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Stakeholder consultation

• Consultation sent to over 1,400 contacts

• 400 people viewed the document

• Over 40 responses received

• Responses from a range of public and private sector 
partners from across the county



Bringing ‘The Big Picture’ to life



‘The Big Picture’ used thematically



Listening to the feedback

• Adjustments to simplify the image framing

• Revisiting the straplines to make them more emotive, less 
about product and more about experience

• Demonstrate how the identity can be applied across 
different channels/media, locations and themes

• Implement our current learnings from the visitor across the 
wider content & partnerships strategy



Back to the strategy

• The creatives presented support the wider content and 
partnership strategy

• Strategy supported by over a year of in-depth visitor 
research and focus groups

• Responding to changes in the way that visitors find 
inspiration, book and how they behave in destination 

• The brand identities act as an anchor and signpost to 
create content in a way that makes more sense for the 
visitor 



Visitors are changing



… how we manage destinations is changing tooHow we manage destinations is changing too 



The benefits

• Cross selling destinations to increase length of visit, spend 
and spread of visitors

• Creating more reasons for people to visit & return

• More opportunities for both large & small businesses to 
share unique stories

• Encourages business collaboration and a joined up 
approach to events, communications and funding



Rolling out the strategy

• Soft rollout of the strategy and the development of 
detailed guidelines

• A new resource hub where partners will be able to access 
assets. 

• Partners will have the opportunity to submit images that 
meet the criteria to be included in the bank of options

• Official launch



Developing the clusters

• Five masterclasses taking place in the clusters this week 
with over 75 businesses attending

• Identification of cluster brand champions

• Inspiration visits to PROFIT partners 

• One to one business innovation plan development  

• Workshops at cluster working groups to support the roll out 
and resource hubs


