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Q1 2021/ 22 summary

London & Partners has got off to a strong start in the first quarter delivering campaigns and programmes that will support
the long term and sustainable growth to the capital.

The highlights for the quarter are:

A Exceeding our annual targets for Business Growth, Business Tourism and Major Events achieving £113m GVA
in the first quarter against a mid-range annual target of £120m.

A Landing the largest FDI project ever handled by L&Pf r om one of Chinaés | argest digital
jobs and generating £32m in GVA.

A Launching the L eampagnbamgetihgdondonars and domestic audiences with early results showing
that audiences that visitors from outside London who recall the campaign are 19% points more likely to intend to visit
in the next 3 months.

A Winning the European Society of Cardiology Congress for 2024, the largest European medical convention
generating £8.7m GVA

A Completing the refurbishment ated Urio& Htréet onhueget witroarpdased returo tm e
the office from 19th July.
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Introduction:
2020 / 21 Key




Our methodology has evolved to reflect the new
strategy

Outcomes aligned to our mission
Our outcomes are externally audited, our methodology is public and amongst the most rigorous in the world. For the year ahead we will
report:

1. GVA: Demonstrating our economic impact defined as Gross Value Add (GVA) remains our key outcome which we will continue to
track and also report job creation numbers.

2. Income generation continues to be an essential outcome more so than ever as we need to ensure London & Partners is financially
sustainable.

We will also focus on Net Promoter Scores (NPS) as a measure of customer satisfaction i to balance our financial position,
outcomes and customer satisfaction properly. Although t hicaor. wonot

During the cause of the year, we will start exploring more qualitative metrics to reflect resilience, inclusion and sustainability. This is a
journey to identify what to measure, base line it and thereafter set targets for the future.

Exiting leisure and student campaigns means we will no longer measure social media engagements or perception as corporate
outcomes. Neither will we track indirect GVA from our student promotion activity.

With such uncertainty we are at this stage providing an indicative range target. We will therefore:

A As part of our quarterly reviews, we reserve the right to reforecast GVA

A Continue to track GVA and customer satisfaction lead indicators as per the approach taken in 21/22 which allows us to more
quickly detect if we are not on track.
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What we
measure

GVA TARGET

CUSTOMER
SATISFACTION
TARGET

INCOME
TARGET

/ 21 outcomes as

: . Partnership & London
High growth sectors Visitor economy
ventures Brand
Additional Additional jouriem e
economic benefit Client satisfaction economic benefit : Y Non GLA grant . No corporate outcomes
: ) satisfaction . (internal ) " :
of our (internal metric) of our . income . Project specific metrics
. . : . (internal metric)
interventions interventions metric)

Targeting additional economic benefit to London
of £98m - £143m GVA

Internally, we will use NPS scores to target interventions to address customer satisfaction where a Net
Promoter Score (NPS) is negative or neutral or drops significantly in year.

Targeting
commercial income
of £4m @ Group
level of which
£2.9m is tracked in
score card

For Internal Use Only — Not For Distribution



T 2021/22 SCORE CARD - Outcomes against target (by 8 July)

See next page for comments.

ENGAGI NG L ONDOROGGNOMIC BENEFIT WORKING IN
TARGET AUDIENCES: FOR LONDON: PARTNERSHIP:

_- Income

Above negative & neutral or

if a significant drop £98m-143m
2021/22 target <20% change and Mid range: £120m £2.9m
<5 points drop
Limited date i too early in
Achieved YTD year to conclude. £0.5m
2021/22 FDI & MIBP within £113m (estimate as accounts are to be
parameters finalized)
BGP may not be
% of full year 21/22 na 94% 17%

RAG
Based on % of YTD target Q ‘ ‘



Intro

We believe 21/22 will be another unpredictable year
with both Brexit and the global pandemic impacting
businesses. This makes it challenging to set targets
and we have yet again opted for ranges with the right
to reforecast later in the year if necessary.

Engagements

About this outcome: This is the first year we will track
our Net Promoter Score (NPS) as a means of
monitoring engagement. We have tracked NPS for
parts of the business for years whereas for other areas
it will take us the year to implement it and set a
baseline. The NPS score varies significantly by area
hence it is not meaningful to track the score per say.
The outcome we are tracking is for the score to be
above negative & neutral or if a significant drop
<20% change AND <5 points drop. Any of those
changes triggers mitigating actions. Also, tracking the
delta is only meaningful once we have a large enough
sample size e.g. most likely from the second half of the
year.

YTD performance: At this stage, here is an update for
those areas where we have data but it is too early to
make any major conclusions.

" Scorecard commentary

NPS data for

A FDIi within set parameters (e.g. green)

A MIBP i within set parameters (e.g. green)

A BGP i exceeds set parameters i with a 108% drop
AND 28 points (e.g potentially red if continues). This
is on a small sample. Verbatim seem to indicate
lower satisfaction with virtual delivery.

GVA

About this outcome: Note that Salesforce will go live
w/c 12 July with the refreshed annual trackers
which we estimate will bring down like for like GVA
by 5-10%. This system change is normally done at the
start of the year but was delayed due to other
SF/restructure priorities.

YTD performance: With £117m GVA against the
£120m mid-range target, we have had an
exceptionally strong start and nearly achieved our
full year, mid-range target. On a business-line level,
FDI, Business Tourism and Major Events have all
achieved the annual target.

Trade & Growth, with its expected linear increase, is
ahead of their pro-rata target and likely to also achieve
its annual target by year end.

Some of this can be explained by the Chinese
social mediawin (an L&P all time high at ¢ £30m)
and European Society of Cardiology at £8.7m split
over 2 years.

However, in addition there are several notable
multi-million wins (see p. 7 for details). The 12
months rolling pipeline is also strong with c.
£122m @ >50% probability (which is £23m
more than our £99m threshold for what we need

to be on track to deliver projected targets).

Income

About this outcome: Note the target featured
show L&PO&Ss
£2.9m and not L&P Group Level (originally

£3.8m but was increased to ¢ £4m as approved

has been

by Audit & Finance Committee.

update to

YTD performance: To date we have achieved
£0.5m income. The phasing of income is not
even through the year. Having validated the

forecast,t we r egard
but there are uncertainties.
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High Growth
Businesses




