








Project scope & key objectives

Transport for London (TfL) is seeking a new
vision for the London Cable Car (LCC).

Identity partnered with TfL to create this vision,
underpinned by qualitative and quantitative
research.

The vision intends to see the LCC go from being
a transport mode, to one of London’s ‘'must-do’
tourist attractions and importantly, a
commercialised leisure attraction.
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Overview of project flow
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Phase 1 - Data analysis & benchmarking
Apr - June 2025

Data Analysis and Benchmarking

* Review existing customer research and
data

* Desktop research of competitor
customer experiences in London

* |dentification of target consumer groups for
creative development and testing

* Highlighted opportunities for improvement
and development

Feasibility and Concept Proposal
+ 5xkeythemed concepts, to include:
+ Visitor experience description

* Rationale for how it stands out in the
marketplace

* New brand name

Phase 2 - Feasibility & concept proposal
June - Sept 2025

Qualitative Testing

Quantitative Testing

3 x concepts were tested via 5 online focus
groups among key audience identified from
Phase | analysis (including existing and
prospective customers)

Established likes / dislikes or barriers to
concepts

Directional feedback for concept amendments
TfL required to be present for at least 1 x session
Amendment of concepts as per feedback

Ascertained likely intention to visit, based on
different concepts

Understanding of likes / dislikes

Delivered afinal prioritised concept to take
into development and presentation =
w

Phase 3 - Preferred option report

Sept-Oct 2025

Delivery of preferred option report:

* Include preferred option based on research
findings

*  Summary outlining lead data, findings, rationall
and estimated costs for delivery

* Supply of brand imagery / mock ups bringing
concept to life
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We defined the project scope, set key objectives, and
mapped a high-level timeline. The overall flow was
outlined to guide each phase and ensure smooth project
delivery and coordination across all activities

Project
overview
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An outline of how initial ideas were developed into concepts,
refined and ultimately developed into three final creative

routes. The shortlist was selected using clear evaluation
criteria, with each concept refined based on feedback and
feasibility to ensure a strong, coherent final creative direction.

development &
testing
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The research findings were developed using a blended
methodology; integrating qualitative insights and
quantitative analysis. Key findings and recommmendations
were informed by both data-driven patterns and in-depth
participant perspectives, ensuring a robust evidence base
and actionable outcomes

Research
findings
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Consumer insights and concept testing

framework

Intercepts and
Observations

Ethnographic
intercepts and
observations plus

VOX POpS

2 x Focus Groups

1.5 hours
Online

6 respondents per
group

/ Cover key stages \
(both ends of CC line plus
other)

Incentivise for videos
gathered ‘on board'

(to deliver to moderator at
other end) + gather vox
pops where possible.
Observe dwell time
before and after.
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Drivers and barriers to
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Experience (real and
anticipated)
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- evaluation, refinements
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An outline of the blended research methodology used to test
the creative concepts - encompassing both qualitative and
quantitative research over 8 weeks.

3 X Focus Groups

1.5 hours
Online

6 respondents per
group
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Feedback.
Refine
concepts

Quantitative

800 sample
amongst local

residents & UK
tourists

/- 15-minute online survey\
covering appeal of
names & concepts,
willingness to pay and
other KPIs to predict
likely success of all 3
concepts

Delivery
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Qualitative testing

Methodology

Quualitative phase of 'ethnographic' intercepts/observations and 5 x 6
person focus groups, with opportunity to tweak concept stimulus after
the first 2 groups. Groups covered included LCC visitors/non, consumer
age/life-stage, geography London visit type.

» Contextual understanding of where LCC fits into a London day trip
from home/on holiday

* Expectations of visiting LCC and where it does/not meet
expectations. Likelihood to recommend - why/not?

* Perceptions of non-visitors - why not visit?

* Reactions to and expectations of proposed name as an attraction in 3 key takeouts:
London
ik
» Ascertain response to 3 potential new creative propositions
*  Willany prompt re-appraisal, without risk of alienating existing visitors
* Do any have potential to propel LCC up the
* consideration set among competitors - ie more 'must do’
2.
Groups tested included:
* Day Tripper families
* Day Tripper adult only
* Overnight Trips families 3.

* Overnight Trip adult only

* International Visitors (represented by recent arrivals to the UK
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Establishing the new brand'’s positioning and value proposition,
defined messaging pillars and tone of voice. A revised visual

et identity, visitor journey maps, and environmental touchpoints
were created to ensure consistent brand experience across all
channels.
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Supporting
visuals &
touchpoints
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Expenses associated with implementing and developing
the new brand and attraction concept across key
touchpoints, outlining initial investment and ongoing costs
to continue to maintain and evolve the offering

Indicative
oroject cost estimate
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