
THE LO:DOWN 1.0
2021 EXPERIENTIAL 

LOCATIONS REPORT
 

A DATA-DRIVEN ANALYSIS OF EXPERIENTIAL 

MARKETPLACE BEHAVIOUR

locationlive.co.uk linkedin.com/company/location-live-limited 37 Sheen Road, Richmond, England TW9 1AJ, GB



2

TABLE OF CONTENTS
Introduction 3

Industry Overview 4

Section 1: Inventory and Data Sets 5

Section 2: Searches 6

Section 3: Spaces Shortlisted 13

Section 4: Spaces Optioned 15

Section 5: Spaces Booked 17

Section 6: Campaign Drivers, Space
 Buying Value Metrics 22

Section 7: Campaign Lead Times 25

Section 8: The Impact Of Digitisation
 On Data 28

Section 9: Discussion 29



3

2021 EXPERIENTIAL LOCATIONS MARKET REPORT
INTRODUCTION

This report represents a landmark for the industry, made possible by 
the digitisation of the UK-wide marketplace by the lo:live platform. 
Launched in 2020, lo:live is the first digital platform where landlords, 
agencies and brands can conduct ultra-efficient and direct, end-to-
end transactions of experiential space.

lo:live captures real-time data to identify trends across supply 
and demand along with valuable statistics providing insights into 
how, when and where this activity was being implemented. lo:live 
also provided landlords a forum to give instant updates to the 
marketplace. Real-time location availability, coupled with smart 
filter options when searching for space, proved essential industry 
tools to navigate the unprecedented disruption caused by the Covid 
pandemic over the past 20 months. 

The 2021 report extrapolates key metrics from the lo:live platform 
to help the marketplace plan brand activation campaigns more 
efficiently through 2022 and assist landlords to optimise their 
inventory in response to demand. We will additionally provide a 
consumer survey in mid-2022 so the industry can assess whether 
experiential campaigns are correlating sufficiently closely to 
public perception and prevailing demographics. This aim is to help 
landlords, brands and agencies validate their ongoing strategies 
and recalibrate campaign planning.
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By Neil Jones, CEO of Location Live

INDUSTRY
OVERVIEW

‘2021 represented a continued challenge for anyone associated 
with the experiential space industry, as the continued disruption 
from the Covid pandemic and the lingering suspicion of more to 
come, made long-term planning perilous. 

The euphoria that accompanied the eventual lifting of restrictions 
in March made decision making for summer experiential space 
no-less challenging, as pent-up demand for brand activation 
campaigns put pressure on landlords to adapt their inventory to 
new operating and social distancing protocols to meet sudden 
spikes in demand. 

Those on both sides of the space transactions initially had to rely on 
intuition or past experience to plan and implement brand activation 
campaigns, but in many cases, they soon learned the marketplace 
had changed. Geographic shifts saw the ‘safe’ indoor locations in 
big city centres subordinated to regional open-air campaigns as a 
‘hyper-local’ trend emerged. Brands sought experiential locations 
closer to consumers and there appeared a surge in local outdoor 
events where consumers were more confident to gather in numbers 
and where social restrictions permitted marketing. 

As a result, brand activations branched out of indoor malls to town 
squares and local high streets, regional food markets, beaches, 
promenades as well as other outdoor business hubs. Budgets were 
split across numerous out-of-town locations as campaigns went 
rural using multi-locational consumer touchpoints to creatively 
use spaces previously under the radar or never activated before. 
Regional landlords were the beneficiaries if they could infrastructure 
their assets sufficiently quickly. 

As we processed the real-time data emerging from the lo:live digital 
platform, what became abundantly clear is that the notoriously 
slow and cumbersome process of planning brand activation 
campaigns in pre-Covid days didn’t translate well into the new 
environment, where decision-making time, along with manpower 
available, were both significantly reduced. This also highlighted the 
importance of landlord engagement with the marketplace to keep 
listing information up to date; here the lo:live platform proved its 
worth and acted as a forum for broadcasting real-time updates.

Covid obviously has a few tricks yet to play as we head into 2022. 
Marketplace volatility is set to continue, so quicker, better-informed 
and ‘data-led’ decision making coupled with marketing agility 
and technology will be the watchword for landlords, agencies and 
brands alike.’
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Data was collected from the lo:live digital platform 
on a real-time basis throughout the year across 350 
distinct locations UK-wide which offered more than 
1,000 experiential spaces bookable for durations from 
single-day events to multi-week campaigns. 

SECTION 1:
INVENTORY AND 
DATA SETS

lo:live Listed Locations by Type

City Squares - 33.5%

Retail Centres - 22.2%

Transport Hubs - 11.3%

High Streets - 8.9%

Festivals - 8.1%

Business Hubs - 5.2%

Green Spaces - 3.6%

Beachfronts - 3.2%

Markets -  0.8%

Event Venues - 3.2%

The annual inventory value of the portfolio being analysed was 
over £400 million (live and in preparation for bookings) which 
served as inventory for over 800 platform users, providing us a 
broad-based sampling for analysing industry behaviour. 

In excess of 30,000 space searches were logged and linked 
to the planning of 350-plus experiential campaigns, resulting 
in almost 1,500 final space ‘shortlists’ (including recurring 
locations). Over 500 agencies were engaged with the 
platform, reading like a ‘whose who’ of the UK experiential 
sector, plus a number of new market entrants linked to large 
brand accounts. 

The data from the lo:live platform was then cross-referenced 
with information on user type, regional demographics, space 

size and proximity demand, search-to-book conversion ratios 
and campaign lead-in times. We also mined the data to give 
us valuable insights by industry sector. 

Approximately 60% of the listed inventory was outdoors with 
40% internal, a split which remained remarkably consistent 
through the year as inventory numbers steadily rose. City 
squares and retail centres together constituted over half 
of total inventory, with high streets and transport hubs 
accounting for almost a quarter of listed experiential space. 

Landlords of large outdoors civic spaces had to adapt quickly 
to rising demand and soon found themselves at the forefront 
of the industry revival when lockdown rules eased, in what 
had otherwise been a stuttering start to 2021.
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More than 30,000 experiential space searches were 
analysed through 2021. The lo:live platform provides 
users with a full suite of search tools so that spaces can 
be filtered by a raft of parameters, from consumers 
demographics to physical location attributes and 
infrastructure, footfall, proximity, and rules of use. 
These provide clear space demand tell-tales and 
proactivity waypoints for landlords to respond. 

SECTION 2:
SEARCHES
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SEARCH NUMBERS BY SEASON
Search numbers exploded through March with the next 
three months seeing approximately 35% of the year’s total as 
campaigns were being planned for peak summer months. A 
summer plateauing of activity was reinvigorated in autumn 

with a tapering-off thereafter. The year’s predictable seasonality 
was overlaid with initial lockdown uncertainty and then a spring 
easing of restrictions which amplified the trend.
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Teams of 2-4

Teams of 5+

76%

14%

7% 3%

lo:live Users by Type

Creative Agencies

Brands Direct

Others

Media

COMPANY SEARCHER DEMOGRAPHICS
Some 40% of those engaged in searching for space were 
single representatives of a company, while the remaining 
60% was broadly equally split between 2-4 team members 
and larger teams with 5-plus staff conducting searches.

As the year progressed, we witnessed a gradual shift from 
the single company representatives towards larger teams 
involved in the shortlisting- optioning- booking process 
which was itself an encouraging trend as agencies engaged 
with the lo:live platform more widely as it established itself 
as the industry standard planning tool.

It also suggests a broadening in the training and 
preparedness across agencies and brands in the search for 
experiential space, which is likely to be, in part, a result of 
an ‘all-hands-on-deck’ response to the Covid pandemic in 
both lockdowns and relaxations, as evidenced by spikes in 
searches and listings. 

Media agencies, events companies, and venue finders 
represented over three-quarters of searches for experiential 
space, but brands also began to engage directly, and 
freelancers also entered the arena on behalf of clients. 
Almost 25% of searches were conducted by non-agency 
teams or by single representatives.
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INTERNAL VS EXTERNAL SEARCHES

SEARCHES BY LOCATION TYPE

We analysed a range of filters used to cross-check inventory 
searches and clear trends emerged, the most notable being 
the shift in demand to outdoor spaces which represented 
85% of demand. Clearly this was a response to the Covid 

pandemic and the requirement for social distancing, 
alongside the prevailing lack of consumer confidence to 
gather in crowded inside venues.

Indoor retail centres have always been go-to locations for 
brand activations due to a guaranteed steady footfall. But 
in 2021 interest in outdoor spaces at malls and city squares 
increased and captured almost 55% of total search activity, 
with other outside locations at festivals, high streets, and 
green spaces all performing well. The shift outdoors required 

something of an uplift in campaign creativity and the 
willingness to consider locations under the radar and never 
activated before. The innovation manifested itself in some 
memorable outdoors roadshows and weather-resilient 
brand engagement designs.
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SEARCHES BY LOCATION PROXIMITY

SEARCHES BY LOCATION SIZE

Proximity factors give us insight into the mindset of campaign 
planners and, in turn, their perception of consumer desire and 
comfort zones. The proximity to food and beverage outlets 
dominated demand with almost a third of all space searches, 
followed by the proximity to leisure and general retail (25% 

shared almost equally). Because campaigns through 2021 
were dominated by an interest in F&B activity (see SECTION 
6 below) this proximity requirement is unsurprising and 
correlated well.

As far as the sizes of space demanded, almost 80% of searches 
fell in the ‘large’ category (8 x 8 meters and above), with 
medium spaces (4 x 4 to 8 x 8 ) representing 12% of searches 
and smaller spaces (4 x 4) just 9%. While this is partly driven 
by lo:live’s positioning as a tool primarily for high-end brand 
experiences which typically involve significant productions 
and the need for larger spaces, it has undoubtedly been 

exacerbated by Covid-19. The move to outdoor spaces, which 
tend to be larger and more flexible than indoor, also allowed 
creatives and producers alike to think bigger. Especially 
where brand ambassadors were interacting directly with 
consumers, more space provided higher engagement 
confidence levels.
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MOST REQUESTED SPACE INFORMATION
lo:live enables searches to be refined by more than 20 
key space characteristics, such as rules on alcohol serving, 
power supply, vehicle access, water connection, capacity and 
information on Covid regulations, to name but a few. These 

were and remain valuable demand indicators for landlords to 
take note of when planning infrastructure and configuring 
spaces by publishing real time updates on lo:live.

Because 2021 was dominated by F&B brand activations (see 
SECTION 6 below), it’s unsurprising that clear access to rules 
on alcohol serving and consumption were the most de-
manded.

Second was the availability of on-site power which general-
ly speaks for itself, but there was a trend through 2021 for 
brands to replace static pop-ups and displays built on site 

with customised vehicles which converted to display units. 
These required both a dedicated power supply along with 
vehicle access, which became the third most important 
search filter. It’s worth watching to see if this vehicular inno-
vation represents a new ‘mobile efficiency’ in brand activa-
tions and whether it’s set to stay. 

0%

5%

10%

15%

20%

25%

30%

35%

Alco
hol

Power

Veh
icl

e a
cce

ss

W
ate

r

M
usic

Secu
rit

y

Cap
acit

y

Connec
tiv

ity

Covid
-19

Flexib
ilit

y

Most Requested Space Information



11

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Alco
hol

Auto
m

otiv
e

Charit
y

Educat
ion

Fash
ion & A

cc
ess

orie
s

Film
 & M

usic

Fin
an

ce

Fin
an

cia
l S

erv
ice

s

Food & B
eve

ra
ge

Hea
lth

 & B
eauty

Hom
e & G

ard
en

Seas
onal

Sports
 & Leisu

re

Tec
hnology

Util
itie

s

Campaign Sector by Hirer Company Type

Agency Brand Freelancer Venue finder

SEARCHES BY SPACE HIRER COMPANY
Dealing with space restrictions plus usage parameters, 
alongside pandemic rules on social interaction, was a 
daunting challenge in the discovery and booking of 
experiential space. Recognising this, we filtered the data for 
insights into who was planning and conducting campaigns 
in each industry sector.

With a plethora of space restrictions, alcohol brand 
activations, in particular, are notoriously difficult to 
translate into experiential marketing, so we see that all 
alcohol campaigns employed specialist agencies to fulfil 

them. This, in turn, highlights the importance of landlord 
communication with the marketplace to make alcohol rules 
crystal clear in their inventory listings.

In contrast, in the automotive, as well as the charity, finance 
and fashion & accessories sectors, alongside ‘seasonal’ 
campaigns, we see the emergence of brand-direct 
engagement in campaign planning. The green shoots of 
brand-direct engagement look set to grow.
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SEARCHES BY CONSUMER DEMOGRAPHICS
Prevailing pandemic uncertainty made footfall predictions 
precarious even in locations renowned for steady consumer 
traffic. The additional reticence of consumers to visit heavily 
congested areas, plus lingering social distancing rules, made 
more-targeted locations highly attractive, where footfall 
numbers were manageable and less intimidating. 

This meant that campaign strategies reorientated 
themselves to demographic ‘quality over quantity’ and 
searches traditionally filtered by footfall dropped down the 
priority list. As a result, we saw a more- targeted approach in 
which 81% of searches were specifically filtered to locations 
with a demographic in excess of 50% ABC1.
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The search for experiential space represents the front 
end of the planning process and an initial space ‘wish-
list’, but not a final strategic decision. The data on 
where the money is finally invested in brand activation 
campaigns filters down through space shortlists and 
options to the final bookings. We identified interesting 
correlations and idiosyncrasies in the process between 
initial searches and space bookings.

Through 2021, some 1,498 spaces were shortlisted (a 
number which includes multiple shortlists of the same 
space) and associated with more than 350  brand 
activation campaigns.

SECTION 3:
SPACES 
SHORTLISTED

50%

11%

8%

5%

5%
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Shortlisted Locations

London - 745

Manchester - 158

Birmingham - 125
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Liverpool - 72

Elsewhere

SHORTLISTED LOCATIONS
Half of the 1,498 shortlisted spaces were in London, followed 
by Manchester with 11%. Given the London-centric nature 
of experiential marketing in recent years when the majority 
of brand activations campaigns were located in the capital, 
this is an enlightening statistic which correlates with the 
increase in regional inventory listings and searches. The UK’s 
next 4 largest cities proved to be the runners up in location 
shortlists, with the exception of Leeds which as yet doesn’t 
seem to have benefitted from the wave of market demand 
in the North West. 

Once again, this shift from London appears a by-product 
of the perception that city footfall numbers fell more 
dramatically in the capital than other regional urban hubs. 
London also had the largest numbers of commuters working 
from home, so they and other shoppers remained in their 
satellite towns and suburbs. 

When space in London was shortlisted, over 70% was 
outdoors. Elsewhere, retail centres retained their appeal, so 
the shift to outside space, while a dominant overall trend, 
was less emphatic outside the capital.
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SHORTLISTED SPACES
In contrast to the rise in demand for market squares, the 
popularity of festival locations waned in the next phase of 
planning: shortlisting. This suggests initial ‘wish lists’ for more 
exotic campaign locations were impacted by the continued 
uncertainty surrounding rules for gatherings of large crowds 
and the well-publicised event insurance debate which 
ultimately led to large swathes of festival postponements.

We were able to identify that each unique campaign 
shortlisted an average of 7.4 spaces with an average day rate 
of £3,132 per space UK wide. Day rates in London averaged 
£4,363 and £2,140 elsewhere. So despite a shift away from 
the London-centric market, the price differential remained, 
despite the drop in footfall numbers in the capital.
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Once spaces have been shortlisted in experiential 
marketing campaigns, planners are presented with the 
option of reserving them for a limited period of time 
without any significant commitment. This is known as 
‘optioning’.

Optioning shortlisted spaces gave campaign planners 
flexibility before making final booking decisions. 
This was an essential tool in the uncertainty which 
epitomised 2021.

SECTION 4:
SPACES OPTIONED
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SPACES OPTIONED BY LOCATION
42% of spaces optioned were located in London, slightly 
lower than the figure of 50% for shortlisted spaces, implying 
regional alternatives lured campaign planners away from 
the capital when they began finalising location decisions.

75% of UK-wide spaces optioned were either at shopping 
malls or city squares, an unsurprising statistic given that 
optioning is traditionally used to provisionally reserve space 
in locations of high demand. In London, large outdoor civil 
spaces were favoured, while retail centres accounted for the 
highest demand in urban hubs outside the capital.
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SPACES OPTIONED BY TYPE AND VALUE
When it came to optioning space, the demand for retail 
centres and city squares was reinforced. Although creative 
campaign venues such as festival locations, transport hubs, 
and green spaces were more prominent in initial searches, 
retails spaces and city squares accounted for approximately 
75% of all spaces optioned.

Industry familiarity with these high high-footfall experiential 
comfort zones came into play, reinforcing their demand 
and the need to option them before booking. The 'option 

culture' is clearly not as established across newer outdoors 
experiential locations such as transport hubs and high 
street spaces, in part due to the far more rigid permit and 
application  processes often required when using council 
sites.

The average UK-wide space option value was £14,318, rising 
to £21,397 in London, and dropping to £8,857 elsewhere. 
A number of spaces might be optioned within a single 
campaign, before booking decisions are made. 
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Bookings represent space decisions made after 
optioned spaces have been narrowed down to final 
choices. The strategic value in understanding the 
relationship between final bookings made, and 
the earlier demographics of search-shortlist-option 
process, will become increasingly important for 
landlords when assessing behind-the-scenes trends in 
brand activations. 

SECTION 5:
SPACES BOOKED
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However, the number of brands engaging directly was also 
increasing. This may suggest a rising propensity for brands 
to research inventory themselves before passing a brief 
to their agencies, freelancers and venue finders for final 
implementation - which suggests brands wish to become 

better-informed on space options first – or a gradual move 
to brand-direct transactions.

SPACES BOOKED BY COMPANY TYPE
While 14% of searches were conducted by brands direct, 
with almost 25% of searches made by non-agency teams, 
when it came to finally booking space it was the agencies 
who represented over three-quarters of booking contracts. 
There was also a marked rise in the number of dedicated 

venue finders booking space in the second half of the year, 
so that in Q4 the split between booking made by creative/PR 
agencies and dedicated venue finders was broadly equally 
split. 
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SPACES BOOKED BY LOCATION
London has always been the most-prominent brand 
activation destination, but by the end of 2021 the capital 
accounted for only 36% of experiential space finally booked, 
with Manchester coming in at 22%. This move away from 
the capital is more pronounced in bookings than at either 

the shortlisting or optioning stages. After London and 
Manchester, 3 of the 4 most popular campaign locations 
were England’s next largest cities.

The greatest beneficiary of this regional shift remains 
Manchester with 22% of space bookings compared to 11% 
of shortlisted spaces. Bristol dropped out of the top 5 to be 
replaced by Brighton, reflecting a general shift to urban 

hubs, but also to towns and cities with plentiful outdoor 
spaces, such as Brighton’s availability of beachfront and 
associated attractions. 
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SPACES BOOKED BY TYPE
The trend seen across the previous stages of the search-
shortlist-option process - towards increasing demand for 
outside spaces at retail centres, shopping malls and city 
squares - also translated to the booking stage, with these 
locations accounting for 75% of all spaces bookings, with 
high streets at 12% and a peak demand in summer months.
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SHARES OF ACTIVITY BY STAGE / LOCATION TYPE
We were also able to extract data to tell us how each location 
type fared as we move through the searching-shortlisting-
optioning-booking process in the planning of campaigns. 

The share of activity for retail centres increased steadily, while 
a higher proportion of high street locations were booked 
compared to initial space searches. As footfall returned to 
high streets, their popularity for experiential campaigns was 

heightened by the persisting consumer aversion to crowded 
indoor locations and a higher confidence to engage in 
outdoor spaces.

Alongside retail centres and highstreets, regional markets 
also came through the search-to-book process well with a 
higher eventual percentage of booking confirmations. 
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INTERNAL-EXTERNAL SPACE BOOKING RATIOS
In terms of the overall booking breakdown between outdoors 
and inside spaces, where the UK-wide inventory comprised 
60% outdoor space and 40% internal, this translated into an 
average of 66% of spaces booked outdoors, with Q3, the high-
summer holiday months, representing the highest outdoors 
statistic at 71%, as we might expect. 

But this statistic needs qualification. In London, for example, 
the split between internal and outdoor brand activations 
was equally divided 50:50, whereas in Brighton and Liverpool 
bookings were exclusively for outside space. 

This deeper data suggests this regional polarisation is not 
only due to the abundance of suitable outside locations, 

such as Brighton’s promenade and pier, but due to the lack 
of suitable inside venues, in Liverpool, for example.

Across all the UK-wide inventory, the booking value averaged 
£7,866, rising to £10,044 in London, and averaging £6,654 
elsewhere.
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The above macro picture provides a useful guide to 
the broader composition, demographics and activity 
direction of the marketplace through 2021. Here we 
delve deeper into demand indicators and break down 
campaigns by industry sector, duration of bookings 
and total spend by industry sector, the most useful 
value metrics for landlords.

SECTION 6:
CAMPAIGN 
DRIVERS, SPACE 
BUYING VALUE 
METRICS

Campaigns By Sector

Food & Beverage - 26%

Health & Beauty - 15%

Automotive - 9%

Alcohol - 8%

Technology - 7%

Fashion & Accessories - 6%

Home & Garden - 5%

Charity - 5%

Film & Music - 4%

Sports & Leisure - 4%

Seasonal - 3%

Education - 2%

Utilities - 2%

Similarly, the lack of ‘luxuries’ and ‘self-indulgence’ 
opportunities in the pandemic saw health and beauty 
products occupying 15% of experiential campaigns initiated. 
The relatively high space occupied by alcohol brand 

activations at 8%, along with more generalised F&B, explains 
the high percentages of searches filtered by alcohol usage 
rules (see SECTION 2).

CAMPAIGNS BY INDUSTRY SECTOR
Of the 300-plus campaigns planned through the lo:live 
platform, it becomes clear that F&B dominated marketplace 
interest, with 26% of all campaign activity emanating 
from this sector. Clearly, there was a back-log of previously 
planned F&B brand activations which were rolled out as 

soon as the lockdown rules eased. Consumers who had been 
uncharacteristically limited to the more-essential food items 
were now enthusiastic for new offerings and brands sensed 
the pent-up demand.
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Overall, there was a healthy campaign diversification by sec-
tor, but a more insightful value metric for landlords is the 
resulting bookings and booking durations in each particular 
industry.

While technology brands represented just 7% of campaigns 
initiated, they represented 30% of the total space days 
booked. Tech campaigns were more prolonged, often tak-

ing weeks at a time in shopping malls or becoming nation-
al roadshows across multiple locations. Renowned for their 
effective social media savvy in generating product launch 
anticipation, tech-based experiential campaigns result in 
predictable footfall increases and highly engaged and en-
thusiastic audiences. The resulting buzz is good for the sur-
rounding environment. These are all healthy value metrics 
for landlords to focus on for increasing space ROIs.

BOOKING DURATION BY INDUSTRY SECTOR
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Fortunately, technology brand campaigns also converted 
into the highest number of space bookings per sector with a 
40% booking ratio – in terms of the percentage of campaigns 
graduating from idea to booked space - compared to 
an industry average of 25%. In an environment of high 

campaign-idea attrition because of marketplace uncertainty 
when many projects were pulled, these technology 
marketing initiatives came through to conclusion with a 
remarkably high success rate.
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There has been a recognisable increase in speed with 
which brand activations progressed from the start - 
when initial searches were made once a campaign was 
initiated - to when location decisions were made and 
spaces were finally booked. Meaningful statistics on 
campaign lead times became available from the end 
of February 2021 when the government first hinted at 
easing restrictions.

SECTION 7:
CAMPAIGN LEAD 
TIMES
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CAMPAIGN START-TO-BOOKING LEAD TIMES
In the first 2 quarters of 2021, on average there was a lag 
of over a month between the start of an experiential space 
campaign and the final space booking decision. Pandemic 
unpredictability, the need to search more deeply for suitable 
locations in response to social distancing rules, and the 
pressure on landlords to update space information and 
reformat inventory for pandemic regulations, were all 
contributing factors in this month-plus average lead in time.

But as the country opened up in spring, decision making 
was invigorated and ‘on-ice’ plans were actioned, with the 
caveat of continued uncertainty on what the next quarter 
might hold. So a need to activate campaigns quickly in the 
fluid landscape saw a marked reduction in search-to-book 
lead times, also stimulated by a spike in demand by brands 
for summer interactions with consumers. 
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If we break these statistics down further, we note that April 
2021 bucked the trend with sharper campaign lead times 
averaging just 10.4 days from space search to final booking. 
This is certainly, in part, due to the euphoria accompanying 
the easing of lockdown rules announced in March, followed 

by the 12 April reopening of non-essential hospitality venues, 
when agencies and brands wanted to take ‘immediate’ 
advantage of what might be a short-lived relaxation of social 
interaction rules.

Similarly, from 1 July, when the final steps of the roadmap for 
lifting UK restrictions were announced, there was an even-
more-pronounced speeding-up in the decision-making pro-
cess attached to experiential space campaigns. Thereafter 

emerged a marked and permanent reduction in the search-
to-book process compared to the start of the year, but al-
ways with a spectre of uncertainty as Covid numbers contin-
ued to wax and wane.



0

20

40

60

80

100

120

Apri l May June July August September October November December

Average Days from Booking Creation to Activation

CAMPAIGN START-TO-CONCLUSION LEAD TIMES
There were similar correlations in the time cycle from when 
a brand activation campaigns commenced - with the 
initial search for space - and when the space was actually 

occupied by the brand ( the ‘booking occupation date’), 
when consumer engagement finally began and a campaign 
reached conclusion.
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With the prospect of the lockdown ending in April bookings 
began to flow, but what became immediately noticeable 
were the shortened campaign lead in times. In a normal year 
we might expect major roadshows, tours, or events to be 
booked 3 months ahead, but the market volatility of 2021 and 
the lingering potential for change in regional rules on social 
interaction demanded a very agile booking dynamic. Space 
was bought much later and nearer brand activation dates, 
creating real pressure on turnaround times and landlord 
delivery processes which have been notoriously rigid and 

inflexible. Covid-19 tested these to the limit and landlords 
able to adapt to this reactive demand benefitted accordingly.
 
The average booking last summer was made well under a 
month before the planned campaign activation with this 
trend continuing through to December. From that point 
onwards, significant campaigns were being booked for Q1 
and Q2 2022 as the first glimpses marketplace confidence 
returned for longer-range planning, which bodes well for the 
year ahead.
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From a forensic perspective, we need to recognise that the 
digitisation of the industry by the lo:live platform has itself 
impacted these marketplace trends. Simply put, lo:live had 
a positively disrupting effect on marketplace behaviour and 
in particular with the need to adapt to the Covid pandemic 
through 2021. lo:live  gave landlords a forum to update their 
listing information in real time when pandemic ground rules 
were shifting weekly, while agencies and brands were given 
the tools and dexterity to respond.

The virtual decision-making capability, real-time data, and the 
frictionless, direct transactions provided by the automated 
lo:live system, which made remote space planning to replicate 
physical location visits, inevitably contributed to the reduction 
in campaign lead times, the rising number of landlords using 
the platform and therefore a wider inventory choice. 

The increase in the size of agency teams engaged in space 
searches is also a direct result of lo:live becoming the go-
to tool of ‘company policy’ rather than the personal choice, 

reflecting the platform’s ease of use. And while the high 
proportion of inventory searches conducted by brands and 
freelancers direct did not translate into similar booking 
statistics, we may be seeing the start of ‘brand-direct’ trend in 
planning for similar reasons: lo:live represents an easy-to-use 
self-service tool making intermediaries who added no value 
redundant. The desire to be better informed and proactive in 
the discovery of experiential space may now be endemic to 
campaign planning.

These factors need to be considered when identifying 
whether trends are organic and market-driven, whether they 
have been ‘genetically modified’ by the efficiency of the lo:live 
digital platform, or if what we are witnessing is a fusion of both. 
As we head into 2022, we will be monitoring the statistics to 
see which trends endure. As the number of platform users is 
growing weekly, as are inventory listings, we have more prolific 
data sets to mine and interrogate for an ever-higher definition 
picture of the marketplace.

DATA SETS

SECTION 8:
THE IMPACT OF DIGITISATION ON DATA
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SECTION 9:
DISCUSSION 

The Covid crises highlighted the need for cross-party engagement: 
landlords, agents and brands have become mutually dependent 
and cannot operate effectively in isolation or ignore market trends. 
Improved data sets and market information will become the 
stimulating driver and common language between them, besides 
being the single most important factor in price negotiation and the 
setting of market rates based on trustworthy supply-and-demand 
statistics. 

Now that landlords have gained more experience and become 
more adept at transforming outside space for experiential activity, 
and agencies and brands have similarly adapted their thinking 
and planning towards new alternative locations, it will be again 
interesting to observe if the ‘hyper-local’ trend and shift to outdoors 
was a temporary pandemic response, or a more permanent shift in 
campaign strategy. 

Reliable marketplace data leads to increased marketplace 
confidence, especially for new entrants to the media, and unbiased 
and impartial statistics will point the way to more-targeted and 
focused campaigns using best-fit space for best-fit audiences. The 
marketplace must decide how to best turn the metrics from this 
market report into effective tools for their own experiential space 
planning. We anticipate that this will be a healthy performance 
retrospective and an exercise in self-analysis and preparedness. 

Crisis management often leads to a strengthened corporate 
culture; technology is often the driver to change. When combined 
with real-time digitised data and frictionless, direct transactions, 
everyone benefits from a more dynamic, wider, and more creative 
marketplace.

At the time of release, its pleasing to note that a number of landlords 
are submitting bespoke data requests to guide them on pricing 
and inventory strategy for 2022. We are excited to work with all our 
partners to develop future editions of the LO:DOWN as we have 
only scratched the surface of lo:live’s capacity for insightful data 
interrogation.

If you would like to contact Location Live to discuss any 
aspect of the market report, please contact Kevin Cavilla at 
kevin@locationlive.co.uk. 

Copyright, I.P. and permissions.
Location Live retains the copyright and IP to the data and content of this report. Access to 
the report does not constitute permission to reproduce or broadcast it in part or in whole, 
without written consent of Location Live.
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