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VIOW STRATEGY + VISION

The Why

To give the island one clear destination story.

he Isle of Wight already has an extraordinary visitor offer and we
now have the opportunity to create a shared destination story that
shapes how the Island is known, talked about and chosen.

This presentation sets out an emerging strategy to test,
refine and develop:

What should the Isle of Wight become famous for?
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The Opportunity

Travel 1s changing. So is destination choice.

Visitors are looking for:

Meaningful experiences | Nature & outdoors | Local experiences | Quality over quantity

Domestic travel remains highly relevant, with people looking to discover more of the UK.

What does this mean for the Isle of Wight?

We already have the ingredients: coast, nature, adventure, food, culture and space to breathe.

Outtake:
We don't need to give people more reasons to fill their time.
We need to give them a stronger reason to choose the Island.

Sources: VisitBritain Consumer Trends 2026/27; VisitBritain Domestic Sentiment Tracker, July 2026, VisitBritain Domestic Tourism: Latest Annual Results, 2025; VIOW Isle of Wight Passenger Survey, Q1-Q3 2025.
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The Island needs one clear idea to own

A distinctive idea that makes it recognisable, desirable and worth choosing.

The question is: what?

The Isle of Wight is known. But not clearly known.

FULL OF EXPERIENCES RECOGNISED PLENTY TO PROMOTE

But missing one defining idea. But not clearly defined. But little to make people seek out.

The challenge 1sn't a lack of things to say. It's a lack of one thing to own.

VIOW STRATEGY + VISION 4 2026
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Island Life is a Lifestyle.

Think Ibiza - you instantly get the feeling. What is the Isle of Wight version?

T

Nature - Coast - Adventure - Food

Beaches - Sunsets - Music - Freedom A lighter rhythm

THE AMBITION

Build a recognisable feeling people associate with the Isle of Wight -
before they even book the trip.

From "What can I do there?" to "I want some of that."”
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Island Life gives the whole Island

a common Sstory.

It doesn't define one audience or one experience. It gives
the Island a common story that can flex.

SHARE

Family | Festivals | Food
| Time Together

DISCOVER

Attractions | Island Character
Independent Businesses | Arts & Culture

EXPLORE

Nature | Coast | Walking | Cycling
Watersports | Adventure | Running

RESTORE

Space | Fresh Air | Balance
Wellbeing | Slower Moments

One destination. Many ways to experience it.
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Island Life flexes around the season, the
audience and the motivation.
SPRING & AUTUMN SUMMER WINTER YEAR ROUND
Couples | Explorers | Families | Friends | Coast Friends | Counles | Emot Experiencg—led travellers |
Nature | Food | Culture | | Adventure | Festivals | SpIes , P Boutique stays |
Experience led short Time Together nesters | Welloeing Independent businesses |
breaks seekers | Winter escapes Creativity | Living well

One Island Life. Many reasons to experience it.
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Give people a distinctive by | Turn desire into a visit by making
reason to want to come to : — the Island feel easy to reach, plan
the Isle of Wight. Build the ' and book. Make travel part of the
feeling. Build the product with simple planning and
preference. seamless links.

Desire gets people interested. The ease get them to choose.

™ The crossing isn't a barrier. It's the beginning of the Island Life experience.
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One Shared Story. Many V,, :

Visit Isle of Wight becomes the steward of the desti

Not the owner of every experience, but the organisa

- Sets the destination direction
- Creates the shared story

- Brings businesses and partners together = =

- Builds visibility and desire " :,'-’ :

- Connects inspiration to conversion
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More visible.

Become part of the destinations people dream about, talk about and put

More within reach.

Make the Isle of Wight feel easy to choose, easy to reach and well worth the journgéy.

More desirable.

Build a distinctive destination identity around Island Life - one '
brings the Island together. i
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The test for everythmg_we do:
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Wigh
What Island Life begins to look like in the market.

without the
tof the oiﬁce passport.

Into the ocean.
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The story can travel through every channel.
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