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London & Partners’ last marketing 
campaign was an international search 
to find one lucky tourist to experience 
London like never before, as the 

capital’s Official Guest of Honour.  This was 
a city wide initiative involving ambassadors 
such as Professor Stephen Hawking, actor 
Jim Carter and ballerina Darcey Bussell to 
name but a few. It reached an audience of 
300 million and won several awards The 
challenge with this campaign was how to raise 
the bar and build on our previous campaign’s 
success: giving more lucky tourists, more 
magical London moments to capture the 
imagination of the world and turn inspiration 
into flight bookings. Visitor numbers typically 
drop in spring so we needed to have a 
campaign in market which provided concrete 
reasons to book a trip to London, NOW.

London is the world’s favourite city, filled 
with unparalleled history, music, art, culture 
and the Royal Family. You don’t just visit 
London, you become a fan. This spring 
we had more reasons to become a Fan of 
London than ever before. The Queen’s 90th 
birthday, Shakespeare’s 400-year legacy, 
Harry Potter the stage play and of course 
The Rolling Stones Exhibitionism. London 
was becoming the fan capital of the world 
and we wanted the world’s biggest fans to 
join us in celebrating. So we launched a 
quest to find them - 4 ordinary people with 4 
extraordinary passions. Then we surprised 
them by inviting them to London to make 
their dreams come true. Alex met The Rolling 
Stones, Lori acted in Shakespeare, Christine 
had a royal visit and the Johnson family 

became wizards for the day, in a series of 4 
documentaries that show why London is the 
capital of fans. The US is London’s priority 
market, given 75% of American tourists are 
repeat visitors to London, therefore big fans 
of the city, it made sense to launch the quest 
in the US. We found our 4 fans in key gateway 
cities: NYC, Chicago, LA and Ohio. As a 
membership organisation we worked with 
our partners Shakespeare’s Globe, Warner 
Bros. Studio Tour London, Historic Royal 
Palaces and Exhibitionism – leading tourist 
attractions to create the ultimate, surprise fan 
experience which provided the footage for 
our unscripted documentaries. To encourage 
bookings we partnered with British Airways 
and Hilton Hotels who re-targeted audiences 
who watched the documentaries online, with 
a book now message. Both partners also 
created their own thematic packages enabling 
all visitors to enjoy their own London fan 
experience. We also ran a competition giving 4 
fans the opportunity to visit for free with flights 
and accommodation provided by our partners.

The documentaries were hosted on a 
dedicated microsite on our own channel, 
visitlondon.com alongside articles and 
product listings – we even created a digital 
birthday card for the Queen’s 90th birthday. 
The competition allowed us to collect data. 
The documentaries were released to coincide 
with news events and travel patterns e.g. the 
royal film, 90 days before the Queen’s 90th 
birthday allowing time for bookings. Paid 
media placements included YouTube pre-roll, 
native advertising on Yahoo, third-party emails 
via Inflecto driving competition entry and 

Facebook carousel ads. Our owned channels 
and partner channels helped to maximise 
reach e.g. Warner posted the Harry Potter film 
on their Facebook page, reaching 73m fans. 
British Airways promoted their thematic fan 
packages on ba.com and the documentaries 
were broadcast inflight. Hilton created a 
microsite to highlight where the ‘real fans of 
London stay’; they promoted this to their 48m 
Hilton honours members across the US.

The marketing and media efforts led to 
5m+ views of the films (with a staggering 42% 
AVR rate - compared to 16-22% previously 
anticipated by Carat, based on a 90 second 
piece of content), 1.27m visits to VisitLondon.
com, and an engaged audience driving 
520,763 applications to win their own trip to 
London. The campaign’s PR activity generated 
media coverage worth £14.3m, with around 
2900 pieces of coverage - achieving a reach 
of approximately 400m. Within one month, the 
campaign was Hilton’s highest performing on 
social and revenue has exceeded investment. 
We succeeded in making our fans dreams 
come true, they told us: Christine, Royal fan: 
“we are still waking up from this dream, this 
has been beyond anything we could have 
imagined.” Lori, Shakespeare fan: “to be 
able to connect to a city with the playwright 
I love the most really was a dream come 
true.” Johnsons, Harry Potter fans: “we miss 
London very much, we talk of nothing else but 
returning.” Alex, music fan: “I had absolutely 
no idea what I was in for and the trip exceeded 
my expectations, leaving me smiling, inspired 
and ready to rock here.’ l
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