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Highlights of recent progress

Our mission is to prevent violence against women and girls and domestic abuse, forming
alliances with relevant public and private companies to create a framework which can
ultimately be adopted nationally.

Our recent progress highlights include:

e Gaining two awards: Security Partnering Initiative of the Year at the Security and Fire
Excellence Awards and Outstanding Security Partnership category at the Outstanding
Security Performance Awards.

e Hosting a number of training and awareness events to share preventative messages
within the City.

e Strengthening our board with Shital V a specialist trainer and consultant in safeguarding
and domestic abuse and a director from a leading hospitality firm.

For our next steps, following our latest surveys and data analysis, we are:

e Developing and delivering awareness, training and education with our partners and
propose to develop a one stop shop for VAWG related training on our website. For
example: Solace, Safer Business Network, Mitie, TCC and Stamp out Spiking.

e Enhancing the awareness of our initiatives, particularly those aimed at a younger
audience. We are in the process of surveying people to understand the best ways to
communicate with them. We have also developed partnerships on communications with
our key partners to join up the comms efforts

e Targeting hotspot areas to develop Safe Havens

e Engaging with City of London Corporation and partners with findings of the 2024 survey
and other analytical data.



Awareness-raising events and engagement

e Destination City event at Guildhall — May 2025 - approx 100 attendees and speakers from
all strands of Our Safer City Partnership.

o Greene King event — 2025 - 80 attendees — a thank you event for all involved.

e Launch event at Howden — September 2024 — approx 100 attendees.

e Partner patrols with City of London Police and high visibility security presence provided
by City Security Council to engage with Night Time Economy as part of Operation
Reframe, including test purchasing of Safe Havens, anti spiking measures and Ask for
Angela for due diligence.

e Our Chairman and board members regularly speak at related events about Our Safer City,
our partners and initiatives.

Training

e Sexual Harassment Prevention Training - BE-LADS
e 36 people attended the training on the 27 March 2025
e 80% learnt a lot, 60% exceeded their expectations
WAVE and Ask for Angela
e 65 attended training in March/April
e “This training will affect how | deal with vulnerability ”
e “l learnt so much, especially spiking”
e “Safe Havens are a must, | have been out so many times and my phone has died”

City Safe Haven Pipeline

Seven potential City locations are in the pipeline. Additionally, we are working with CIS
Security, East City BIDs and BNP Paribas with the intention of bringing onboard a number of
new safe havens. It should be noted that many City locations are complex and extensive, with
multiple bars, restaurants and locations, so these require significant training and liaison.

Analysis Tool

In partnership, we have developed an analytical tool to understand the flow and movement
of people socialising in the night time economy within the City of London. We have been
working with the City of London Corporation and City of London Police to maximise the use
of this tool and its datasets to identify relevant hotspots for Safe Haven and Ask for Angela
locations.

Steering Groups

We are inviting businesses, partners and community members to join one of our upcoming
Steering Groups to focus on our offering and provide insight, feedback and how we can
improve it.

Thanks to Lilly

We would like to thank Lilly Prior, Safer Business Network for all her support and effort and
welcome Jude Slater to SBN and the Our Safer City partnership.
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Stats
24,570 Journeys 44,587 Total passengers

50.07% Female passengers 33.72% Lone female passengers

197 Disabled passengers

A black cab marshalling scheme is available at Liverpool Street station, on Liverpool St on
Thursday, Friday, and Saturday nights from 9pm to lam.

The taxi marshalling scheme provides a safe place to wait for a black cab. The marshals, who
are licensed black cab drivers, manage and control the queue, prevent conflicts, and
encourage black cabs to attend this location at night.

A snapshot of survey results is as follows.

e 811 responses
e 98% Feel Safer because of Taxi Marshals.
» 95% Feel Taxi Marshalling is helpful in getting a taxi to their destination

485 verbatim responses recent examples below:

"We need their help and makes me feel safe as a woman in a big city taking taxis.”
“Great experience. It made my journey home easier and safer, so thank you.”
“The experience | had with a taxi marshal was really reassuring and made me feel a lot better
about travelling on my own.”
“They were so friendly and helpful. Made my late journey home from the office totally safe.”
“As a woman... It felt good to have someone on the street safeguarding and making sure
women were able to get home safely.”



We conducted our second survey in autumn 2024 with over 500 responses of which 77% were
female. The survey has the larger proportion of younger respondents with 38% under 34.
Responses were broadly similar to our 2023 survey. We are conducting our next survey in
summer 2025.

82% 95%
Asks
e Raise awareness of non-acceptable behaviour
e Increase lighting in badly lit areas ONLY 23% OF FEMaLES
e Visible police presence (after dark)
» Regular and reliable public transport o/ o/
e Enhanced CCTV §17% 46%
Findings
« Implementing further P-VAWG initiatives would mean 82% #ittttttt4
would feel safer working, socialising, living or visiting the City. Only 50% voune soucrs e
e Educating men in acceptable behaviour is a strong message
e Hotspot areas for concerns are Liverpool St, Bishopsgate and Bank
e Many females do not feel safe after dark (and only 46% of men)
Feeling of safety while travelling
82% of young adults feel safe on the train
50% feel safe or very safe by tube
Awareness of P-VAWG & DA - Our Safer City activity
65% aware of Ask for Angela 25% aware of more than one Initiative
14% aware of the Safe Haven app 24% not aware of any of the activity
7% aware of Op Reframe. 23% aware of Safe Havens and Taxi Marshalling

Training - 72% have had no training relating to preventing violence against women and girls
and domestic abuse.

New legislation - Less than 5% feel fully briefed on legislative changes relating to this topic.
Destination City Survey Results 7*" May 2025

How do you like to be communicated to?

Respondents replied- Email, Newsletter, Face- Face, What's app

What is your preferred training method?

Webinar 4.1, Face to Face 4.0,Briefing 3.9 and eLearning 3.4

What Social Media Platforms do you interact with?

LinkedIn, Facebook, TikTok and Instagram most popular.

Does your business have a domestic abuse policy?

39 people responded. 20-Yes, 10-No and 9 didn't know.

Have you received sexual harassment training through work?

38 people responded. 2 said scheduled, 18 -No, 16-yes and 2 said yes but need further training.
What else could we consider?

Live training, improve social media, education for young people, greater use of technology to
identify and respond to VAWG, and focus groups.



Communication Update

Phase one - getting the basics in place

We have established and implemented the following:
e Marketing strategy and brand guidelines to ensure consistency of message and
branding
e Quarterly communications plan
o Website (oursafecity.co.uk)
e Linkedln company page and Instagram profile
o Bi-weekly newsletter

Phase two - expanding awareness
Our four key communication objectives are:

e Grow the community around Our Safer City

e Support the safety and security of women and girls by promoting the consortium
initiatives:

* Raise the profile of the consortium, its initiatives, events, its partners, and particularly
its supporters.

e Start to challenge and influence men

Our progress towards these objectives last quarter:
LinkedIn
e 750 followers (98 followers joined in last quarter)
e Approximately 40 posts during quarter, achieving 16, 243 impressions
o Weekly post on one of the initiatives or providing advice/information
* Bi-weekly post spotlighting one of our partners
o Weekly re-posts of partner posts
e At end of quarter, planning campaign to increase followers

Instagram - Soft launch, weekly posts

Email newsletter
Newsletter launched in April with 353 subscribers invited and retained
First two emails achieved 35% open rate and 6% click rate

Website

Regularly updated with partner logos and links, related blogs and updates on initiatives
Set up Google Analytics on website

Website visitors: average 265 per month

Partner and Media Engagement

Communication contacts for partner organisations identified and regular contact
established to amplify messages

Infographics, reports and proposals prepared where needed

Articles published in related publications



