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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 7t

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.



Plymouth
Britain's Ocean City

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.



BRAND

Custodian of the brand and place
based narrative improving perceptions
and reputation, nationally and globally

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

VISITOR ECONOMY
Deliver the 2030 Visitor Plan

Attract leisure, business and student
visitors, meetings and events

Develop destination product
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Moving the brand forwards...

Britain's Ocean City
brand perception research

One-to-one Email surveys Focus groups

Interviews 897 responses 4 groups
33 stakeholders Residents and students



Three themes ritain's Ocean City

Three themes

Our research has identified three significant themes,
which are influencing perceptions of the BOC brand.

Visibility  Experience  Narrative
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Britain's Ocean City

Visibility, experience and narrative

“We wouldn't use
somebody else’s brand”

Hierarchy Ownership Brand identity

“We have our own brand,
our own brand identity -
with distinct values”
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Britain's Ocean City

Experience

Experience

Meaning

Impact Meaning Physical

— — :
N" 8 “When you stand on the Hoe,
4.. 43R it all makes sense.”
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Britain's Ocean City

Narrative: past, present, future..

Past Present Future

Why is Plymouth THE ocean city?
All these cities have a maritime heritage.

What does Plymouth have, that
none of these other cities have?
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Britain's Ocean City

Evolving the brand strategy...

What is next: Brand strategy

When the brand research is complete, it will be
possible to begin to develop the brand strategy.

Brand research Brand strategy

Identify the problem Identify the solution
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Britain's Ocean City

The process..

2: Create 3: Deliver

Deliver

Development Group The Audience
Feedback




*FEEDBACK TO CONSULTEES (INTERNAL AND EXTERNAL) VIA WORKSHOPS
*GATHER FURTHER INSIGHTS AND TEST THINKING

*ENGAGE IN DISCUSSIONS - WHAT DOES THE BRAND DELIVER?HOW COULD
THAT CHANGE? HOW CAN PARTNERS AND LOCAL COMMUNITIES HELP?

*SET UP BRAND DEVELOPMENT GROUP - max 15 people
*OWNERSHIP - EVOLVE DP BOARD/ SET UP ADVISORY BOARD

oVISIBILITY - COMMUNICATE PAST SUCCESSES AND NEW FUTURE
DIRECTION - COMMS PLAN

¢START TO DEVELOP BRAND NARRATIVE WITH DEVELOPMENT GROUP
¢|DENTIFY TARGET AUDIENCES AND VALUE TO THEM

*EXPERIENCE - UNDERSTAND ROLE AND IMPACT OF BRAND

*CREATE NARRATIVE PYRAMID

*AGREE OBJECTIVES AND KPI'S

*START TO IMPLEMENT 'SMALL CHANGES' E.G. SECTOR PR AND DIGITAL
REVIEW, RECRUITMENT TOOLKIT

September

*FIRST DRAFT OF STRATEGY DEVELOPED BY BRAND DEVELOPMENT GROUP

*DP BOARD PRESENTED WITH REFRESHED DRAFT STRATEGY INCLUDING
RESOURCE IMPLICATIONS

*AGREE RESOURCES FOR DELIVERY

*AGREE KEY PERFORANCE INDICATORS

*SIGN OFF STRATEGY

*COMMUNICATE BACK TO PARTNERS AND WIDER CITY STAKEHOLDERS
*IMPLEMENT GOING FORWARDS AND REVIEW ANNUALLY

January 24

Plymouth

Britain's Ocean City

Process
and
timescale
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Britain's Ocean City

Brand development group

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

Organisation

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 lan McFadzen (Health and life sciences)
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

Our research has identified three significant themes,
which are influencing perceptions of the BOC brand.

Visibility  Experience  Narrative
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Britain's Ocean City

What have we learnt so far?

Brand Development Group -
EEEQ piain W

Usa of this word Is signiticant. We shouid make
more of it. The BOC brand Is connacting the chy
to the nationad brand.
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What makes
Success & people

Oivic pride. Residents may be
negative about the city. But thay
wil dofend It from oriticism.
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Britain’s Ocean City t&?:w‘aa\*
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BIG== |
it's only a brand
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How can il the g000 " of me ey

stuff be shared? Locking bayona the Rertzon.

&eryone shoukd be abie to
il tha story of the diy.

WE LOVE PLYMBUTH BECRUSE...
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CHALLENGE
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Britain's Ocean City

Session 2

HIERARCHY

Which chamderistics are most important for an
omamisation to demonstrate kadershis?

BRAND IDENTITY

'Which food Hom does BOLC rood fo Ba,
to change perreptions of ciy?

OWNERSHIP

What are the Impllcations of “ownership™.
Wiat are the advantages and dsadwmtages’
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Session 3a

mm&u
Session 3: Experfence

The BOC brand can make an Impact on the city by...

ATTRACTING STAFF

tolve and work In the g

Establishing the city as

CREATIVE INDUSTRIES HUB

for businesses, visitors
and students

Britain's Ocean City
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Britain's Ocean City

Session 3b

@ What are the big, external Issues Impacting the city?

Westminster Perception
Central government Oty s soen as
attitude to: » Saasido town
» Oty (sa0 dolow & opposita) M * Portsmouth?
 Funding inc. Lovaling up” » Nava! city

* Transpar ¢ Infrostructsr o » Geoy ond grim

o Intornationd students

* The past, not the futw
o (Crootve industries

cG:ography 'cl;a"nsport links
& considered s

2 long way away by: «Noarpat

* Stof » Foor rof commection

* Students » No motorwoy
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Session 4
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Brand strategy structure

Brand strategy

Operational dimension External dimension

H H
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Britain's Ocean City

Operational dimension

Services N
Brand proposition

“The benefit Plymouth
delivers to you is...”

Residential Education Visitor Business

Brand proposition:
Targets Narrative pyramid

A
AR
AR
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Britain's Ocean City

Internal dimension

Purpose

“World class”

Values
Boldness Quality Innovation
Social impact Generosity Courage

Drive change Pride Engagement

Authentic Ambition Transparent
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EXte rnal dimenSion Britain's Ocean City

Audience

Residents Students Visitors Businesses
Competition L
Market position —
E [ WALLNOSE
xample M&S
Morrisons
Sainsbury’s
D Newcastle S AL
High quality
ASDA
=
_ Portsmouth Ll
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Emerging projects — Brand toolkit ST

- !a taff Room - Home X | [ Helsinki brand and visual identit. X | 4
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Auckland's brand |

e Helsinki brand and visual
welcome to identity | City of Helsinki

VisitAberdeenshire's
Content Hub

Auckland NZ

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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E me rgl N g p rOJ e CtS — We b Britain's Ocean City

x () https//www.welcomet... A [} Q@ ¥ M <

LONDON

Taaligan  \Z) Ontecs Lty Gwwsyoy Q

IShdﬁﬁI

Tourism

n L Type here to search

marketingManchester Whoweare Whatwedo ~Workwithus News Events Contact

Marketing
Manchester

Promoting Greater Manchester to a global audience as a place to visit,

invest, meet and study.



https://www.londonandpartners.com/partnerships
https://marketingmanchester.com/
https://www.welcometosheffield.co.uk/

Plymouth
E mergl ng prOJec:tS —_— lAm bassadors’ Britain's Ocean City

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




PR OBJECTIVES:

+ To start to position Plymouth more broadly as Britain's Ocean City as a developing new brand narrative emerges

+ To position Plymouth as ‘world-class' in key ‘'sector areas’

+ To build on the good work to date with ongoing destination activity nationally/intern ationally

+ To help develop a new brand narrative built on our authentic past, our current dynamism and activity and our
innovative future as a world-leading marine city

BRAND PILLARS:

DESTINATION BRAND SECTORS

+ Blue/Green + Past » Marine and environment

+ Brilliant culture and + Present + Culture and creative
heritage + Future industries

+ Premier destination + Health and wellbeing

+ Manufacturing and
defence
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N eXt Ste pS . ritain’s Ocean City

e Test and refine various elements over the
summer

e 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

e Start to define projects and scope for delivery
plan
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