
Know your customer 

Part of running any business is keeping an eye on market changes and global trends so that you can assess their likely impact. You anticipate the main trends. You work out what they might mean for tourism and for your business. You plan accordingly. This section draws from research into future possibilities that have been identified by the Henley Centre Headlight Vision and business forecaster Professor Richard Scase in his book Global Remix: The Fight for Competitive Advantage (Kogan Page Ltd. 2006).

Market overview

The experience is everything Your visitors won’t want packaged experiences that could be anywhere. They want to be treated as individuals, staying in places that celebrate a distinct identity through local events, heritage, culture, food and drink. 

Your visitors will share experiences with others, both in the destination and afterwards through peer recommendation (social networking) on websites like TripAdvisor, MySpace and WAYN.

London is ideally placed to capitalise on this. The city is full of tourist sites that are on every visitor’s wish list. We have an enviable programme of cultural events, historic buildings and a growing reputation for food. 

My London London means different things to different people. Visitors define ‘their London’ in diverse ways. For some, the city is cool, urban and stylish. Others see London as eclectic, quirky and a city where different nationalities come together. Some have a more traditional view of grand architecture, royal pomp and ceremony and names they’ve seen on a Monopoly board. 

Make your business stand out from ‘could be anywhere’ accommodation and provide visitors with a real London experience. You can do this with your hotel décor, your facilities and genuine customer service. Offer the ‘inside track’ of the best things to see in your area. Give help with directions and provide information about local restaurants.

“There is so much blandness and ‘clonishness’ that people who stand up and say ‘this is me’ and do it with a sense of pizzazz, colour and taste are precious to me.” Alastair Sawday, as featured on The Hotel Inspector, Five television.  

Overseas markets Visit London currently focuses on three principal markets - North America, Europe and Australasia. However, even though these markets will remain important, their share of visitors and how much they spend will fall by 2010 as tourist figures from emerging markets grow. We expect increasing numbers of visitors to come from India, Poland, Hungary and Spain. There will also be a significant increase in visitors from China after 2010. There is no sign of a revival in the market from Japan. www.visitlondon.com/corporate
Domestic markets The number of UK visitors to London has fallen recently. This is for a number of reasons. Low cost airlines make overseas short break packages very competitive. Other UK cities are benefiting from regeneration. Visit London focuses on two markets: city breakers and visitors coming to London for special events unique to London (e.g. concerts, sporting events, exhibitions). www.visitlondon.com/corporate
Special interest markets Visit London also promotes London to special interest markets including Kids, Youth, Gay, Green and Luxury markets. www.visitlondon.com/corporate
London’s challenges

· Increased competition from other UK cities. This includes aggressive bidding for cultural and sporting events that might otherwise have come to London.

· Visitors from the UK not reacting to the Olympic and Paralympic Games publicity until after 2010
· Showing London to be a responsible holiday choice when there is increasing awareness of the effects of flying on climate change

· Safety and security concerns about a city under constant threat 

· Perceptions of poor quality and high cost accommodation

· The strength of sterling and high levels of VAT making London a high cost destination

“London has got to compete on a global market with other destinations that are just as easy to get to. Not taking the issue of quality seriously may mean that visitors do not come in the first place, let alone come and then come back again.” Keith Richards, ABTA.
Key trends

1. Growth of the sustainable agenda By 2050, it is predicted that natural oil and gas reserves will be almost exhausted. The media increasingly feature environmental concerns. There is a wider awareness of climate change issues as well as the importance of recycling and using local produce. 

Tourism Impact. Tourism may be affected by new green taxes and more carbon offset schemes. Costlier waste disposal, water and energy will result in more efficient use of resources. There could be a move towards video conferencing. More restaurant and pub menus will feature local produce. International travel may suffer but with an increase in UK domestic holidays.

How can I benefit? You can find out ways to save money on energy, waste and water bills by attending a free LDA Resource Efficiency Workshop. Then seek advice and accreditation through Green Tourism for London. Both are available as part of the LDA tourism business support programme. (See Greening your business section for further information).

2. Changing social structures By 2026, it is predicted that almost one in four UK households will be a single person. High divorce rates are leading to increasingly fragmented families. Young adults are staying in education and living at home. There will be more women travelling as groups of friends and more single fathers with children.


Tourism impact. Travellers with high disposable income, no dependents and flexible in their holiday choices will become increasingly resistant to paying single supplements. Travelling with friends or extended family including grandparents will grow in importance. So will travelling in groups to meet people with similar interests.


How can I benefit? Quote ‘price per room’ rather than ‘per person’. Think about how your rooms can accommodate different types of family – not just two adults plus two children. Be prepared to be flexible with meal times.


“If someone arrives a little late for breakfast, we never turn them away. We will always serve them.” George Neokleous, St David’s, Paddington. 
3. Constrained lifestyles The 90s visitor was short of time. The 00s visitor is short of energy, is more demanding and richer. Their holiday choices are influenced by the opinions of other travellers on social networking websites. 

Tourism impact. A desire for shared experiences such as attending music festivals and major sporting events will grow. Consumers will spend to avoid inconvenience. A preference for simple, flexible and authentic offers will become commonplace.

How can I benefit? Promote activities that give opportunities for shared experiences e.g. events, festivals and sporting occasions. Promote them through your website and database to give prospective visitors easy-to-access information.

4. Ageing populations People are living longer than ever. By 2010, Europe is predicted to be the Senior Citizen centre of the world and by 2020, one in five Europeans will be 65 or over. Although physically ageing, people are keeping their youthful attitudes and influences.

Tourism impact. Older visitors will be experienced travellers and more active than previous generations. They will demand and expect high-quality products and service. They will have the time to take holidays throughout the year and will focus on experience rather than destination. The over 50s spend 40% more on taking holidays than the under 30s. Older people average five or six breaks and £850 spend per year. They are taking a more active role in taking grandchildren on short breaks and holidays.

“We have an ageing population of people who will become less and less able to do things as they get older. In ten years time you could have a much narrower market just by standing still.” Keith Richards, ABTA. 

How can I benefit? Think about the available space for luggage in bedrooms and de-clutter as much as possible to increase space and remove obstacles. Include accessible transport options on your website. (See Making your business accessible to all for more ideas.)

5. Emerging markets India and China together add 450 million affluent middle class travellers to the world’s tourism economy. In 2005, 61% of both Chinese and Indian visitors to the UK stayed in London. 

Tourism impact. The current market value of tourism to London from China is £53m and from India £107m. VisitBritain research shows that for most, London is synonymous with the UK. Market profiles reveal visiting friends and relations (VFR) is important. The main areas of interest for both Indian and Chinese visitors are heritage, culture, royalty and sports.

How can I benefit? Think about translations for your website information, menus and in-room information and emergency notices. Provide details of nearby places of worship and cultural interest. If your property does not provide, for example, Chinese or Indian cuisine, make some recommendations of local restaurants that do. Consider providing some basic training in languages for employees or employing staff with appropriate language skills. Consider foreign language newspapers and TV stations and in-room items such as slippers and green tea that will enhance the welcome.

Keeping up with trends  The Internet can be a wonderful source of information. However, keeping a constant check on all new trends and emerging markets is impossible without some help. Fortunately there are shortcuts. Sign up to receive free e-newsletters and let others do the checking for you. You can sometimes choose how often you receive the information - daily, weekly or monthly. For tourism-related news try the following:

· Visit London - www.visitlondon.com/corporate (weekly corporate e-newsletter)

· VisitBritain –  www.visitbritain.com/corporate (monthly e-newsletter)

· TravelMole – www.travelmole.co.uk (daily bulletin with up-to-date worldwide information on travel and tourism industry news.)

· Google alerts – www.google.co.uk/alerts (daily or weekly bulletin. Set up a search term for your business and receive a notification when it gets a mention on a website.)

Useful websites

www.visitbritain.com/research (Henley Centre Headlight Vision forecasts)

www.richardscase.com (Global Remix – future forecasts)

www.visitlondon.com/corporate 
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