme management services.9 

The Committee raised questions about his appointment in July 2010 (Appendix A) and received a 
response in September 2010 (Appendix B). 

 
3.8 In terms of brand activation, by September 2010 the Committee heard that the brand’s roll-out had 

begun (Appendix B). It had been used at the Shanghai Expo, the London Triathlon and the Host City 
Volunteers programme and was ready for wider use. In February 2011, approval was given by the 
Director of Marketing for two funding agreements with Film London.10 The following payments were 
made on 1 April 2011: 

1. £40,000 towards the creation of “The London Story”. The London Story was a film 
commissioned by Film London during summer 2010 to promote London to overseas visitors 
and businesses. The film has “been shown on-line and at conferences and trade fairs around 
the world”.  

2. £35,000 towards “London Creative Programme in New York”. This was a “series of events” 
which took place on 6 October 2010 at the 48th New York Film Festival to “promote both 
filmmaking in London and London as a visitor destination”. 

                                                 
3 Ibid, p. 2 
4 Brief for Phase One (included as part of Appendix H to this report), para 3.5 
5 Ibid, section 2.1 
6 The Promote London Council is a body of private sector representatives appointed by the Mayor to advise him on all aspects of 
promoting London. 
7 Mayoral Decision 421, 25 January 2010, p. 3 
8 Director Decision 358, 18 October 2010 
9 Director Decision 164, March 2009, and Mayoral Decision 569, April 2010 
http://static.london.gov.uk/mayor/mayor-decisions/docs/20100416-md569-David-Adam-Associates-Ltd.pdf  
10 Director Decision 354, 18 February 2011 
http://www.london.gov.uk/who-runs-london/greater-london-authority/directors-decisions/dd354  

http://static.london.gov.uk/mayor/mayor-decisions/docs/20100416-md569-David-Adam-Associates-Ltd.pdf
http://www.london.gov.uk/who-runs-london/greater-london-authority/directors-decisions/dd354


        

 
3.9 To track the success of the brand, a “brand tracking device” has been purchased at a cost of 

£25,000 (Appendix D). The device has provided a base position which can be tracked as the brand 
continues to be rolled out over the coming 6-12 months. 
Final costs of the programme 
 

3.10 Management of the London brand and responsibility for promotional activities have now been 
transferred to the Mayor’s new promotional agency London & Partners.11 The final costs of the 
GLA’s Promotion of London programme were £300,000, which was below the initial £500,000 
budget. The Director of Marketing explained in March 2011 that GLA spending on the programme 
was lower than expected because of its transfer to London & Partners and a delay due to the 
General Election in May 2010 (Appendix D). 

 
3.11 The Committee has been looking to assess the overall achievement of value for money through this 

programme. It has been provided with a breakdown of how the £300,000 budget was spent 
(Appendix H): 

 

Activity Amount (£) Notes added 

Phase 1 Saffron  100,000  Contract to design brand and promotional message 
(see paras 3.4 and 3.5) 

COl Charges 10,000  Procurement costs through the Government’s 
Central Office of Information 

Phase 2 Goosebumps  35,000  The Brand for London - Corporate, Thematic and 
Promotional Hierarchy project (see para 3.6) 

Baseline Perception GfK  5,500  Brand tracking device (see para 3.9) 

David Adam Associates  55,000  Consultancy costs for the provision of strategic 
direction during brand development (see para 3.7) 

Brand Promotional Film  40,000  See para 3.8 

Brand Activation in New 
York  

35,000  See para 3.8 

Market and Design  10,000  Unknown activities 

Total 290,500   

 
3.12 The Director Marketing noted that this left “£59,500 still available to spend”, which would result in a 

total budget of £350,000.  
 
 

4. Issues for Consideration  
 
4.1 The production of the new promotion strategy has been delayed. The Budget Monitoring Sub-

Committee heard that the strategy, which was due before the end of 2010, had been “a casualty” of 
the creation of London & Partners and “protracted conversations” with government about funding 
for economic development activities.12 It is now anticipated that the promotional strategy will be 
completed by the new agency.13 The Committee will want to explore the implications of this delay, 
particularly in relation to opportunities stemming from the Olympics. 

 
4.2 There have been questions about whether value for money has been achieved in the contract with 

Saffron to develop a new London brand. In March 2011, the Interim Director of London & Partners 
explained to the Budget and Performance Committee that the new London brand would be based 
on the existing Visit London logo – also created by Saffron: 

                                                 
11 Questions about ownership of the London Brand have been raised by Visit London’s move into administration. There are being 
examined by the Assembly’s Economy, Culture and Sport Committee.  
12 Assistant Director – Economic and Business Policy, GLA, Budget Monitoring Sub-Committee, 9 February 2011, transcript p. 5 
13 Ibid 



        

The best way that I can describe this is how you spell out the word London in all of the 
promotional material and collateral that is created for promotional purposes.  The project 
that has been led out of here for the last few months concluded that the best way to bring 
the word London to life was by using the existing Visit London typeface.  If you can imagine 
now what Visit London looks like, it is the London concept using that.14 

 
4.3 In order to assess what was delivered by Saffron against what had been commissioned and the 

budget for the contract, the most recent letter from the Committee requested the following: 
Saffron’s bid document; the GLA’s commissioning letter, including the activities and outputs 
expected of Saffron, by when and at what price; the activities and outputs delivered by Saffron; and 
the final amounts paid to Saffron for each phase of work and when.  

 
4.4 In addition, the Committee will be interested to understand the extent to which the new London 

brand is now in use. The intention had been for it to be used by several bodies within and related to 
the GLA group. These included the GLA and Transport for London which do not as yet appear to 
have adopted it.  

 
4.5 The Committee may also have questions on other areas of the Promotion of London programme. For 

example, in relation to the procurement of the Saffron contract; the costs of the David Adam 
contract; spending on perception tracking; past and future spending on brand activation activities; 
and the final GLA budget for the programme. 

 
 

5. Legal Implications 
 
5.1 The Committee has the power to do what is recommended in this report. 
 
 

6. Financial Implications 
 
6.1 There are no direct financial implications arising from this report. 
 
List of appendices to this report: 
 
The appendices to this report contain correspondence relevant to the Promotion of London programme, as 
set out in the table below. 
 

Appendix Date From To Contents 

A 28 July 10 Committee Chair Director of External 
Affairs 

Questions on the London Brand focusing on 
the David Adams contract 

B 08 Sept 10 Director of Marketing Committee Chair Response including some milestones and 
costings for the London Brand project 

C 11 Feb 11 Committee Chair Director of Marketing Questions on the launch of the brand, the 
costs of the programme and value for money 

D 21 Mar 11 Director of Marketing Committee Chair Response including final budget  

E 23 Mar 11 Committee Chair Director of Marketing Request for breakdown of brand budget and 
Saffron commissioning documentation 

F 11 Apr 11 Director of Marketing Committee Chair Response 

G 04 May 11 Committee Chair Director of Marketing Further request for information which had 
not been provided 

H 11 May 11 Director of Marketing Committee Chair Response including breakdown of £300,000 
budget and the Phase One brief 

I 17 May 11 Committee Chair Director of Marketing Request for more detail and Saffron’s bid 

 

                                                 
14 Interim Chief Executive, London & Partners, Budget and Performance Committee, 3 March 2011, transcript p. 24 



        

Local Government (Access to Information) Act 1985  
List of Background Papers:  
Mayoral Decision 421, 25 January 2010 – Promoting London  
http://www.london.gov.uk/who-runs-london/mayor/mayoral-decisions/md421  
 

Contact Officer: Tim Steer, Scrutiny Manager 
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