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Destination City is the 
Corporation’s vision for the 
Square Mile to become a 
leading leisure destination

Destination City sets out a renewed vision for the City of London to be a 
leading leisure destination to drive sustained economic growth. 

As a world-class financial powerhouse the City’s brand is second to none. 
It is recognised as home to some of London’s most important cultural 
landmarks. 

Yet it lacks the wider appeal of other Global Cities when it comes to 
attracting more diverse audiences and the associated economic benefits 
they bring.



Global Cities are 
developing their 
leisure offer to 

drive demand and 
market share



Neighbourhoods 
in London are 

doing the same…



Their aim is to create desirable destination experiences. Data-led 
consumer marketing and innovative place making is attracting 
brands and investment…



At a time of fierce 
global competition, 
the City of London 
has a real 
opportunity. It can 
boost its 
attractiveness and 
create a self-
sustaining cycle of 
future growth and 
resilience…

attracts visitors

attracts business

attracts more   
investment

draws more 
visitors 

attracts more 
businesses

STRENGTHENING 
THE LEISURE 
ECONOMY 



In early 2022, Members agreed Destination 
City as a flagship policy. This vision was 
based on recommendations from an 
Independent Review…

It was led by competitor analysis and stakeholder feedback. 
Looking at the spend, focus, and ambition of other cities.

It pulled together and built upon existing strategies:

• Cultural Strategy 2018-22 

• Visitor Strategy 2019-2023

• Square Mile: Future City

Upon appointment of the Destination Director last autumn, 
priority projects were agreed. These will underpin the 
Destination City programme and drive its success.



Destination City will enhance the City of London’s leisure offer, increasing 
its appeal to existing and new audiences… 

PROFILE & 
PROMOTION 

ENLIVENMENT & 
VIBRANCY

GROUND FLOOR 
OFFER  

INFRASTRUCTURE 

Innovative & Inclusive experiences in public spaces and 

meanwhile sites.

Underpinning the consumer experience – accessibility, 
connectivity, wayfinding, safety, amenities, public spaces 
etc 

A diverse and unique mix of independent retail, leisure and 

hospitality brands. 

Destination brand identity, marketing channels, tourism 

and travel partnerships.

Footfall, 
Dwell Time 

& 
Spend 

Awareness, 
Consideration

& 
Bookings

TRANSPORT AND CITY OPS TEAM

ENVIRONMENT TEAM

DESTINATION TEAM 

DESTINATION TEAM 



Bringing more 
money to the City of 
London’s leisure 
economy through 
targeted activities 
that drive footfall 
and encourage 
spend… 

Indicative Programme Targets*:

• Footfall by 5% from a peak of 21m in 2019 to 22m in 2025

• Spend by 7.5% from £2.1bn to £2.25bn in 2025

*To be reset and ratified once the Destination Insights Programme is established



We are implementing the vision of the Square Mile as a world-class 
leisure destination through 4 workstreams within the Destination 
Team…

£2.5m budget to deliver the Core Destination City Programme 

PROFILE 
& 

PROMOTION 

INSIGHTS 
& 

PERFORMANCE 

COMMERCIAL 
& 

BRAND PARTNERSHIPS

ENVLIVENMENT 
& 

VIBRANCY 

Strategic Programmes delivered by the Destination Team 



1. INSIGHTS & 
PERFORMANCE



A data driven approach to Destination strategies, implementation and 
impact…

Objective: Build unprecedented data and reporting capabilities on Square Mile performance to power 
decision making, evaluation and investment.

Current Context:

- Fragmented data sources
- Limited data reporting capability 
- Targets set on data sources available at the time

Destination Insights Programme 2023/24 & Beyond (set baselines 
for all Destination Programmes):

- Square Mile performance data 
- Consumer demographics and profiling
- Forward trends and future turnover 
- Domestic & international tourism projections
- Economic forecasts and projections
- Benchmarking and target setting 
- Programme evaluation



2. COMMERCIAL & 
BRAND 
PARTNERSHIPS



A partnership led approach to enhancing the Square Mile offer and experience…

2023/24 Approach:
- Market Listening exercise to identify barriers and opportunities
- 3 Year Commercial Partnership Strategy: defining the opportunity, 

criteria, partnership packages, processes and evaluation. 
- Go-to-Market: prospecting, procurement and delivery 

Benefits:
- Audience reach and conversion
- Increased profile and credibility 
- Improved customer offer and experience
- Anchor for future brand partner opportunities 

Desired EOY Outcomes (baselines to be informed by Insights and 
Commercial Strategy):
- Secure 1 new major event partnership deal for 2024
- Secure 2 smaller scale event partners for 2024 seasonal activity
- Secure 1 -2  Pop Up / Meanwhile Use Partner Activations

Objective: Deliver the City’s Enlivenment Programme through impactful Brand 
Partnerships.



3. ENLIVENMENT 
& VIBRANCY 



Driving demand through innovative, inclusive and ‘Distinctly City’ activations… 

2023/24 Approach:

• 1 x durational ‘major’ event with value-add content partners 

• Support delivery of wider art and cultural installations and events 

• Build out new and enhanced programme of City tours and packages 

EOY Outcomes (baselines to be informed by Insights and Commercial 
Strategy):

• Grow desirability and demand – more reasons to visit throughout the 
year (calendar events, school holidays etc) 

• Increased perception, customer and stakeholder satisfaction 

• Baseline targets for new bookable products and tours 

Objective: Concept and deliver durational experiences that increase Destination profile, perception and 
performance… 



4. PROFILE & 
PROMOTION 



A customer-centric approach to Destination delivery and promotion…

Objective: Increase Destination awareness and consideration to reappraise perceptions and drive demand.

2023/24 Approach:

- A new consumer facing Destination brand and marketing channels
- Always On digital content production across ‘owned, earned and paid media’ 
- Seasonal Destination campaigns and calendar event marketing 
- Dedicated travel and tourism partnerships programme 
- Working with comms team to drive proactive press office 

Desired EOY Outcomes (baselines to be informed by Insights, 
Partner data and channel performance):

- Shift in customer perceptions – seen as a place for all
- Growth in audience reach and engagement
- Growth in destination awareness and influence 
- Growth in customer and brand sentiment 
- Growth in city partner satisfaction scores and referral performance 
- Growth in market share of voice 



2023/24 June July August September October November December January February March

Season Summer Autumn Winter Spring

PROFILE & 
PROMOTION

Brand Launch Travel & Tourism Programme Development 2024/25 Marketing Strategy Development

Always On Digital Activity*

Summer in the City Christmas in the City

DESTINATION 
EVENTS

Duckie Summer 
Fete

Bartholomew 
Fair

City Beerfest
Open House

LEARNING & 
ENGAGEMENT

Second Saturday @ Guildhall Art Gallery

The Roman 
Quest

Mudlarks 
Exhibition

Guildhall Art 
Gallery 

Exhibitions

Wren at Work - Wren 300

The Big City Treasures of Gold and Silver Wyre

External 
Partner 

Activities

Barts 900 Outdoor Exhibition Open House City BIDs Christmas Activations

Morph's Epic Art Adventure Trail

Corporate Queer Outdoor 
Exhibition

London Festival 
of Architecture

Unforgotten Lives Outdoor 
Exhibition

Sculpture in the City

Other City of 
London Event

Standard 
Chartered 

Great City Race
Cart Marking

London
Triathlon

Vitality Big Half 
London 

Landmarks 
Skyscraper 
Challenge 

Sheep Drive

Royal Parks
Half Marathon

Lord Mayor's
Show

Santa in
the City Race

London Wide 
Events

London Festival 
of

Architecture
Trooping of
the Colour

Pride in London
Notting Hill 

Carnival

London Fashion 
Week

London Design 
Festival

Remembrance 
Sunday

New Year's Eve

BRITS 
London Fashion 

Week
BAFTA

Oxford v 
Cambridge Boat 

Race

Celebrations 
& Holidays Eid Al-Adha

Summer Bank 
Holiday

October Half 
Term

Black History 
Month

Halloween

Bonfire Night
Diwali

Remembrance 
Sunday

Hanukkah
Christmas Day

Boxing Day
New Year's Eve

New Year's Day
Burns Night

February Half 
Term

Chinese New 
Year

Valentine's Day
Shrove Tuesday

St David's Day
IWD

Ramadan
Mother's Day

St Patrick's Day
Easter

*Events and content from key 
partner organisations, cultural 
attractions and the City’s 
leisure operators will be 
included within the Always On 
Digital Offer which will be 
informed by a content 
calendar throughout the year.



Developing lasting 
partnerships with 

key City 
stakeholders to 

drive our collective 
vision forward…





With internal departments working 
together to deliver the Destination City 

vision…



The Destination City agenda spans the Corporation…

Destination 
City 

Core DC: 
1. Analytics

2. Commercial
3. Promotion
4. Activations

5. Ground 
Floor Strategy

6. Cultural 
Planning & 

Development

7. Public 
Realm 

Enhancement

8. Signage & 
Wayfinding

9. Operations 

10. CoL
Communication 

& 

Reputation 

11. 
Performance & 

Evaluation

Innovation & Growth > Destination Team

Environment > Transport, Planning & 
Policy, City Operations Teams

Operations > Commercial Team

Corporate Strategy & Performance

Town Clerk > Corporate Communications,  
Corporate Affairs & Media Teams 

Strategy / Delivery Departmental Leads 



So we can be successful in attracting new and diverse audiences to the 
City of London, whilst retaining and building advocacy across existing 
audiences…

LONDONERS UK 
DOMESTIC

TARGETING ‘’EXPERIENCE SEEKER’’ 
MINDSETS – MOTIVATED BY WHAT’S 

NEW, CULTURE AND COMING 
TOGETHER…

NOTE: CUSTOMER SEGMENTATION 
PRIORITISATION TO BE INFORMED BY 

PARTNER DATA AND INSIGHTS 
PROGRAMME 



Demonstrating the value of the 
Destination City programme for 
years to come…

Destination City ‘Core’ Programme Performance 
Framework

Destination City ‘Adjacent’ Programme Performance 
Framework 

City Corporation Corporate Performance 
Framework



THANK 
YOU 
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