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Giles Bailey 
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• Director at Stratageeb Limited – London based 
consultancy. Assist businesses in strategic vision and 
innovation over last 5 years. 
 

• 18 years at Transport for London 
 

• 8 years as Head of Marketing Strategy & Integration 
 

• Worked in: digital start-ups, industry commentating, digital 
strategy & delivery,  smartcards, partnership development, 
marketing strategies, database development, scheme 
appraisal, tourism strategy…. 
 

• Prior to coming to London, worked in consulting in Canada 
 

• Graduated with Bachelor of Applied Science in Civil 
Engineering, Masters of Transport from University of 
Toronto and later Post Graduate degree in Marketing 
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1. The Story of Innovation 
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An Exercise 

What do you know about your city’s tourists? 
 
…..Your business tourists? 
 
What would you like to know? 
 
 
Consider re your home country / city? 
 
Discuss amongst your neighbours for 5 mins  
 
Report back in a 2 mins summary per group 



2. Tourism in London today 
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 A Success Story 

• London was a major visitor destination for decades. 
However, this success is greatly increasing 

 
• 30m visitor arrivals (overseas and domestic) 
 
• 17m overseas visitors (who tend to be the higher 

spending) 
 
• 40% increase in visitors in decade to mid 2010’s 
 
• Top markets for overseas visitors are: USA; France; 

Germany; Italy, Spain 
 
• The visitor sector contributes £36bn to the London 

economy and 700 000 jobs 
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• What is this? 
 
• What is its role in Innovation? 

 
• How has it changed the visitor economy in 

London? 

3. An Innovation Case Study 
Smart Ticketing 
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Smartcards have/ are revolutionising transport 
ticketing across the world 
 
Issues:  
 
• customer benefit; business benefit; benefits 

capture; operator risk  - technological, 
revenue, fraud, costs - operating, marketing, 
training; multi-industry partnership,…. 

 

3. An Innovation Case Study 
Smart Ticketing 
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Innovation across: 
 
• banking, payments, mobile devices, 

transport, retailers, regulators, sensing 
technology as well as required changes 
in customer behaviour. 

 

3. An Innovation Case Study 
Smart Ticketing 
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Examples of Smart ticketing include: 
 

• Oyster – London/ Contactless 
bankcards 
 

• Octopus – Hong Kong 
 

• Swift – West Midlands 
 

• Navigo – RATP in Paris 
 

• Bank card rollout in New York City 
 
• …….. 

3. An Innovation Case Study 
Smart Ticketing 



4. The Story of Innovation 
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An Exercise 

So, can data or broadly tech innovation 
reinvent the visitor proposition in your city? 
 
Consider its application in your home country / 
city? 
 
 
 
Discuss amongst your neighbours for 5 mins  
 
Report back in a 2 mins summary per group 



5. The Story of Innovation 
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5.1 Context 

 

• Change is constant 
 

• The Rate of Change is increasing 
 

• Competition can be intense from your known business 
rivals and unpredictable new market entrants 
 

• Customers are becoming more demanding, and more 
powerful 

 
• Government services are not immune, but at the centre 

of need to change 
 



5. The Story of Innovation 
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5.2 Definition 

“Innovation is the search for and implementation 
of realistic and deliverable improvements to 
business processes in an organisation that 
enhance measured outcomes.” 
 

 
Innovation should be driven by clear, strategic 
business goals! 
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• Innovation is not new, but has always been a 
constant of business. It has been occurring in 
many ways over the years across organisations 
 

• What is new is a convergence of business and 
societal pressures across a globalising economy 
forcing business to consider how they 
maintain relevance 
 

• An increasing number of businesses are facing 
irrelevance as a result of failing to adapt to 
these disruptive pressures 
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5.3 Is Innovation New? 



5. The Story of Innovation 
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• The visitor industry, like most, faces 
enormous challenges 

 
• It’s growing strongly 

 
• But, what are contemporary visitor 

expectations and experiences? 
 
• The market is globalising and competition is 

intense – for both leisure and business 
visitors 
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5.4 The Visitor Industry 



5. The Story of Innovation 
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• Large organisations are inherently challenging 
to manage and change. 
 
 

• They contain the resources and reach to 
create and deliver numerous innovations. But, 
identifying, harnessing and delivering them 
remains a challenge. 
 

• There are several models that businesses have 
used to harness innovation – internal / 
external 
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5.5 Large Organisations 
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Larger organisations have always 
absorbed competitors or innovative 
partners. The current trend is to absorb 
smaller start-ups to energise innovation 

V1.0     June 18 

5.5 Large Organisations 
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“Entrepreneurship” believes that innovation starts small and 
nimble and then grows. The current “Innovation Culture” 
cherishes the power of start-up to operate without the 
“baggage” – real or perceived of big organisations. 
 

V1.0     June 18 

5.5 Large Organisations 
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We are also now experiencing the concept of “Open/ 
Collaborative Innovation”. Rather than seek innovation from 
within your organisation or even your direct control, open your 
data, processes, teams, facilities, customer experiences and seek 
new ideas from a wider crowd. Hundreds of businesses now 
adopting the model for – disruption of markets, research 
&development, new markets development. This is a very new 
and still messy concept. 
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5.5 Large Organisations 
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• The growth of the “Innovation Incubator” is a means of understanding 
innovation, changing corporate culture, or sourcing  good new ideas. 

 
• Nevertheless, the digital age is generating very large companies with new, 

innovative business models. 
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5.5 Large Organisations 



What would be useful for your large organisation?  
What would be best for your SME business? 

 
• An innovation space 

 
 
 
 
 
 

• A hackspace/athon 
 

 
 

 

5. The Story of Innovation 
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5.6 Innovation Options 



The Visitor Industry is adopting many 
of these tactics and as, often, large 
global businesses trying to embrace 
innovation 
 
 
But the visitor industry is also formed 
of countless, small businesses…. 

5. The Story of Innovation 
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5.6 Innovation Options 



6. The Story of Innovation 
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An Exercise 

Does the visitor industry have inherent 
advantages / disadvantages in managing 
innovation and change versus other 
industries? 
 
 



7. London’s Visitor Experience 
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• London was “expensive” for the visitor – transport, 
accommodation, attractions 
 

• The experience was often deemed “poor” – food, 
weather, transport, accommodation, exhibition space, 
public spaces… 
 

• Attractions were too concentrated in the central area 
 

• Competition was increasing for other European and global 
cities for the visitor market – Paris, Barcelona, Vienna, 
Gulf cities, East Asia. 
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20+ Years Ago 



7. London’s Visitor Experience 
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20+ Years Ago 



7. London’s Visitor Experience 
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• The London Tourism Board had been in place since 1963. It 
had done much in a fractured landscape.  
 

• The Tourism Board was reviewed and then replaced in 
2003. 
 

• The new Visit London was a much more focussed, targeted 
and aggressive in its ambitions organisation. It was also 
located adjacent to City Hall. 
 

• Visit London, eventually subsumed in 2011 into London & 
Partners, operated explicitly in partnership with industry.  
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An Dedicated London Champion – London Tourist Board 




