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OXFORD STREET

▪ Who is the visitor, where are they from and why are they visiting?

▪ How are visitors behaving when in the West End… and how do they 

interact with the West End offer?

▪ How do visitors rate their experience in the West End… what do they like 

or dislike and do they have any concerns?

▪ What might make visitors return more often or what improvements 

could be made?
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