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• We tested ZenCity’s ability to create and re-sample a ‘panel’ of willing residents who 

could be surveyed frequently. We found that maintaining engagement, especially 
among younger respondents, was difficult. While half of a group of respondents were 
willing to provide their email address, only 42% of these (less than a quarter of the original 
sample) responded to a follow-up email. The demographics also changed dramatically (the 
proportion aged 44 and under dropped from 39% to just 14%).  

• As noted in the separate methodology-focused SIU report, ZenCity does not provide 
data that are representative of Londoners’ views and their data should not be used 
to measure trends over time. This means it is unable to provide reliable population 
estimates of trust and confidence. This manifests itself in markedly lower scores for the 
same trust and confidence questions asked by the Public Attitude Survey (PAS). The rank 
order of the boroughs also correlates poorly with the rank order from PAS and this order is 
unstable over time within ZenCity data.  

• We surveyed officers who had access to the ZenCity dashboard and data to 
understand their views of the offer. In general, respondents had mixed views of its utility, 
and the dashboard was clearly underutilised.  

• ZenCity has two new offerings; ‘pulse’ and ‘engage’. These are independent of 
‘blockwise’. ‘Pulse’ is an on-demand time limited offering otherwise similar to blockwise and 
‘engage’ is an ad boost on-demand offering which is geographically targeted and comes 
with substantially less ZenCity support (and cost).  

• There are many other internal and external survey options that are available to survey the 
public and other stakeholders and (within the SIU) the MPS has built its capability and 
capacity to understand the available options and how we can quickly access and apply 
them. It is recommended that the MPS ensures it has access to a range of such tools and 
is better able to commission the specific approach/tool needed for specific situations and 
projects. 

 

Implications: 

• Based on our assessment of the use-cases that we have tested, and the findings from our 
methodological assessment of the ZenCity offer – and given the costs associated - the SIU 
does not recommend renewing ZenCity’s ongoing ‘blockwise’ service in its current 
form.  

• ZenCity’s alternative Pulse or Engage offerings may complement other internal and external 
survey options that the MPS has available. The SIU has built a framework with examples of 
other available options (see here). Including ZenCity options – alongside other suppliers – 
as options for engagement/surveys as and when required would add to the MPS’s 
engagement capability without the need to procure an ongoing service. 

• It is recommended that the MPS exploit specific internal and external surveying 
options that meet the requirements of each use case/requirement, rather than 
attempting to procure a ‘one-size-fits-all’ approach. 
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Introduction   
In September 2022, the Metropolitan Police Service started trialling a rapid community polling 
offering provided by ZenCity, which they call ‘blockwise’. ZenCity collects the views of Londoners via 
continuously running short online surveys and provides this information to the MPS through an 
interactive dashboard. This report reviews the trial by summarising the offer, describing how ZenCity 
targets and collects its responses, who the respondents are, the questions that were asked of 
Londoners and what MPS officers thought of the information gathered. This is the second paper from 
the Strategic Insight Unit (SIU) on ZenCity and accompanies a previous paper exploring ZenCity’s 
survey methodology1. These papers have been written to support the MPS in deciding on future 
procurement decisions re community polling/engagement.  

 

Who are ZenCity? 
ZenCity are a US-Israeli technology company founded in 
2015, they offer a number of community feedback and 
engagement products to police and local governments 
across a number of international markets including in the 
US, UK, Australia and Canada. The MPS has been testing 
the ‘blockwise’ product that provides a rapid London-wide 
community polling, via online adverts. The results are 
presented on an ZenCity created and updated dashboard 
showing a daily feed of comments on free text questions 
by location. This is supplemented with some thematic 
insights such as the number of comments that refer to 
drugs, violence or anti-social behaviour etc. Alongside this 
sits trends on sentiment which is updated monthly.  

ZenCity now have a couple of new products, a pulse 
survey that has the features of blockwise but is only active 
for a limited time. The final offering is called ‘engage’ 
which is both short term and localised, seeking to gather 
supplemental responses from a small geographic area 
either independently of, or alongside, their other offerings. 

 

 

 

 

                                                
1 See SIU review of ZenCity methodology here 

Figure 1: ZenCity social media advert 
(from Facebook) 















 
 
 

 

OFFICIAL-SENSITIVE  10 
 

Figure 4: Gender of respondents from Blockwise, Stop and Search survey and Panel survey 
compared to the census figures. 

 

These results suggest that ZenCity can get repeat responses from London residents but panels are 
unlikely to be representative, given the overrepresentation of older, male respondents. Alternatives 
to email may alleviate much of this given the younger, female bias of the original methodology.  

 

Conclusions 

This report, and the separate SIU report about ZenCity’s methodology, explore the ZenCity 
blockwise offering that the MPS has been testing since September 2022. There are a number of 
positives for MPS community engagement, including; 

- Large volumes, over 100,000 responses a year 
- Speed, with responses collected every day 
- Full question flexibility 
- A subset of actionable insights from respondents who provide sufficient detail and specificity 

in their free text responses 
- An ability to hear from Londoners who explicitly state that they would be unwilling to report 

something to police if they were a victim of crime or worried about something. This is 
approximately 20% of the sample.  

These are offset by a number of weaknesses, including; 

- An inability to get representativeness, meaning the results cannot be used as a proxy of wider 
Londoner’s views, it also cannot be used as a performance tool or a mechanism to safely 
direct activity based on metrics that change over time. 

- Notwithstanding the linked benefit above, the majority of responses to free text questions do 
not have the specificity or sufficient detail, making this an inefficient approach to gathering 
this information. 

- Only 1-2% of people who see an advert click through on it and the views of these people are 
likely to differ from the wider population, risking bias. Further evidence of sampling bias can 
be observed in the age and sex profile of respondents. 

Therefore ZenCity may be best utilised in cases where; 

- We do not want or need a representative view 
- We would like to collect a large amount of feedback quickly and from residents that are not 

linked into the MPS through other channels 
- We want to supplement our public consultations to boost our reach and the number of 

responses. 
- ZenCity’s other offerings of the pulse surveys and ad boost may be more appropriate than 

blockwise to best achieve these outcomes in an affordable way.  

 

 

 






