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Update on the Inward Investment Campaign on behalf 
of the Growth & Prosperity Team 



WHERE WE STARTED 



Logo 



Data Guide and Website 



Logo and strapline Colour palette 

Font 

The basic brand assets 



The use of 45 degree angles and colour blocks as 
a layout device, and sector iconography 

Other observed assets or conventions used consistently 



Curved shapes from logo enlarged and cropped – used as a background here 
on website (contrasted with 45 degree angles used in print) 

App icons vary between entire 
mark and crop of mark 

Font on website is not Robotto 

Observed inconsistencies 





SOCIAL MEDIA FOLLOWERS: 12.06.20 

 
Twitter Followers    462 
LinkedIn Page Followers    185 

Linkedin Feed Followers    350  



WEBSITE ENGAGEMENT – 3 months to 12.07.20 
 
Users     350 
Sessions     458 
Bounce Rate    77% 
Visit Time    74 secs 



WE DID SOME INTERVIEWS AND WE 
LEARNED SOME THINGS… 



The brand needed ‘More’ 

“Don’t think you can take a formula that’s worked 
elsewhere & just change colour and wording, felt a bit 

like that.” 
“Current material is fine, but swap out the name & 

it could be anywhere” 

“Place for Business Brand is generic, lost & not that true, we 
should take advantage of Blackpool’s unique personality as its 

business offerings may not be any stronger than anywhere 
else” 

  





AND THEY WOULD LIKE IT TO BE MORE 
DISTINCTIVE 

“The brand should capitalise on what they actually 
DO have, not try and ignore it / be something else 

that is generic.” 

“Blackpool is ‘fun / creative / 
innovative’ 

“Blackpool already has a very strong brand, that is too 
well established as cheeky / brash fun, and they should 

do that in a good way” 

“People have a fondness / nostalgia for 
Blackpool” 

“Has warmth - a lot of other places can’t do that and 
don’t have the personality that Blackpool has 

already” 



BECAUSE THERE IS A TENSION: 

“Felt as if they weren’t really recognising what people knew about the area...you can’t 
ignore it. Some element of softening of the brand might be at least worth having a 

conversation about.” 

“fun / frivolity not necessarily a negative, but the negative is the portrayal that that is ALL the 
area has to offer, and also the associated deprivation angle - leaves a question mark around 

whether there is a serious business community here” 

versus 



ARE PEOPLE LOCALLY ENGAGED? 

“Messaging not reaching audience” 
  

“Not quite got there yet” 

”Should know who / where they are / what 
their network is” 

“Blackpool business community is 
low hanging fruit” 

“If they don’t buy into it / or are sufficiently bought into 
it then it’s missing a trick” 

“Blackpool’s own business community ought to be 
their own best ambassadors, in terms of offer / 

regeneration etc. 

“Don’t feel engaged as a large 
company” Businesses at event launches drift 

away, no engagement upkeep” 



SO WE REDESIGNED THE BRAND, AND 
THE MESSAGING STRATEGY 



WORKING BRAND PLATFORM 
 
Purpose: Show the world we have the spirit to succeed 
 
Values:   
Determination 
Enterprise 
Ingenuity 
Expertise 
 
Emotional Benefit: Reassurance that Blackpool offers all they need - and more 
 
The Role of the Brand: Demonstrate a bigger, better, growing Blackpool 





Blackpool & The Fylde Coast Guidelines and Positioning 



Blackpool & The Fylde Coast Guidelines and Positioning 





Blackpool & The Fylde Coast Business Location Guide  



Blackpool & The Fylde Coast Business Location Guide  



Blackpool & The Fylde Coast Print Collateral Design 



Blackpool & The Fylde Coast Social Media Management 



Blackpool & The Fylde Coast Email Newsletter 



Blackpool & The Fylde Coast Website 





Blackpool & The Fylde Coast NW Insider Investment Guide 



AND IT’S WORKING... 



SOCIAL MEDIA FOLLOWERS:  12.07.20  07.06.21    
 
Twitter Followers    462   567   +23% 
Linked In Page Followers   185   765   +313% 
Linked in Feed Followers   350   853   +144%  



Twitter: Organic Engagement 
 

    3 Months to July 20  3 Months to June 2021    
 
Impressions     11825   20990 
 
Profile Visits     172    7337 
 
 
 

         



WEBSITE ENGAGEMENT:  90 days to 07.06.21 
 
Users   350    1900    +443% 
Sessions   458    2500    +446% 
Bounce Rate  77%   80%    (4%) 
Visit Time   74 secs   97 secs    +31% 



WEBSITE ENGAGEMENT:  90 days to 07.06.21 
 
Users   350    1900    +443% 
Sessions   458    2500    +446% 
Bounce Rate  77%   80%    (4%) 
Visit Time   74 secs   97 secs    +31% 



WHAT DO WE DO NEXT? 



Website 



Website homepage 



Website navigation 



OTHER DEVELOPMENTS 
 
Continue Social Media Feeds and Engagement 
Continue email newsletters 
Continue Case Studies 
Ambassador Engagement 
Paid Social and PPC 
Events – UK REIFF 
Sector Events 



HOW CAN YOU HELP 
 
Follow us and engage on Linked In:  Blackpool makes it work 

     The Team at Blackpool makes it work 
 
(Likes, comments, shares) 
 
Follow us and engage on Twitter   @BlackpoolWorks 
 
Sign up for the newsletter 
 
Feed us news and especially case studies 



JUST PUT YOUR LIPS 
TOGETHER AND WHISTLE 

If you like what you hear, we’d like to 
hear from you. 

whistlejacketlondon.com 
+44 (0)7768 465951 
richard@whistlejacketlondon.com 
matty@whistlejacketlondon.com 


