
Wight BID Report 

THEME ONE: Attracting Visitors for Life £364,021.00 

Marketing:  
Marketing the Isle of Wight off Island with an aim to attract visitors for 
life and aid tourism business recovery post pandemic.  The Isle of 
Wight was positioned across several digital and print platforms during 
this period, based on a wide reaching and interest-based audience. 
Placements include Sainsburys Magazine online; BBC Country le 
Magazine (print and online); The Guardian Travel Guide and 
newsletter; British Travel Journal online and newsletter; Family 
Traveller magazine, online and newsletter, as well as organic social 
media, social media ads and run of network digital ads. 
 
Key marketing themes this year  have included “Make Time to 
Explore” “Adventure Starts Here”, “Paradise Awaits”, “Where 
Memories are Made”, and “Say Yes to the Isle of Wight” which 
launched in autumn 2022, to showcase the things you can do on the 
Island during the shoulder season. New creative was developed for 
each of the themes within the “Say Yes” campaign based on outdoor 
exploration; adventure; family things to do; lifestyle; food and drink and 
nostalgia. The “Say Yes” theme will be used into the winter and the 
2023 season. 
 
High impact imagery and video has been key to the success of each of 
these messages and campaigns, showcasing the best of the Island 
landscape and offerings as part of inspirational and emotive content. 
 
Run of Network (RON) advertising provide a strong digital foundation 
for all marketing efforts by VIOW, driving visitors to the website and 
retargeting those visitors with a follow up ad. In the rst 6 months, Nov 
21 to May 22, there was approximately 100,000,000 impressions which 
generated approx. 60,000 clicks to the VIOW website. From June to 
October 2022 there has been 137,470,601 total impressions which has 
generated 146,655 clicks to the VIOW website. 
 
PR and Travel Media: 
Over the year, we have attended online meetings with VisitEngland 
and Tourism South East and in person at the IMM travel media ‘meet 
the press’ event. Working with local businesses and using images & 
information only available as a result of the Wight BID, we have helped 
to generate over 150 press articles and worked with national and 
international TV productions including Ch4, Ch5 and French channel 
TF1. The press of ce has helped to generate in excess of £20 million 
pounds worth of broadcast, print and online editorial coverage locally, 
nationally and internationally.  
 

 

 

 

visitisleofwight.co.uk - VIOW continue to operate, search engine 
optimise, develop and maintain the top-ranking Island tourism 
consumer website.  Between the 1st November 2021 and 31st October 
2022 the website has had 1,591,444 users plus there have been 
2,108,230 sessions and 4,573,191 page views. Product web pages 
have had 1,399,616 unique page views on the website; that includes 
levy payer and voluntary contributor pages as well as all events and 
other product pages. 

Visitor e-newsletters – VIOW send the visitor e-newsletter 
programme to a list of over 29,000 subscribers. Between November 
2021 and October 2022 the average open rate was 35.1% and the 
average click through rate was 2.1%. 

Social media activity - The social media channels grew between 
November 2021 and October 2022 with 14,096,480 people reached, 
520,891 engagements and 89,276 link clicks on Facebook. Instagram 
saw 3,075,312 reached, 225,440 likes and 4,725 comments. Twitter 
saw 1,707,300 impressions, 24,600 likes and 5,042 retweets. 

During this period, we introduced Instagram REELs, Instagram Guides, 
Instagram takeovers with local businesses, quizzes, hosted 
competitions, worked with businesses to highlight awareness days 
(e.g. National Tiger Day with the Wildheart Animal Sanctuary), worked 
in collaboration with creators and influencers, hosted cycling 
influencers in the build-up to the 2022 Tour of Britain, promoted 
bookings across all seasons, delivered on-the-ground event coverage 
including Terror Island, the launch of The Royal Hotel's Se7en tasting 
menu, IW Walking Festival, IW Literary Festival, and much more. 

This period also saw around 30 digital advertising campaigns run 
across Facebook and Instagram, including focuses on seasonal 
bookings, events (The Tour of Britain and IW Walking Festival), 
adventure travel, beach holidays and family getaways. 

End Of Year 1 Wight BID Report  
1st November 2021—31st October 2022 

BID2 Income and Expenditure 

Income  

BID Levy Income  £544,753.00 

Expenditure  

Theme One—Marke ng/Visitors for Life £364,021.00 

Theme Two—Delivering the Experience £38,600.00 

Theme Three—Working Together £52,849.00 

Theme Four—Sustainability £0.00       

Research £12,450.00 

Above—Article in Sunday Times 28th July 2022 by 
Ben Aitken 

Right—Article in The Sun 1st May 2022 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

THEME TWO : Delivering the Experience £38,600.00 

Alongside VIOW’s ongoing marketing efforts, the Isle of Wight Walking 
Festival took place in May and October 2022. Both events were 
promoted on a variety of platforms, to encourage and attract walking 
enthusiasts to the Island during the shoulder season. These 
promotional platforms included a mixture of print and digital 
advertisements with COAST Magazine; Walk magazine; BBC 
Country le newsletter; The Times; Hampshire Life, supported by 
organic social media, social media ads and run of network. 

Across the two events, there were a total of 2,144 walkers; 143 walks 
and 41% of the walkers came from off the Island to take part. As such, 
each off-island walker cost £11.26 to engage with and overall the 
festivals generated £300,000 worth of economic impact.  

Photography and video were commissioned for both events and are 
available to all BID Levy Payers to download and utilise. 

THEME THREE: Working Together & BID Administration 
£52,849.00 

Communications to the industry. This includes maintaining and 
updating the industry website (visitwightpro.com) and communicating 
with Wight BID Levy payers by post and e-newsletter (please send a  
contact email to avoid unnecessary printing and postage costs). 
Ensuring Wight BID operations, VIOW campaigns and opportunities for 
levy payers are communicated in a variety of ways including local 
media, e-newsletter, print communications and social media. VIOW 
has sent 52 industry newsletters to Wight BID Levy payers and 
Voluntary Contributors via email (avg. one per week), highlighting 
opportunities and potential issues to local businesses, as well as 
celebrating successes – the open-up rate averages approx. 53% (the 
national average is approximately 17%).  

The BID Administrator is employed to monitor and update the Wight 
BID Levy payer database. They are the Visit Isle of Wight point of     
contact for enquiries, appeals and setting up Levy payer web pages.  
They also deal with other Wight BID administration including managing 
Visit Isle of Wight’s role in all of the operating processes. 

The Financial Controller is employed to manage expenditure and   
income receipts, make electronic payments and record all Wight BID 
nancial activities over the course of the BID. Financial records and 

management accounts are scrutinised quarterly by the Finance & 
Remuneration board sub-committee.  

Event Support - Part of the Wight BID focuses on the support and  
development of Island events which will attract increased visitor    
numbers from the mainland and further a eld; the ethos behind this 
fund is to “seed fund” new events to assist in taking them to a          
sustainable future and adding to the wider events programme. It is 
also there to support out-of-season events that need to increase their 
visitor numbers. During this period support has been given to: Isle of 
Wight Festival of Running and South Island Sevens rugby event. This 
events fund will continue to support eligible events annually during the 
period of Wight BID. 
 
Exhibition partnership - To support the overall marketing strategy for 
VIOW, face-to-face and virtual exhibitions have been attended by the 
team. The Exhibitions Partnership is made up of a group of travel 
operators, attractions, and accommodation providers all contributing 
additional funds to this work. The exhibitions were attended with the 
primary aim of promoting the Island as a destination and links with 
group travel and trade. In 2022 the partnership attended 6 exhibitions: 
The Caravan, Motorhome and Camping Show at the NEC, Excursions 
at Twickenham, Explore GB Virtual Showcase with Visit Britain, 
Gardeners World Live in the NEC in Birmingham, The New Forest 
Show and most recently the Group Leisure and Travel Show in Milton 
Keynes.  
 
THEME FOUR: Sustainability £0.00 
Since the recruitment of the Sustainable Travel, Trade and Exhibitions 
Manager in September, a plan has been created to launch sustainable 
projects during the second year of BID 2. These projects include, 
launching the IOW Green Tourism Award (formally known as Green 
Star Award), updating online maps for walking and cycling, developing 
the SLOW travel website, to reintroduce a bus pass scheme to 
promote sustainable travel for visitors, and to explore the feasibility of 
having Travel Ambassadors during the peak travel periods. 
Alongside these projects, VIOW is also showing its commitment to 
sustainability by working with the IOW Council on the Green Impact 
Award and being a key member in the Commerce and Tourism 
Mission Zero Community Hub for the Island. 
 
RESEARCH: £12,450.00 - The Island Visitor Research was 
recommenced post-pandemic in March 2022 and has now returned to 
it’s normal collection and delivery process, reporting on a quarterly 
basis, with output dashboards shared with the industry, Bid Levy 
payers and the media through the visitwightpro.com industry website. 
This research is based on 11,500 face to face interviews linked to a 
robust and tested research model with live customer journey 
information. Customer motivation, journey and sentiment research is 
currently being updated and will be available late in 2022. Work has 
commenced on an updated Cambridge Model economic impact report 
on tourism impact on the Island.  
 
 

Wight BID Opportunities 

As part of the Wight BID, Levy payers are entitled to a standard web page on the Visit Isle of Wight website, www.visitisleofwight.co.uk. Please 
contact the Wight BID Administrator for further details: email amanda@visitwight.org or call 01983 554954.  

If you’re wondering what opportunities there are to get YOUR business seen by a wider audience, or tips and advice from industry                 
professionals, send us your email address to receive our industry newsletter. It arrives in your mailbox weekly and has news and information 
that could help your business grow even more… email to amanda@visitwight.org  

In order for Visit Isle of Wight to avoid unnecessary costs which could be better used to continue to market the Isle of Wight off Island 
please send a contact email address to bid@visitwight.org so we can send future BID reports and information via email, which saves 
on printing and postage costs. 


