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Overview 

1. Introduction and research objectives

London is one of the world’s leading places to do business; however little research has been carried out into the individual business traveller market in London, as opposed to the organised conference and exhibition market. 
Visitors come to London on business trips from all over the UK and the rest of the world. Who are these visitors and where do they come from? How often do business travellers visit London? How do they plan their trips? Do they have any leisure time and how do they spend it? How much do business visitors spend and on what? How satisfied are they with the facilities of the area?  

Cross River Partnership (CRP) commissioned TEAM Tourism Consulting Ltd to undertake research amongst individual business visitors staying in the central London areas of the City, Westminster, the South Bank and Bankside to ascertain some of the answers to these questions. The research project involved 5 main partners - the City of London, Westminster City Council, Southwark Council, South Bank Employers’ Group and Visit London and was supported by the Greater London Authority. 

Nearly 900 business visitors staying at 26 different hotels across the study area were involved in the research and 35 hotel managers were interviewed.  20 representatives of major companies in Central London were questioned, including business travel agents and relocation companies.

2. The Business Tourism Context

In terms of trends:

· Over the past decade business trips worldwide have grown by 53%.  This has exceeded the overall tourism growth rate

· Business tourism is forecast to continue to grow with faster than average growth in certain sectors, such as conferences.

In terms of the volume and value: 

· Business tourism in the UK is worth £7 billion and generates nearly 30% of all Britain’s earnings from tourism 

· Business travellers spent over 53 million nights in UK hotels in 2005

· Business tourism in London is worth £3.2 billion

3. Key research findings

· Business tourism is worth approximately £1.05 billion of direct expenditure in the Cross River area – Westminster accounts for the majority of this.

· Business visitors spend between £100 and £400 per day, with an average spend of £218 per day 

· Most spending is in hotels – about £137 per day.  An additional £81 per day is spent outside the hotels in restaurants, shops, travel within London and leisure activities

· Hotel managers indicate that on average 80 to 85% of weekday bookings are for business purposes, with the proportion reaching 90% in the City area.  

· 37% of business visitors are from overseas

· Business visitors tend to be frequent visitors to London - on average, 38% have been to London once a month or more during the last year.

· Convenience of location is the key factor in determining hotel choice.

· Satisfaction ratings of facilities and the general environment in the Cross River area near where visitors stay are generally high 

· The Internet is the prime source of information used by visitors before their trip, with guidebooks and hotel reception areas and concierge important during the visit.

· 75% of business visitors have some leisure time during their visit but this varies from as little as 2 hours to as much as two days depending on the duration of visit.

· The majority of business visitors (68%) are likely or very likely to return to London for a leisure trip in the next 12 months

“It is great to see that the councils are showing an interest in business visitors at last – it is by far the most important part of our trade”  (Hotel Manager, City of London).

Detailed findings from the research
1. Spending

The table below shows how spending breaks down between different categories.  Accommodation is obviously the largest area of spend, but eating and drinking outside the hotel and travel and transport within London were also significant.

	Spend per night (24hours)



	
	All visitors 



	
	(£ per night)
	% 

	Accommodation
	137
	63

	Eating & drinking (in cafes pubs, restaurants, etc. outside the hotel)
	35
	16

	Shopping 
	14
	6

	Daytime leisure activities (e.g. museums, attractions)


	1
	1

	Evening entertainment (e.g. theatre, film, concerts) 
	3
	1

	Travel & transport in London 
	26
	12

	Other 
	1
	1

	Total 
	218
	


2. Business Visitor characteristics

Key characteristics of business visitors to the Cross River area taking part in the survey include:

· The majority (about two thirds) are  from the UK – about a third are from overseas

· Overseas visitors are  mainly from the USA, Germany, Netherlands and France 

· Overseas visitors are more likely than UK visitors to stay in 4 and 5 star hotels, apartments and in the City 
· 78% of business visitors are male 

· 61% are aged between 30 and 50, with 19% under 30 and 21% over 50 

· A small but significant proportion (6%) combine a business trip with a leisure trip

3. Frequency of visits to London

Business visitors tend to be frequent visitors to London - on average, over 50% had been to London more than 5 times in the last year with 38% having been to London once a month or more during the last year.

13% are on their first visit and 35% have been fewer than 5 times before.
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“First time visitors love London and are keen to stay on for the weekend and explore the sights.  Those who come every couple of weeks are keen to get home” (Hotel Manager, South Bank)
4. Length of stay

Significant numbers of visitors are staying for the majority of a working week, and reasonable numbers (9%) are staying for periods of over a week (with some staying a month or more).  However, about two fifths of business visitors stay just one night. The average length of stay is 2.2 nights
. 

	Length of stay 



	Number of nights
	% all business visitors

Base=879

	1
	40

	2
	18

	3 – 4
	25

	5 – 6
	7

	7 – 10
	3

	11 – 30
	4

	31+
	2

	Average
	2.2


Overseas visitors, and those who have not visited London frequently in the last 12 months, tend to be staying longer.

“Visitors from long haul destinations are the most likely to want to explore the area, visit famous places, go to the theatre etc.” (Hotel Manager, Westminster).
5. Reasons for choice of hotels

Business visitors choose their hotel on the basis of the convenience of its location for business purposes.  Other factors include price, a corporate account with a particular hotel (or hotel chain) and the quality of facilities.
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6. Sources of Information used by business visitors 

· 20-30% of longer staying visitors research information in advance of their trip on places to eat/ drink, places to visit, theatre / concerts, and shopping – the main source of information is the Internet 

· The majority of UK and short stay business visitors do not seek out information prior to their trip. 

· Business visitors are more likely to obtain information during their visit - nearly a quarter of visitors source information on places to eat and drink, and about one in six on places to visit.

· 50% of those staying 7 nights or more seek information on places to eat, drink, shop and visit.  

· The Internet is the prime source of information used by visitors before their trip, with guidebooks and hotel reception areas and concierge important during the visit.  

“ I don’t need a whole big magazine about London – just something I can stick in my pocket to help me go out and explore as and when I get some free time” (A business visitor)
7. Leisure time and activities

· About three quarters of business visitors have some leisure time during their stay in the area.

· The amount of available leisure time is directly related to length of stay.  Visitors staying one or two nights tend to only have a couple hours – often just the evening. 

· Those staying 7 or more nights tend to have a couple of days or more leisure time, and are more likely to undertake leisure activities.

· The most popular leisure activity is going to a restaurant or bar, followed by sightseeing or walking around.
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“Sometimes I only have time to eat and sleep in the hotel, but occasionally I have a couple of hours to spare and want to know what I can visit that is easy and nearby” (A business visitor)

8. Levels of Satisfaction with the area 

Satisfaction ratings of facilities and the general environment in the Cross River area near where visitors stay are generally high.
· Museums, galleries, and attractions were rated highly (although it is likely that in many cases these ratings were based on previous trips).

· Accommodation was generally seen as very good.

· Satisfaction with visitor information, restaurants and shopping was good.  

· Satisfaction with the environment around hotels was good.  

This is summarised in the following chart – the rating is out of five (five is very good, and one very poor).
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The majority of business visitors (68%) are likely or very likely to return to London for a leisure trip in the next 12 months.
Feedback from Local companies 

From the twenty interviews held with local companies who use hotels in the Cross River area for business visitors, a number of particular points were identified:
· Larger companies tended to use a travel agent and have a preferred list of hotels that they like to use.

· Smaller companies tend to book directly by phone or email.
· A variety of staff from within companies make bookings – no specific person or position has this responsibility.
· Most of the business visitors from overseas are travelling by air or Eurostar.

· When they are in the location, overseas visitors tend to either walk of use taxis or company chauffeurs.

· UK visitors are more likely to travel by train and to use public transport when they are in the area.

· The convenience of the location of a hotel is a key factor influencing choice.
“We try to use a hotel that is within walking distance of our office so people don’t need to worry about transport and have the maximum time for working” (A corporate client)
Feedback from Travel Agents

The sample of travel agents interviewed suggested that booking times are short, usually only 3-4 days in advance. The average stay of business visitors is 1-2 nights.  There was perceived to be a shortage of 4/5 star hotels in the City and Docklands areas.  
Business travel agents do not provide any information to clients beyond details of hotel and transport arrangements.  They do not provide suggestions for leisure time activities and are not particularly interested in becoming involved in this area of customer service.
Feedback from Relocation Agents

Relocation agents handle bookings from visitors who are coming to London for longer periods of time, often for several months or years, and they may use London hotels or apartments for a period of time before settling into a more permanent home.

These bookings are generally made a long time in advance, and often include stays for family or partners for some of the time.  The average budget for relocation bookings is around £650 per week for accommodation only.  The relocation agents provide their clients with detailed information packs including leisure opportunities, places to visit and sources of entertainment.  The partners and families of these visitors are very active leisure visitors while they are in the area, and the business visitors themselves are typically very keen to explore London and the rest of the UK at weekends. 
“Staff on long term contracts usually bring partners and families and want to explore London at weekends” (Relocation Agent)  
Conclusions 

· The majority of business visitors are satisfied or very satisfied with the facilities that they find in London.  

· A high proportion of business visitors are likely to return to the area on a leisure trip in the future. 

· Three categories of business visitor are the most likely to have some leisure time and be open to influence in how they spend that time, although these groups will often overlap:
· Those staying 3 nights or more

· Overseas visitors

· Infrequent and first time visitors

These account for about 40% of all business visitor nights 

Future Opportunities

Opportunities for leisure activities need to be carefully targeted and be:

· easily accessible, 

· manageable within a certain time frame 
· easy to book or arrange 

Hotel managers are generally keen to support the promotion of leisure opportunities within close proximity of the hotel, as this can also support extended stays and repeat bookings.

Familiarisation visits for front of house staff in hotels and other services can play an important part in encouraging recommendations for visits to evening entertainment venues or other attractions in the locality.
Regular research and monitoring of business visitors and their profile will help to ensure that the industry and public sector can keep pace with requirements.
Opportunities for networking amongst hotels, restaurants and other companies providing services for business visitors are considered very valuable.

For more information on Cross River Partnership visit www.crossriverpartnership.org
For more information on business tourism in the UK visit www.businesstourismpartnership.com 

This average is based on respondents staying less than a week.  If all respondents are included in the analysis the results are skewed by a small number of long stay visitors – the longest in the survey was staying approximately 18 months.
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