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A positive year for PR …..

Audience reach of over 2,377,081,275

Advertising value equivalent £58,478,859

Some great articles including:

Time Out Magazine world’s 14 most underrated destination, ranked 7th

Total Quality Jobs index, England’s number 1 place to live for quality of life, 
2023

PWC Good Growth index ranked number 5 overall 2023

Best place in England to invest in a hotel ‘Colliers International’ ranked 2nd in 
2023

Best place to invest in a restaurant in the UK in the ABF rankings.
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New mission and strategy

Promote nationally and internationally 

Plymouth’s position and reputation as ‘Britain’s 

Ocean City’ working with key partners and 

organisations in support of sustainable 

economic growth for the city and its travel to 

work area.
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BRAND
Custodian of the brand and place 

based narrative improving perceptions 
and reputation, nationally and globally

VISITOR ECONOMY

Deliver the 2030 Visitor Plan

Attract leisure, business and student 
visitors, meetings and events

Develop destination product 

GROWTH SECTORS
Delivering broader city marketing and 

positive positioning in key vertical sectors:

Advanced manufacturing, energy 
and defence

Marine and Autonomy

Creative and digital

Medical, health and life sciences

PARTNERSHIPS

Growing and creating 
partnerships to 

leverage maximum 
impact for the city and 
return on investment



OFFICIAL

Moving the brand forwards…
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Three themes
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Visibility, experience and narrative
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Experience



OFFICIAL

Narrative: past, present, future…
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Evolving the brand strategy…
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The process..
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Process 
and 
timescale

September

January 24
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Brand development group
Organisation Representative

Destination Plymouth Amanda Lumley (Tourism, visitor leisure, retail)

Plymouth Culture Hannah Harris (Culture and creative)

The Box Victoria Pomery (Culture and creative)

Theatre Royal Plymouth James Mackenzie Blackman (Culture and attractions)

Plymouth University Chris Bennewith (Education, culture, creative)

National Marine Park Elaine Hayes (Marine/Environment)

Devon and Plymouth Chamber Simon Elford (Business)

Princess Yachts Simon Clare (Manufacturing/Marine)

Arts University Plymouth Paul Fieldsend Danks (Education/creative)

Plymouth NHS Trust Amanda Nash (Healthcare/wellbeing)

Plymouth City Council Elinor Firth (community)

Plymouth City Council Nina Sarlaka / Dave Lea (Economic Development)

Nash and Co (legal/professional) Dave Briggs (legal/professional)

Plymouth Science Park Ian McFadzen (Health and life sciences)

Four PR Pamela Badham 

Plymouth City Council Sarah Lloyd 

Diversity Business Incubator Jabo Butera (community)

Plymouth Community Homes John Clarke (community/city centre)
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Three themes
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What have we learnt so far?
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Session 2
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Session 3a
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Session 3b
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Session 4
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Brand strategy structure
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Operational dimension
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Internal dimension
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External dimension
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Emerging projects – Brand toolkit 

Auckland's brand | 
Auckland NZ Helsinki brand and visual 

identity | City of Helsinki

Home - Content Hub | VisitAberdeenshire 
(visitabdn.com)

https://auckland-brand.aucklandnz.com/brand/aucklands-brand
https://auckland-brand.aucklandnz.com/brand/aucklands-brand
https://www.hel.fi/en/decision-making/information-on-helsinki/design-and-digitalisation/helsinki-brand-and-visual-identity
https://www.hel.fi/en/decision-making/information-on-helsinki/design-and-digitalisation/helsinki-brand-and-visual-identity
https://contenthub.visitabdn.com/?_gl=1*7zk0hw*_ga*MTI3MTU0MDQwLjE2OTAyMDg2MDc.*_ga_5JC68SR2R7*MTY5MDIwODYwOS4xLjAuMTY5MDIwODYwOS42MC4wLjA.
https://contenthub.visitabdn.com/?_gl=1*7zk0hw*_ga*MTI3MTU0MDQwLjE2OTAyMDg2MDc.*_ga_5JC68SR2R7*MTY5MDIwODYwOS4xLjAuMTY5MDIwODYwOS42MC4wLjA.
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Emerging projects – web 

https://www.londonandpartners.com/partnerships
https://marketingmanchester.com/
https://www.welcometosheffield.co.uk/
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Emerging projects – ‘Ambassadors’ 

Who are the city’s national or global 
‘Ambassadors’? How do we harness their 
influence?
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Next steps…

• Test and refine various elements over the 
summer

• Create an evidence base for audiences and 
explore target data working with sector leads

• Develop ‘our story’ narrative and pyramid 
framework working with  sectors

• Create a high level plan for end of the year
• Continue to test sector specific PR
• Start to define projects and scope for delivery 

plan
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