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Visit Isle of Wight

VISITOR ECONOMY

CONFERENCE

What we will talk about today:

« 2023 Highlights

* Twixmas 2023/ 24

* Moving forward into 2024

* |sle of Wight Visitor Branding

» Get Involved - Marketing, Social Media, Trade Press & PR
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« 2023 Highlights:

« Social Media — Across all 3 platforms — total reach was
47,488,1477 people with 842,272 post engagements across
1,405 posts and messages.

* Twixmas 2022 / 23 — Sky Adsmart to targeted areas and
demographics — 898,781 impressions with a reach of 203,984.

* VisitlsleofWight.co.uk — 1,624,247 Users with 2,179,907
sessions and 4,450,402 page views.

« 44 e-newsletters were sent to a current e-database of 35,524
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Visit Isle of Wight

VISITOR ECONOMY

CONFERENCE

* 19 businesses awarded a Green Tourism Award in 2023
* VIOW achieved a Green Impact Award

* New sustainability section launched on the VIOW website with
24 brand new Iinteractive walking & cycling route uploaded

* Took part in 6 consumer exhibitions with a cumulative
attendance of over 300,000 people

 Attended 4 trade shows reaching over 5,000 B2B businesses

 Delivered the Isle of Wight Walking Festival in May and
October, with over 2,100 people taking part, 46% from off-
Island.
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 Press & Travel Media

* Interactions on a daily basis with journalists and writers and
direct interactions with over 80 journalists.

* Annual AVE (Advertising Value Equivalent) for 2023 is worth
£43.48 millions
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Winter 2023/ 24

Winter messaging: November'23 — early February’'24

Key themes include:

November: Walking/Great outdoors, Golfing days & breaks, Food &
Drink (fancy getting lunch?), Christmas (shopping, events & breaks),
Dog friendly, Day trips.

December: Weddings & Mini-moons, Golfing days & breaks, Food &
Drink (warm winter comforts), Christmas (last minute shopping),
Romantic breaks and getaways, Day trips.

January: Weddings & Mini-moons, Romantic breaks, February Half-
Term, Towns & Villages, Great outdoors, Day trips.

Book Now for 2024 (Spring/Summer holiday focus) started in
November and will run until early March.

Audience: Young and senior couples, active seniors, Families (IGF),
solo travellers, newly engaged couples, golf enthusiasts.

Advertising activity included: Sainsburys Magazine Online, Muddy
Stilettos, Sainsburys Magazine (Jan issue), Great British Staycation
magazine (Jan issue) & Cheshire, Cotswolds, Dorset, Derbyshire,
Devon, Somerset, Kent, Sussex Life, Essex & Hertfordshire Life
(Spring getaway promotion).

Say les
to the Aisle
of Wight

(Exp0re0)

SAY YES TO YOUR
PERFECT SPRING
STAYCATION

Step into spring on the Isle of Wight; blooming landscapes,
gorgeous views and funfilled memories.

to a 2024 getaway

Feel alive in
the great outdoors
this Winter

Say lfes to a romantic
break this Winter ~ »°




Winter — Social media & Google ads

ARRETON,
CULVER DOWN

! OR WROXALL?

Social media highlights:

The main focuses were walking, golf breaks, food and
drink, Christmas bookings, February half-term, weddings,

romantic breaks, and Book Now for 2024. o
- SayYesStoa

) ) beautiful Island getaway
« £1.02 average cost per click (77p industry average)

« 1.6% average click through rate (0.9% industry
average)

- - : 5 BREAKFAST SPOTS
Google ads highlights:
 Golf course was most popular keyword for November,
and Christmas Holidays in England was popular for e : . s
December. , i O~ E T Oia;ﬁ,r:\a,\r/‘,.ﬁe—_ri
« 7.7% CTR & 38p average CPC for Google search (4.7% | ™ 7 L : ‘""""','l_a
industry average CTR & £1.20 industry average CPC) wum s/l V| E

« 2% CTR & 5p average CPC for Google display (0.47%
industry average CTR & 34p industry average CPC)




Target locations — Twixmas




Twixmas campaign update —
Skyrise

« 26 Dec 2023 — 31st Jan 2024.

« All digital, programmatic approach

« Targeted to families & over 55s.

« 3.6million impressions booked, we have
achieved 2.3million so far. (Across DOOH,
audio, digital video and digital display).

« DOOH - 534 unique screens. 357 hours
delivered so far, 390k impressions. Do More has
had most amount of plays, followed by Overseas
paradise & South of France.

« Audio has a listen through rate of 97% and had
355k total listens. Octave and DAX performing
best in terms of listens.

 Digital ads (video and display) has resulted in
809 clicks so far (0.05% CTR). Families
performing stronger at present.

Isle of

Overseas ' (Wight
paradise,

no passport |

required!

~-# Forget the
“South of France...
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Say Yes
to the Isle of Wight

visitisleof wight.co.uk
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Twixmas campaign update —
Skyrise in situ
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Twixmas campaign update — I\ TP
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Twixmas campaign update —
Youtube

146k views (129k of them are via TV)

« 29 seconds average view time (98.3% average
percentage viewed)

« Most popular between 18-24 years, closely
followed by 25-34 years

« 55% viewers are male

« Most popular cities by views are: Birmingham,
Manchester, Liverpool, Leeds & Sheffield.

« The less popular locations by views include:
Salisbury, Farnborough, Newbury, Chichester &
Patchway (South Gloucester).

is waiting...
Say Yes to the Isle of Wig 0:30




Twixmas campaign update —
Sky Adsmart

 All locations = 422k impressions delivered

« London targeting = 183k impressions
(target 293k total) so far

* All other locations = 239k impressions
(target 383k total) so far

« 5 average frequency to household

* VOD has been strong delivering 429 clicks
and a 4.29% CTR currently.

—

) an overseas adventure,
0 passport required!




Twixmas campaign update —
Google Display

« Top 3 most clicked ads are over 50s audience

« Overall, Birmingham, Liverpool, Leeds and Bristol are some
of the better performing locations across both platforms.

 Display has delivered 918k impressions, 5,639 clicks so far
(0.61% CTR)

 Less popular locations include Woking, Slough,
Farnborough, Banbury and Chichester.

Overseas
paradise,
no passport
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Explore
more
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Say Yes
to the Isle of Wight




Twixmas campaign update —
Social media adverts &
website stats

Social Media:

Top posts performing posts by reach:
1. Families - Video - 22,286 reach

2. Over 50s — Video - 21,596 reach

Top posts performing posts by link clicks:
1. Over 50s Video - 1,073 link clicks
2. Families Video - 496 link clicks

« Average 14p cost per click for families ads
« Average 7p cost per click for over 50s ads

Website:

26t Dec’23 to 15t Jan’24: 79k users (up 66%
compared to previous period), 74k new users (up
69%). Organic search increased by 78%.

Do more
in 2024

Prepare to be
amazed...

Do morev
in 2024

Prepare to be
amazed...

Overseas
paradise,
no passport
required!




Target locations — Spring, Easter and beyond
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Spring 2024

Spring messaging: Feb — end of April

Key themes include: Walking Festival (25t
anniversary — Spring & Autumn), Easter Holidays
& Events, Spring seasonal (focusing on cottages,
hotels, B&BS - pubs, tearooms & local produce —
walking, beaches & dog friendly — history,
attractions & watersports), Looking ahead to May
Half-Term, Summer holidays, Fishing breaks &
Day trips.

Series 2 — Channel 5 Jewel of The South live.

Audience: Families, Couples, Active seniors,
fishing enthusiasts, solo travellers.

Advertising activity include: GHR Easter radio
campaign (starting 26 Feb for 6 weeks),
Sainsburys Magazine Online MPU x2, Sainsburys
social post, Silver SurfersNCTA blog feature
(Great outdoors), Solent Handbook & Guide.

_in 2024

[8ayfes to the Isle of Wight

Indulge s
more i
in 2024 4

Explore
_more
Expl ore | in 2024

more

Indulge ° Explore ¥
more

in 2024

more
in 2024

_Your Spring getaway...



Trade and Exhibitions |FFiaga.

« Utilising the Say Yes theme and branding
* The group will be attending the following:

1. Vakantiebeurs, The Netherlands — 10 Jan Needle: Landmark

trade, 11 — 15 Consumer

2. Britain & Ireland Marketplace (BIM), e P, =
InterContinental London the O2, 26 January 2024 — eyl g ——
3. Excursions, Wembley Stadium — 27 January :fﬁ"? :iﬁﬁ %:-:um ::;E;:: H:M ;:L., e =
2024 o g O

4. Coach Tourism Association — Annual
Conference 28 — 30 January 2024

OSBORNE &
CARISBROOKE CASTLE
o gt

5. Caravan and Camping Show, NEC Arena : = il == e L _=| Weicome to the

Birmingham — 13 — 18 February 2024 e ] L RS | S| s

6. National Outdoor Show, NEC Arena ¢ mw:mm 2

Birmingham— 23 & 24 March 2024 s e o
7. New Forest Show, New Forest Showground — ST o g
30 July — 1 August 2024 e

8. Isle of Wight County Show — 13 & 14 July 2024 e —

9. Group Leisure and Travel Show — 5 October i sronvions

2024 (TBC) :

10. World Travel Market (TBC) — 5to 7

November 2024

« New Exhibitions leaflet is being produced

« FAM trip 23 April— Fri 26 April, for 25 trade
businesses

" Go to visitisleofwight.co.uk ” e
to be inspired and book your oy U BT e coigh
Island escape.

visitisleo \A.fight.co.uk

visitisleofwightcouk
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I I E - I E ecel It I IatIOI lal I I led Ia i News Politics Opinion Culture Money Sport Life & More Puzzles Newsletters

BigReads Travel LivingWell Intervi Experience
Iml EPI EVDI : D ] r I 1 _ rates trom the middle of next vear, and in
l e fact, we're already seeing mortgage rates
LIFESTYLE -

Today's sections ~ | Pastsixdays Explore v  Times Radio
and car hire (simpsontravel.com) TRAVEL GUIDES I'ma climate scientist - this is why I

come down in anticipation,” says Jack

Meaning, chief UK ist at
never have baths and rarely go to the eaning, cuie economista

29.Isle of Wight adventure Isle of Wight travel guide: Where to eat, supermaricet Barclays. “This is as the speed of price
drink Walk and Stay on England’s Read More rises slows, which should continue to
9 provide at least some boost to the
biggest island spending power of people who have been squeezed through the cost of living crisis.

2024 will be a year of transition, from headwinds to tailwinds, but by next Christmas,

The star of the Solent is too often labelled as an outdated seaside spot but it has a timeless heritage, an ) . P —
abundance of countryside and a seafood scene that sparkles, says Natalie Wilson we should be able to toast in a more Ppositive spirit.

4daysago * [T_|Comments

900® Isle of Wight marks 25 years of its walking festival

If you've never been walking on the beautiful Isle of V

oht, 2024 ought to be the year
you change this. The seasonal spring (11-19 May) and autumn (5-13 October) walking
festivals have now been running for two-and-a-half decades and this year’s offering of

more than 60 guided walks will be as glorious as ever.

— &

6. Glamping on the Isle of Wight

si""n News Sport Fabulous v Showbiz Money Travel

Leave the car behind and take the ferry to the Isle of Wight. Visit Isle of

Wight provides useful transport tips, and the top nature-first place to stay is
Tapnell Farm. A former 800-cow dairy farm, it has been transformed into an eco-
tourism business, home to Tom's Eco Lodge and farm accommodation as well as the

Find old-fashioned summer-holiday fun just a Cow Restaurant. Among various conservation efforts, they are reestablishing

Outdoors

The Isle of Wight's attractions hit vital points of woodland and hedgerows on their land to create habitat for wildlife, as well as

from the fossil-filled Dinosaur Isle museum to

rescue centre (reopening on February 9), the th The most sought-after holiday destinations
steam railway and, wait for it, the National Poo

carrying out swallow surveys for the British Trust for Ornithology (which guests can
help with). One night in an Eco Pod from £175, sleeping up to four;

visitisleofwight.co.uk
eyeling trails and beaches built for buckets and)|

adventure at Glamping the Wight Way, staying

across the River Yar and dark skies for stargazi

rolltop baths and phone-charging points.

LIFT OFF The English beach which you get
to by chairlift - with multicoloured cliffs
and fairground rides

St |ves It's often praised as being one of the most picturesque in the area

Cambridgeshire Kara Godfrey

Published: 11:01, 20 Jan 2024

X f]

A BEACH in the UK has won fans for it's rather unique way of getting to it
- via a chairlift with stunning views.

Annual Google search




PR Update — Upcoming plan

Jan-24 Feb-24 Mar-24
IS BT Weddings / Mini-moons REMETHE IS -'|ncI. romantic Spring Walking Festival
themes stargazing

Spring into life - Wildlife, Nature,
Parks & Gardens

Get outdoors - Cycling

S T7[ (randonee)

Winter on the Island Cosy cottage getaways Hotel getaways

Looking ahead to Easter Dog friendly getaways

Press release Reasons to visit the loW Romantic getaways - where romance 25th Anniversary of Walking

themes in 2024 meets serenity Festival
Why mini-moon on the Where's best to see nature burst in to
low life 5 scenic walks on the Island
Health benefits of walking on
5 places to get married Why wait for the summer the Island
10 Places to stay for a 5 cycling routes/places to
stargazing trip Places to stay for your foodie holiday stay/eat
Astrophotography on the 5 places to eat/stay with your
Island Early Easter with the kids furry friend
Woodland wonders on the Island Poss opening of Albion
VBG - the year ahead
Get cuddly in a cottage this
Valentines Golf with a view - magazine
The year ahead on the Island History of golfing - magazine
Go wild in Easter - unleash your little Golfing and places to stay -
animals with ours! magazine
Cottages with Heritage
Target Wedding
publications blogs/website/publishers Countryfile Country Walking magazine
Photography

websites/blogs Gardeners World
Wellness publications (spring/mental

health)

Walk magazine (Ramblers)

Stargazing websites Dogs Monthly magazine

Ramblers What's on at Easter Dog Furiendly blog

Walk magazines Cycling magazines

Nationals Nationals Nationals

Apr-24
Spring Walking Festival

Fishing breaks

Looking ahead to May Half Term &
Summer holidays

Where to stay for the Walking
Festival

Choose your WF routes

NEW for 2024 WF
Refuel - where to eat near your
walking route
From the locals - top seafishing
spots

Locals guide to inland fishing spots

May half-term - 10
experiences/events

Schools out for summer

Angling Times magazine
Sea Angler magazine

British Sea Fishing .co.uk
All nationals for WF & holidays

Nationals

May-24
Spring Walking Festival

Sailing / Yachting

Watersports - get out on the water

Great outdoors - geocaching

WF more new routes
Summer is here
IW Festival
Summer of music
You can almost taste the summer - food
You can almost taste the summer - kids
Almost taste the summer - book your accommodation (3

seperate for hotel, B&B/s/c)

18 May intn' museum day

What's in season food

Food magazines/websites

Nationals

Nationals

Jun-24
Golf breaks

Cycling

Budget / Luxury breaks

Dining alfresco

Golf with a view

Golfing history on the Island

Brandon Robinson Thompson
course favourites

Summer of fun - events
Summer of fun - activities
It doesn't have to cost the earth -

free/cheap to do

6th - D-Day - Shanklin Chine

IW Festival

Golfing Monthly

Golf websites

Nationals
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Next Steps In a
challenging world
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Project context

What we’'ll take
you thrOugh Research outputs

today ‘
Proposition

l

“

Phase 2 scope

Designate



Brief

[ ]
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Brand ambitions for Visit Isle of Wight

Capture the
imagination of a
new generation

of visitors

Designate



Brand ambitions for Visit Isle of Wight

Capture the Createa
imagination of a brand that all
new generation stakeholders

of visitors can feel apart

_of

Designate



Brand ambitions for Visit Isle of Wight

Capture the Createa Differentiate
imagination ofa brand that all ourselves with
new generation stakeholders anownable idea
of visitors can fee le apart
0

DESignCIte © 2024 Designate Communications 1571



Project overview

[ ]
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Project context

| INTERNAL |

BRAND

STRATEGY

Audit and analysis
Territories
Proposition

L]
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Project context

| INTERNAL | | EXTERNAL |

BRAND BRAND

STRATEGY CREATIVE

Audit and analysis Tag line
Territories Update and refresh
Proposition visual expression.
Messaging
and Tone of Voice

L]
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Project context

| INTERNAL | | EXTERNAL | | EXTERNAL |

BRAND BRAND BRAND
STRATEGY CREATIVE ACTIVATION

Audit and analysis Tag line Go-to-market strategy
Territories Update and refresh Integrated planning
Proposition visual expression. Campaigns roll out
Messaging

and Tone of Voice

[ ]
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Project context

| INTERNAL |

BRAND
STRATEGY

Audit and analysis
Territories

Proposition

Designate
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BRAND
STRATEGY

[ ]
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Brand strategy process

Brand and
business truth

Audience drivers

Product & service beneftits

Market
opportunity

y—
= 32
e 8



Brand strategy process

Brand and

business truth Product & service beneftits

Proposition

- : Market
Audience drivers

opportunity

—
158



20 10

Interviews with Competitor audits
stakeholders

What we've 6 3

Interviews with islanders VIOW immersion sessions

been up to or customors

10 2

Data/reports read Visits to the Isle of Wight

L]
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Brand

[ ]
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What's great about the Isle of Wight

Hospitality is part of our DNA

People always say
hello, they say
thanks at
roundabouts!

Open to others and
look out for each
other

There’'s a laid back
attitude:
“Somewhen”

People are more
welcoming here

Source: Designate stakeholder interviews

Designate

© 2024 Designate Communications 162



What's great about the Isle of Wight

Hospitality is part of our DNA

People always say

hello, they say Weareanisland...
thanks at
roundabouts!

Open to others and
look out for each
other

There’'s a laid back
attitude:
“Somewhen”

People are more
welcoming here

Source: Designate stakeholder interviews
DESignCIte © 2024 Designate Communications 163



What about the locals?

A community waxing lyrical about
what the Island has to offer

Enthusiastically
Wanting to shift highlighting the new

outdated perceptions and the exciting
activities on the

island

Source: Designate stakeholder interviews

Designate
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What about the locals?

A community waxing lyrical about

what the Island has to offer

Enthusiastically
Wanting to shift highlighting the new

outdated perceptions and the exciting
activities on the

island

Source: Designate stakeholder interviews

Designate

___I Anisland of
advocates

© 2024 Designate Communications
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Product
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Classic Contemporary

Comforting Consistent Conscious Creative




Audience

[ ]
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Consumers are looking for local connection

14

Connecting with local
communities, learning
about local cultures and
harnessing authentic
experiences are all key

for travelers.
20

Designate

‘People- Positive’ travel (NgIZS MR 14
successor to sustainable travel.

Going forward, regenerative travel will focus
R TAR L dsoctal-led instead of product-

B ays the report, with people-positive travel
YA 0T ging deeper human connections,

as well as
considering the environmental and social
impact.

Source: Forbes Travel Trends 2024 ;' A Sustainable Future for Travel’

Report by Intrepid Travel and The Future Laboratory

© 2024 Designate Communications
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Market

[ ]
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Competitor audit overview: Sea of sameness

Cornwall

-
N

R >
AL - A o
e« 7% v _— L
- . '. f
> »-E' “ .“f
thing youcoukd

ightlife and all
i

th being a beautiful county, Devon is also home to 1

BLOG BLOG

Unique Places to Stay  The Best Brunch 10 Reasons to make
this Summer on the Spots on Guernsey Guernsey your
Islands of Guernsey Autumn Getaway

A

‘I Jersey

Explore Jersey.

Find your perfect island escape.




Market opportunity

Market

Safe
Image led
Corporate TOV
Helicopter view
Places

Designate

Opportunity



Market opportunity

Market

Safe
Image led
Corporate TOV
Helicopter view
Places

Designate

Opportunity

Vibrant
Graphic language
Local TOV
Ground level
People



we make th
e of Wzght stand out. o
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Statement of intent

We want to create a closer and more personal
connection by addressing our audiences
directly.

We want to shift perceptions by showcasing both
the warmly familiar as well as the excitingly new
and vibrant side that the island has to offer.

Let’s hero everything our island has to offer using

our Island’s welcoming personality, the way we
talk, the language we use, the things we create.

© 2024 Designate Communications 175




There’s more to the Isle of Wight than you know. A lot more.

And we can’t wait to show it to you - beach by beach,
gallery by gallery, craft brewery by craft brewery.

You'll meet some characters along the way.

From the fishermen who make the daily catch to the
award-winning chefs who serve it up with a sunset view.

The sculptor who turns driftwood into works of art.
Or the mixologist who puts a local spin on traditional cocktails.

They’re ready to welcome you onto the island
in a way that only islanders know how.

Together, we’ll open your eyes to a whole lot more, so...

Let us show you the Isle of Wight in full colour

[ ]
DESIgnCIte © 2024 Designate Communications 176



What we need to bring to life at the next stage

Letus showyou the Isle of Wight in full colour

Why care?

An authentic first hand voice.
Our enthusiastic personality

177



What we need to bring to life at the next stage

Letus showyou the Isle of Wight in full colour

Why care? Why care?

An authentic first hand voice. There's so much more
Our enthusiastic personality than you expected

178



We need to make sure that...

We give a sense We are always We show the
of ourselves as a invitational vibrancy of the
collective island

[ ]
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Some indicative external messaging built around our idea....

We are the Isle of music/passion/tastes/colour.. We speak from the heart

We can’t wait to share it with you

“Theisland accordingto..” “Welcome to <Jemima’s> Isle of Wight”
Let us show

you the Isle of

Wight in
This is my island story full colour “Welcome to the Isle of stories”

Join us... <and explore 5000

acres of National Trust land> Hello from... <the islands tastiest cupcakes>
From us toyou..

“Do you speak Island?”
Designate 180



The next phase

| EXTERNAL |

BRAND

CREATIVE

Tag line
Update and refresh
visual expression.
Messaging
and Tone of Voice

[ ]
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Desi

nate

Using locals for external
comms - examples

© 2024 Designate Communications 182



Tourism Australia P
JURPHILAUSOPHY

‘Come Live Our Philausophy’ “ oy

[ ]
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http://www.youtube.com/watch?v=3kZG8c3OqYM

F o o o
Why are we
so happy?

%
L

Don't just dip'a toe

‘Where happiness comes naturally’ wersallbbut 18 il soysalcear | o Phgbiniss

|~ |

A culture worth
immersing yourself in.

=N
] o

|
@ s
=

R _8
g gw

It's in our nature to
embrace nature's magic.
And there's plenty to _
embrace. © ¢ e

Celebrating World Tourist Day!

COMES NATURALLY

[ ]
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http://www.youtube.com/watch?v=_R8srHqe_OI

Further examples

Iceland - X (T'watter) California - hero video

Iceland
@thisisiceland

Halld, | am Iceland. | am an island in the middle of the ocean, and | tweet on your
Inter-nets. We should be friends.

® Iceland (2 visiticeland.com Joined October 2009
686 Following 33.5K Followers

Not followed by anyone you're following

Posts Replies Media Likes

w Iceland @thisisiceland - Mar 21, 2017
Shout out to all my islands! Australia, you're still no.1.

Q34 1138 Q7 ihi A}

-

L]
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http://www.youtube.com/watch?v=DXpyqHH-52c

What we’ll produce in the next phase

Lite brand toolkit

A new brand positioning line A creative articulation of ‘Let us show you the Isle of Wight in full colour’. This can

for the Isle of Wight serve as external language that can live outside campaigns and your always
on owned channels. Eg web, brochures, POS

Brand Personality Defining the traits that inform how we look, sound and behave as a brand

Brand Messaging Guidance on how the new positioning allows VIOW to talk about all core topic

areas, alongside examples, so language can be reflected across always on
owned channels. Exploration will be based on approved messaging matrix
(proposed on slide 33)

Brand look & feel Guidance on how the new positioning affects visuals at a brand level. This will
include guidance on colour use, typography, a proposed photography
approach.
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From To

A single track Consistent but

campaign approach flexible approach for
campaigns

Designate



Consistent but flexible campaigns

2024 —

Brand proposition - the idea that and common thread shows itself in all assets (website and materials etc)
AND informs the below campaigns throughout the year (to a greater or lesser degree - dependent on the concept)

Launch campaign? Tactical campaign? Tactical campaign? Tactical campaign?
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