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Happening Pass E-Newsletter 
Duration: Monthly newsletter 
Live Date: First week of the month 

• Businesses can be promoted as the key offer 
that month and sponsor a main section with a 
promotion or competition with a direct link to 
their product. 

o If not already a current offer, the 
Happening Pass offer would need to be 
supplied along with terms and conditions 
a month prior to the live date. 

o If the business does not currently have a 
product record for the offer to be 
associated to, a completed Information 
Collection will be required a month prior 
to the live date. 

o Details of the promotion or competition 
to be promoted should be submitted a 
month prior to the live date. 

 
£150 per month 
Potential annual income: £1,800 
 
This particular opportunity is on hold until the new e-
marketing agency has been appointed and the 
income opportunities from e-newsletters can be 
discussed in full. 
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Consumer Events E-Newsletter 
Duration: Monthly 
Businesses can sponsor a main item with inclusion 
of an article or event and a link to their product 
page or bespoke page on the vTv website. 
 
£100 per month 
Potential annual income: £1,200 
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Report of: visitTeesvalley 

Report to: visitTeesvalley Board 

Date: 21st January 2010 

Subject: Cultural Volunteering Project 

Item for: Information  /  Decision  /  Presentation 

 

SUMMARY 

This report highlights the work of Tees Valleys Cultural Volunteering pilot project that is led by 
visitTeesvalley. The key achievements to date and future activity is identified.  

PURPOSE OF REPORT  

To provide an update of the project covering the following: 

1. Marketing and PR 
2. Volunteer Engagement 
3. Training 
4. Funding 
5. Tees Valley Welcome 
6. Identified areas of development/ future actions 

 
1. Marketing and PR 

 
1.1 The CVP web pages are now undergoing a change to bring it up to date and similar to that of 

the Manchester Event Volunteer site.  It will include new pages on policy, placement 
opportunities, training, news, employer information, photo gallery and newsletter downloads.  
There will also be a downloaded form for placement hosts to register an opportunity, which will 
automatically be added to the database. 
 

1.2  The volunTeesvalley facebook page is still up and going, however it remains inactive until the 
social media strategy for vTv is in place. 

 
1.3 volunTeesvalley now has a bi weekly newsletter which goes out to volunteers, partners and the 

steering group.  The December newsletter contained placement and training opportunities as 
well as news and success stories such as the volunteers attending Odin’s Glow. 

 
 

2. Volunteer engagement 
 
 
2.1  There are now over 400 interested volunteers on the CVP database who have registered their 

interest either through the website or the campervan recruitment drive. Volunteers have 
attended festivals such as Middlesbrough Music Live, Dockfest, Odin’s Glow, Durham Festival 
of Light, Kiteival, Hartlepool Fireworks display and a range of longer term placements such as 
through the cycle organisation Sustran’s. 

 
2.2 Odin’s Glow was volunTeesvalley’s biggest success story to date with over 20 volunteers 

attending the festival across the four days.  Volunteers took on customer facing roles assisting 
visitors to the village from the car park to the event, directing visitors from one installation to the 
next and providing crucial event information and health and safety.  Volunteers were also on 
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hand to assist any artists and members of event staff.  Event organisers gave great feedback 
and congratulated the volunteers on making the event a success. 

 
2.3 Cultural organisations are now contacting CVP with a range of placements for the new year with 

the hope they will be advertised on the website and in the newsletter.  We hope to have 
volunteers at the majority of events in the Tees Valley for 2010. 

 
 

3. Training 
 
3.1 Working Links have agreed to provide training to volunteers which should allow  

CVP to hit training and skills targets, outlined by ONE in the funding agreement.. Training 
opportunities will be advertised on the webpage’s and enewsletter.  
     

3.2 volunTeesvalley will still be delivering the Tees Valley Welcome to volunteers         from 
February onwards, giving volunteers a better understanding of the region and the opportunities 
that the Tees Valley has on offer.   
 

 
4. Funding 

 
4.1 A Steering Group meeting is to be set up to address possible joint bids and future funding 

opportunities. 
 

4.2  HM/JF continue to look for alternative funding to continue the project after September 2010 
 

5. Tees Valley Welcome 
 
5.1 AIM  

Commissioned by the Cultural Volunteering Project the aim of the Tees Valley Welcome is 
to deliver a 3hr product knowledge workshop to 2000 individuals in Tees Valley over a 12 month 
period – starting in February/March in order to improve the visitor’s experience of Hartlepool Tall 
Ships Races 2010 Event and Tees Valley in the whole. Raise awareness and pride amongst 
Tees Valley residents that the region offers a good place to live, work and visit. It will help to 
differentiate the visitor offer through harnessing the strengths of the regions people through the 
provision of an excellent welcoming service.  The Tees Valley Welcome will be project managed 
by the Cultural Volunteer Project in partnership with the five Tees Valley local authorities. 

 
5.2 Audience 

Tourism, hospitality and retail sector plus any customer facing business e.g. taxis, bus drivers, 
banks, stadiums, venues, cinemas etc. Plus deliver to College and University students working 
part time in the industry.  The course is also an important element of the cultural volunteering 
pilot. Tees Valley Welcome will be used as part of the induction providing in total 3 hrs training 
to those in employment of the 400 volunteers signed up to volunTeesvalley. 
 

5.3 Methodology & delivery 
Workshops to be FREE of charge – Delegates will be charged £50 if they do not attend. This 
approach has worked very successfully with other training events run by vTv and resulted in 
nearly 100% attendance. 

 
Workshops to be delivered in-house and on an open basis using 5 pre selected venues – 
Venues to be used for open courses include Saltholme, Preston Hall, Captain Cook Museum, 
Darlington Head of Steam Museum, Kirkleatham Museum, Hartlepool Quayside, Summerhill, 
and maybe some hotels - Rockcliffe, Redworth, Wynyard Hall, The Grand, Tall Trees, 
Guisborough Hall Hotel to provide a good opportunity for delegates to experience the quality of 
the regions offer. Note also for open courses it enables interaction amongst delegates from 
different businesses/sectors to provide further knowledge of the region. 
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Sales Team to recruit delegates - Distinctive Training launched their first Sales Academy in 
August 2009 in the Tyne & Wear area  and to date have over 35 apprentices working towards 
nationally recognised qualifications whilst earning a wage and gaining excellent career 
opportunities 
 

5.4 Materials 
visitTeesvalley have in place the Welcome to Tees Valley participants guide with    LA boundary 
add-on’s including a trainer’s manual. In addition a 3 day Train the Trainer session has been 
booked in February. Each of the LAs 10 nominated trainers will be trained for ½ day to deliver 
the course. (5LAs x ½ day training) All other trainers identified e.g. partners of volunTeesvalley 
will also have a ½ day training session - £15,000 investment to date by vTv and the 5 Las. 
 
As the programme extends to all visitor facing staff, and will have a large number of different 
deliverers it will be important to produce supplementary material such as a DVD presentation 
which would greatly enhance the Tees Valley profile. The DVD will be commissioned through 
tender and paid for by ONE. 
 

5.5 Funding 
Discussions have been held with Business Link regarding funding a pilot in Feb/March 2010 and 
then rolling out the full programme in 2010/11. We are currently working up the Business Case 
with Business Link. Three train the trainers days are to be held in February, plus an additional 
day for Working Links consultants who are also keen to roll out the welcome inhouse. 

 
6. Identified areas of development/ future actions 

  
6.1 Relationships with routes to employment agencies still underway with new partnerships with 

Mental Health Matters and a renewed relationship with Working Links. Planned presentations to 
Working Links consultants for the New Year. 
. 

6.2  Building new relationships with organisations who can offer placements is now well underway 
and there is an ever increasing demand from new volunteers and ensuring that this is 
continually monitored for best practice. 
 

6.3  Recruitment of a Future Jobs position via Middlesbrough Council to help maintain Hanlon 
databases, organise inductions and administration 

 
6.4  Continued development of the CVP website to meet needs of users 
 
6.5 Continued work with Personal Best, Hartlepool Adult Education and Tall Ships Ambassador 

programme. 

Originator: Helen McBride 

Contact Tel: 01642 263101 

E-mail: helen@visitteesvalley.co.uk 

 
 





Page 1 of 9 

 Agenda Item 8 

Report of: visitTeesvalley 

Report to: visitTeesvalley Board 

Date: 21st January 2010 

Subject: Marketing Activities June 2009 – March 2010 

Item for: Information  /  Decision  /  Presentation 

 

1.0 PURPOSE OF REPORT 

1.1 To update the vTv Board on current and future marketing activity.  This report 
will discuss activity from June 09 and planned activity for the next 6 months. 

2.0 BACKGROUND 

2.1 7th June saw the launch of vTv’s consumer marketing campaign – “Do 
Something Different” (DSD).  The campaign will deliver vTv’s events-led 
marketing strategy by using events as the core theme.  The activity will 
primarily focus on the day visitor market, predominantly to the resident 
audience generating resident pride ultimately raising the profile of the 
destination, as well as people living and visiting from within an hour’s drive-
time.  The campaign will contribute to the longer term objective of attracting 
the short breaks market, converting day visits into repeat visits and overnight 
stays, by raising the profile of the destination through the building of resident 
pride. 

2.2 vTv will continue to support One NorthEast and other ATPs in the region and 
North Yorkshire in their regional and national campaigns. 

2.3 Based on our events-led focus and in order to compete in the tourism 
marketplace, vTv has moved away from more traditional marketing activity.  
The majority of marketing activity will be e-marketing and PR-led, with the 
main call to action being to visit www.visitteesvalley.co.uk.   One element of 
the campaign creative has taken a “quirky” approach of using shoes to convey 
the wealth of activities the Tees Valley has on offer.  Other campaign 
elements will be supported with strong imagery of the region.   

3.0 ACTIVITY TO DATE – JUNE – DEC 09  

3.1 TV adverts (Tyne Tees Southern Transmitter catchment Durham – York) 

unlimited 
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All 6 coverage periods have gone out since the campaign launch in June, 
July, August, October, November and December.  Over this period 165 
adverts went out over 10 weeks.  This reached approximately 833,000 adults 
(78%) within the transmission area and it is estimated that each viewer will 
have seen an advert on average 9 times.   

3.2 Radio Partnership - TFM/Magic and BBC Tees 

The agreed radio partnership includes a programme of commercials over key 
holiday periods as well as the bespoke slot ‘Tees Valley Time Out’ every 
Friday up until June 2010, vTv provide suggestions of what to do over the 
weekend.  Supporting activity included sponsorship of the weekend breakfast 
show broadcasting on a Saturday and Sunday between June and September  

 
Commercials ran from 8th June – 30th August and 26th October – 1st 
November to cover the campaign launch and school holidays.  755 
commercials have gone out and it is calculated that each listener will have 
heard an advert on average 21 times.   

 
In addition vTv has received over £4,000 total added value to date through 
TFM including coverage in their e-newsletter, website, DAB scrolling and an 
additional 59 on air references. 
 
A partnership has been agreed with BBC Radio Tees which includes a regular 
What’s On” slot every Thursday lunchtime from 26th November as well as 
regular interviews with the Face of Tees Valley Challengers.  The Challengers 
have already had four live interviews since the end of November. 

 
3.3 Media Partnerships – Evening Gazette, Northern Echo & Hartlepool Mail  

There has been a total of £130,000 worth of campaign press coverage 
generated since the launch on 7th June, including £76,805 Average Value 
Estimated (AVE) worth of PR coverage in key titles for the campaign launch, 
Face of Tees Valley and Happening Pass and a leveraged £5,000 advertising 
budget with media partners for 5 Summer Supplements (total 26 pages) which  
have a combined value of £53,195.  There were also over 170 competition 
entries received for reader offers in the Northern Echo promoting Stockton 
Summer Show, Darlington Food Festival and the Hartlepool Spoo-Quay event 
 
In addition there has been a total of £24,500 worth of corporate press 
coverage generated since July including the Autumn Conference, Tourism 
Awards, new appointments and event research findings. 

 

3.4 Scene Magazine 

We successfully secured sponsorship with the bi-monthly events publication, 
Scene which has a distribution of 11,000 to 400 
businesses(incl.hotels,pubs,restaurants etc) in Tees Valley. This includes the 
vTv logo on the front cover and double page advertorial spreads.  
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The first advertorial appeared in the June/July issue featuring Dockfest, 
Middlesbrough Mela and Stockton International Riverside Festival/Fringe 
Festival.  The Stockton Summer Show was used as the front cover. 

 
The second advertorial appeared in the Aug/Sept issue and featured general 
watersports information as well as Take to the Tees and Kiteival events.  
Kiteival was also chosen for the front cover. 
 
The third advertorial appearing in the Oct/Nov issue featured Odin’s Glow, 
Living North Christmas Fair and Stockton Sparkles. 
 
The Dec/Jan issue features comedy events in the New Year including Catch 
22 at Arc, Big Mouth Comedy Club at Middlesbrough Town Hall and the Hot 
Potato Club in Hartlepool. 
 

3.5 Website/E-marketing 

The newly designed website www.visitteesvalley.co.uk was launched on the 
8th June and has generated 75% new visitors since it went live. Visits are on 
the rise month on month with November being a record month with over 
10,000 visitors.  
 
Between June – November there has been a total of 45,301 visits to the site 
(35,425 unique visitors) and 104,200 page views, with people viewing on 
average 3.2 pages per visit.  After the homepage the most popular pages on 
the site are the “what’s on” and “things to do” page followed by the happening 
pass and competition pages.  Between this period 1508 people signed up to 
the happening pass online and we received 1,623 competition entries. 
 
The DSD Facebook group was also set up in June and has currently 390+ 
fans.   
 
A web content and Data plan has been produced to ensure the site is up to 
date and dynamic. 
 
The existing contract with our appointed e marketing agency - Calm Asylum 
has now ended and a brief for e-marketing services went out in November.  
The brief was split into three areas – design and emarketing, web build and 
Search Engine Optimisation (SEO) with the opportunity for agencies to pitch 
for some or all areas.  The new agency(ies) will be appointed in January and 
will be responsible for delivering Phase II of the website, SEO and e-
marketing including e-newsletters, e-mail, viral and social marketing 
campaigns.  
 
vTv are developing the current CRM system used within Desti.ne to support 
the delivery of customer-focused marketing. Full details are available in the 
Tees Valley CRM Delivery Plan.  In summary the development will encourage 
partnership working with the local authority Tourism Teams within the Tees 
Valley in a `network` approach.  Development of the system includes: a 
shared customer database with all five local authorities, effective 
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management of sign up with clear sign up channels (e.g. website, TICs and 
street teams), two core sign up options (simple sign up and full registration), 
following data protection to ensure appropriate permissions are captured, 
ability to capture customer interests/behaviour patterns to allow 
personalised/tailored marketing communications, content management and 
co-ordination to manage frequency of contact with the customer and minimise 
duplication, build customer loyalty, management of unsubscribes, regular 
cleansing of data and intelligent reporting. 
 
The developments are being built by Desti.ne’s developer New Mind and are 
planned to be completed in time for integration into the Phase II website 
development. 
 
A usability review of the website is being carried out in January to establish 
the consumer’s behaviour for sourcing information about things to do, events 
and places to visit, and their perceptions of the Tees Valley.  The review will 
also look at whether they use the internet to find this information, how they go 
about searching for it, and their perceptions of visitteesvalley.co.uk.  The 
findings from the study will be utilised in the Phase II vTv website 
developments. 
 

3.6 Re-launch of the Happening Pass 

The Happening Pass was relaunched in June with 20 new offers to encourage 
residents and visitors to explore the Tees Valley’s offering of attractions and 
facilities. People who sign up, which can be at an event, Tourist Information 
Centre or online, receive a permanent key fob pass (one of four shoe designs) 
in the post. 
  
A monthly e-newsletter distributed to all Happening Pass members detailing 
up and coming events, latest news, suggested days out and new promotions 
and offers commenced in August. 

 
We have had over 3600 new sign ups since the start of the campaign (8th 
June) plus 1800 existing members, totaling approximately 5400 members. 
 
We have had five new offers since June which are currently being published 
on the website and promoted via the e-newsletters.   
 
Usage of the card will be monitored via the businesses providing an offer, who 
in turn will receive a quarterly report via key account visits. 

 

3.7 It’s Happening Magazine 

Work has commenced on the 2010 guide.  Advertising sales were carried out 
in-house, the closing date was 4th December however some booking forms 
are still coming in – to date over £17,000 of advertising income has been 
generated.  Editorial for the guide is currently being researched and written.  
100K copies of the guide will be published in March and will be distributed 
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from Berwick to Yorkshire in TICs and customer-facing businesses e.g. 
restaurants, pubs, service stations and to 520 plus hotels in the Tees Valley, 
Durham and North Yorkshire.   

 

3.8 Quarterly events guides/Competitions 

60,000 copies of each quarterly guide are distributed to 600 plus businesses 
in Tees Valley, Durham and North Yorkshire and a supporting eflyer sent out 
to the vTv consumer database (approx 3,000).  Each quarterly events 
campaign included an events-led competition to encourage traffic and data 
capture via the website. 

The Spring guide was distributed in April and promoted three competitions to 
win overnight stay during WorldFest, Music Live and Infinity Bridge Opening, 
500 entries were received.  The Summer guide distributed in June promoted a 
competition for the Take to the Tees event and received 150 entries.  The 
Autumn guide was distributed early September and promoted an Odin’s Glow 
competition and received 1478 entries.   

The final events guide highlighted Christmas events and was distributed end 
of October promoting two competitions to win tickets to the Living North 
Christmas Fair and tickets to the pantomime at Darlington Civic Theatre, 880 
entries were received.   

There was an additional print-run of 15,000 Autumn and Christmas guides 
which were inserted in the October and November editions of Living North 
Magazine.  An additional 20,000 Christmas guides were also inserted into the 
goody bags given out at the Living North Christmas Fair in Newcastle. 

3.9 Outdoor/Indoor promotions 

The vTv promotions team have attended the following events; Middlesbrough 
Music Live, Hartlepool Dockfest, Cleveland Show, Sunderland Airshow, SIRF 
& Fringe Festival, Take to the Tees, Stockton Summer Show, Teesside 
University and Durham University Freshers Fairs, Kiteival and Living North 
Christmas Fair with the DSD “Big Shoe” to generate Happening Pass sign up 
and data capture.  To date we have had 2,560 people sign up to a happening 
pass at  events.   
 

3.10 Face of Tees Valley competition 

Over July and August vTv launched the search for the ultimate Tees Valley 
ambassador with the Face of Tees Valley (FOTV) competition.  The campaign 
supported by TFM, the Evening Gazette and Northern Echo encouraged 
residents to compete to be one of two Challengers to become the FOTV.  The 
successful two Challengers are being sent on free days out around the area 
with family and friends and are asked to report back on activity online and in 
the media. The most enthusiastic and passionate Challenger will win £1,000 
and the accolade of becoming the Face of Tees Valley at an event on 20th 
March 2010.  
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Applications were online or with TFM's street team who where out and about 
filming applicants at key locations across Tees Valley.  Promotion for the 
search included Vox Pops commercials on air with TFM from 6th July - 23rd 
August, Live reads on air about the competition, a Facebook ad, Eflyer to vtv 
consumer database, advertorials in Northern Echo, Evening Gazette and 
Hartlepool Mail, editorial coverage in all three newspapers, TFM Street Team, 
advert on home page of visitteesvalley.co.uk, news item on TFM homepage 
and e-newsletter and the Evening Gazette blog. 

  
61 applicants were shortlisted to 10 semi-finalists.  A semi-final event was 
held on 19th September at Hartlepool’s Maritime Experience where two 
finalists, Joanna from Stockton and James from Middlesbrough were selected 
by a panel of judges plus an online public vote. The semi finalists have 
already attended a number of days out to date including white water rafting, 
bouldering, rally driving, attending Odin’s Glow, Darlington Fireworks and the 
Living North Christmas Fair and competed against each other on 21st 
November on a number of challenges around the Tees Valley based on 
Happening pass offers.  Their blogs are now live at 
www.faceofteesvalley.co.uk . 
 

3.11 PR activity 

The monthly DSD campaign e-bulletin continues to be circulated to all 
stakeholders and partners to advise on campaign activity. 

A dedicated vTv corporate communications strategy is currently being 
developed to ensure all vTv key messages are communicated to all 
stakeholders to raise the profile of the organisation, its activities and the 
importance of the tourism economy.   This includes the Stakeholder 
newsletter, B2B newsletter, weekly e-bulletin TVI Friday, Campaign Comms 
e-bulletin, Launchpad events and Workshops. 

Media meetings with the key local press/ key journalists are held regularly to 
establish and maintain strong working relationships.  

To ensure we keep an on going profile in the media a fortnightly blog on the 
Evening Gazette website will contain features and regular updates/ news 
stories from vTv. 

A dedicated microsite for vTv is now live from the news page of 
www.gazettelive.co.uk/news/ and content is sent through regularly. 

A Social Media Handbook for vTv is being written by the agency Cloud.  This 
will be ready for the end of January and will outline why social media is so 
important for Tees Valley, market trends, useful guidelines and an action plan 
on how vTv should proceed with social media activities.  

3.12 Group Travel 
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To date editorial has been placed in the Regional NE Group Travel Guide and 
Points North Newsletter which is circulated to some 3000 group organisers.  

In November vTv attended the North East Group Travel Roadshow in London 
and will also be attending two trade shows in the New Year - Excursions 2010 
and the Best of Britain and Ireland (BOBI) along with the regional marketing 
team. 

3.13 Business Tourism  

vtv is working closely with all ATPs on a regional PR campaign named “A 
Space to Think” to promote rural conference venues in the North East. 
Marketing activity will include a guide, dedicated micro site, advertorials and 
PR plan. The initiative is being led by Tyne and Wear ATP on behalf of the 
other ATPs. 

3.14 Evaluation and Planning  

Marketing planning activity began in October with a review of the Marketing 
Strategy, this resulted in only slight revisions taking into account changes to 
the economic climate however, overall it was felt that vTv should continue to 
pursue the strategic approach already outlined within the current strategy for 
2010/11, see Appendix  

Marketing planning and campaign planning continued into December with the 
implementation of the Evaluation and Consultation Plan identified earlier in 
the campaign plan.  NWA consultancy have been commissioned to conduct 
the evaluation of the campaign activity to identify it’s impact via on street 
surveys and focus groups in December.  These are being conducted across 
Tees Valley, Durham, North Yorkshire and Sunderland.  The final report will 
be available in January and key findings along with other management 
information and statistical data will be used to inform marketing plans for 
2010/11. 

Consultation with key partners and stakeholders, both public and private 
sector began in December and will continue into January, to identify key 
product and messages, target audiences and opportunities for synergies 
between marketing plans and campaigns.  The intention being to identify new 
opportunities which will deliver smarter working practices through the 
development of joint/partnership activities/campaigns providing sustainable 
marketing opportunities in times of tightening budgets.   Draft Marketing 
campaign plans will be presented as a verbal update at the January Board 
meeting, to allow the results of the evaluation and consultation to be taken 
into consideration following which the final Strategy and Marketing Plan will 
then be presented to the Directors of Regeneration in February and the 
Private Sector via the Spring Conference. 

4.0 FUTURE ACTIVITY – NEXT 3 MONTHS 

4.1 Ongoing media partnership activities with TFM, Evening Gazette, Northern 
Echo and Hartlepool Mail 
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4.2 TFM Radio ads scheduled for 21st December 09 to 3rd January 2010 and 1st to 
21st February 2010.  Tees Valley Time Out ongoing.  

4.3 Face of Tees Valley Challengers sent out and about to report back. Winner 
selected at an event on 20th March 2010. 

4.4 Monthly communication with Happening Pass holders. 

4.5 Implemention of a corporate communications plan. 

4.6 Ongoing monthly communication of campaign update to key stakeholders 

4.7 Ongoing web development including CRM, SEO, Usability study and Phase 2 
of website design. 

4.8 It’s Happening magazine 2010 printed and distributed.  

4.9  PR promotions planned for Valentines Day (Tall Ships Races theme) 

4.10  Advertorial appearing in the Feb/Mar Scene issue. 
 
4.11 Online competition to win tickets to see Julian Clary at Middlesbrough Town 

Hall plus a dedicated comedy page on the website linking all comedy events 
listed in Desti.ne. 

 
4.12 Consultation and planning for 2010/11 activity, including two workshops with  

public sector and private sector partners in January. 
  
Other Future Activities 

4.13 Continue to working collaboratively with Whats ther new name ?, Tyne &Wear 
Partnership and Northumberland Tourism to implement a number of business 
tourism initiatives, including the rural conference venue PR campaign, 
marketing activities/campaigns to convert business visitors into leisure visitors 
and developing a new conference venue micro site. 

4.14 Delivering a variety of travel trade activities to include FAM trips, attendance 
at exhibitions and regular articles in appropriate magazines and developing a 
micro site. 

4.15 Utilising PR to raise the profile of TV through the wealth of events, campaign 
to be produced and implemented by the PR Executive and Events Marketing 
Officer. 

5.0  Recommendations 

5.1 The Board are asked to direct visitTeesvalley to continue delivering the ‘DSD’ 
campaign as per the campaign plans for 2009/10.   

The Board are asked to approve the draft Marketing Strategy and Marketing 
Plans, following a verbal update at the January meeting, and then direct vTv 



visitTeesvalley Board Meeting  Agenda Item 7 
1 Oct 2009 

 

Page 9 of 9 

to present said Marketing Strategy and Plan to Tees Valley LA DOR’s group 
in February 

 
Originator: 

Victoria Cornfield 

Contact Tel: 01642 264935 

E-mail: victoria@visitteesvalley.co.uk 

 

 





1 

visitTeesvalley DRAFT Destination Marketing Strategy 2010 - 2011 

 

Overview 

 

The strategy is based on the current climate and the implications of future trends 

on the Tees Valley visitor economy, however it must be taken forward with a 

degree of flexibility with the ability to adapt to any changes to the external and 

internal environment, such as the recent experience of the worldwide economy 

downturn.  In particular any changes to the focus and delivery of tourism across 

the Tourism Network North East or regional image strategy activity may require 

visitTeesvalley to review their strategy, including the implications of the “Attract 

and Disperse” principle outlined in the North East England Marketing Framework 

for 2010/11. 

 

The marketing strategy is seen as key to ensuring that visitTeesvalley achieves 

the vision for the destination and ultimately grows the visitor economy and 

contributes to the achievement of the Tees Valley vision set out below:   

 

 

Key public and private sector stakeholders have identified the following as key 

priorities for the Tees Valley visitor economy to enable the vision to be achieved, 

initially over the next 3 – 5 years but also over the longer term of 15 – 20 years: 

 

• Improve the physical offer to visitors to meet their needs and expectations 

• Change the regional, national and international perceptions of  

     Tees Valley 

 

Vision: In 2015 Tees Valley will be known as a distinctive,  easily accessible, quality 
destination, which offers ‘urban playground’ environments with a vibrant eating and 

nightlife scene, and a range of cultural, entertainment and sporting facilities, 
accommodation; rich and well interpreted industrial heritage and great outdoor 

experiences in coast and countryside – all delivered by a highly skilled workforce.  
These products will be reinforced and enlivened through a programme of special 

events and experiences.  Tees Valley will be an environment that is highly attractive as 
a place for people to live, work, visit and play. 
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• Developing and promoting Tees Valley as an events destination of national 

and international significance 

• Upskill the Tourism and Hospitality workforce 

 

A number of external factors, some of which are listed below, may impact upon 

the level of delivery and success of Tees Valley’s destination marketing on 

achieving the vision: 

 

• Evaluation of 2009/10 campaigns 

• Budget cuts of up to 15% within government for 2010/11 and beyond. 

• Tall Ships Races opportunities for 2010 

• Network Marketing Framework (management and delivery of the “attract 

and disperse” principle) 

• North East Vision Economy Strategy – published March 2010 

• Regional Market Segmentation Research and Visitor Survey  

• VisitEngland’s Tourism Strategy – due 1st Dec 

• VisitEngland’s 5 Strategy Frameworks (destination, visitor experience, 

access, marketing and sustainability) – due Spring 2010 

• Regional Destination Management System (DMS) – Desti.ne  

• Development of Customer Relation Management (CRM) System within the 

DMS 

• Visitor Information Network action Plans 

• visitTeesvalley ATMaP 

• New events added to the 2010/11 calendar 

 

The impetus therefore for the marketing strategy in the short-term is to raise the 

profile and enhance the perception of Tees Valley, attracting predominately day 

visitors via residents together with those visiting friends and relatives (VFR) and 

cross-boundary activity, with a longer term approach to generate future overnight 

stays through repeat visits. 

 

The key performance indicators which have been set at a regional level to judge 

whether the organisation, and the marketing strategy activities, have made a 

difference to the visitor economy are: 

 

By 2011: 

1: Attract more domestic visitors by 5%.    
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2: Increase tourists’ average spend and increase day visitor spend by 7%.  

3: Increase employment in tourism and tourism-related businesses by 29% 

4: Accelerate the rate of investment in the physical tourism product 

 

NB. These are currently being reviewed and are subject to change following the 

publication of the North East Vision Economy Strategy in March 2010. 

 

The marketing strategy activities will aim to contribute to achieving  these 

objectives through individual campaign targets and evaluation of impact through 

a variety of measures i.e. STEAM figures, Regional Visitor Surveys, Perceptional 

analysis, conversion analysis, web figures, number of new contacts, retention of 

existing contacts etc.  Further details are available within this document.  

 

 

Introduction 

 

visitTeesvalley has worked in partnership with key public and private sector 

partners to develop the strategic direction for Tees Valley’s destination marketing. 

Partner consultation and evaluation of previous projects and market research has 

been used to help inform the plan and to set key objectives.   

 

Key Objectives 

 

• To raise the profile of Tees Valley as a visitor destination and a brand 

• To raise the profile of Tees Valley as an events destination  

• To raise the profile of the organisation - visitTeesvalley to local tourism 

businesses as a tool to market themselves 

• To increase the number of visits/usage of visitor facilities to Tees Valley 

• To increase the economic impact of tourism 

• To enable businesses to compete in a global marketplace. 

• To encourage local pride and a “sense of place” 
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1. Strategic Approach 

 

Events-led destination 

 

Since visitTeesvalley was established in October 2006 several key pieces of 

market research and an audit of Tees Valley visitor based assets has identified the 

region as an events destination.  

 

This will ensure that Tees Valley’s appeal is competitive.  Tees Valley will use the 

vast number of quality events and experiences on offer to draw visitors from in 

region and further afield. 

 

This significant change in direction and focus from the traditional tourism 

marketing activity has led visitTeesvalley to focus on the following in developing 

the marketing plan: 

 

• The activities must increase the awareness and appeal of the area to the 

target audiences 

• All campaign activity must be sustainable over the long term 

• Cross fertilisation of markets – there is a need to cross sell Tees Valley with 

other destinations as well as types of stay – event to short break, business 

trip to leisure trip 

• Integration – the campaign must create the required economies of scale 

and work across all media 

 

In summary the strategic approach for 2010/2011 will be: 

 

• Events-led strategy 

• Consumer-led targeted activity 

• To focus activity and work smarter with partners to achieve more impact 

• Moving away from the traditional approach 

• Enhancing emerging technologies to targeted audiences 

• Be innovatively competitive 

• Market-led product development 

• In – Out approach (promotion within region to encourage word of mouth 

and create local ambassadors) 

• More efficient and effective data management 
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• Effective evaluation 

• Support regional activity 

• Develop stronger partnerships with our stakeholders 

• Importance of cross selling with other Area Tourism Partnerships (ATPs) in 

North East and Yorkshire 

• Move towards being sustainable 

 

 

2. What are we selling? 

 

Product Offer 

 

• Events (also defined in the broadest sense e.g. shopping trip or eating out) 

• Coast & Countryside 

• Attractions 

• Art (galleries and public) and Culture (music/street art etc) 

• Up and coming developing destination  

• Activity-based/extreme sports – participative 

• Nature-based 

• Urban playground 

 

Core Themes 

 

• Events 

• Days Outs (e.g. visiting attractions) 

• Happening Pass scheme (offers include core and secondary themes) 

 

Secondary Themes 

 

• Shopping 

• Eating Out 

• History & Heritage 

• Value for money 

• Friendliness of people 

 

 

 



6 

Headline Events 

Key headline events have been identified for Tees Valley for 2010/11, because of 

their positive economic impact on Tees Valley, ability to attract regional, national 

and international audiences and the ability to raise the profile and change 

perceptions of Tees Valley as a visitor destination. 

 

The lead events below will be used to drive the marketing campaigns for 2010/11 

supported by the development events and key product. 

 

• Surfing & Kiteival Festival – May/June - tbc 

• Middlesbrough Music Live – June  

• Middlesbrough Mela - July 

• SIRF – July/Aug 

• Stockton Fringe Festival – July/Aug 

• Tall Ships Races – Aug 

• Living North Christmas Fair - Nov 

 

Footloose and one-off events 

In addition to the events above there are a number of potential footloose and 

special events that may offer other opportunities, however it is too early to factor 

them into this paper at this early stage.  Examples of these are Ratrace Stockton, 

Urban Dance Championships, one off high profile music events, the unveiling of 

Tees Valley Giants - Teminous (in June) and major art exhibitions coming to the 

area such as mima. 

 

3. Target Audiences 

 

Four key audiences are identified.  Not all of the audiences will be targeted 

specifically by visitTeesvalley but support will be given to those who are targeting 

them. 

 

• Consumer audience – marketing activity will focus on the regional (North 

East and North Yorkshire) and local markets.  The audiences have been 

determined through regional implementation of the ARK Leisure market 

segmentation process. – cosmopolitans, traditionals and discoverers.  These 

will be targeted by One NorthEast and visitTeesvalley will support ONE’s 

offline and online marketing materials to a national audience. 
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• Residents – the local community play a vital role in promoting and visiting 

the activities and events and therefore it is essential that this audience is 

targeted to raise the awareness of the Tees Valley offer.  This is particularly 

important for developing the Visiting Friends and Relatives (VFR) market. It 

will also help to encourage brand loyalty which is integral to building 

customer awareness and strengthening the brand. The residential audience 

can be defined further through demographics and mosaic classifications.  

The residential audience will be defined using this information along with 

an analysis of our existing consumer database. 

 

• Business – business tourism is a core market for visitTeesvalley.  It is key 

that activity is developed to convert business travellers to leisure 

travellers.  Regionally the lead role will be taken by Tourism Tyne & Wear, 

through the NGI Convention Bureau, with a priority towards attracting 

association conferences, particularly where there are strong linkages to key 

priority sectors of the RES. visitTeesvalley will work with TNNE on specific 

regional campaigns. 

 

• International Consumer – this will be very much a supportive role to ONE 

NorthEast activity in targeting this market. 

 

• Groups – a supportive role will be provided to ONE NorthEast in targeting 

this market.  visitTeesvalley’s activity will lead on key events e.g. the Tall 

Ships Races 2010.  

 

Current Audience 

 

• Population approx 4.5m people 

• Social grade ABCs (slightly more C1) 

• Dominant mosaic group is I (Ex-Council Community) – 14% of total 

households.  Above average wealth and average age group. 

• Secondary mosaic groups are F Surburban Mindsets, J Claimant Cultures and 

M Industrial Heritage 

• Go for it’s – bespoke ARK segment for North East visitors, dominated by  

Cosmopolitans 
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• Eventeers/Occasioneers - bespoke ARK segment for North East visitors, 

dominated by Cosmopolitans, High Street and Discoverers 

• Families 

• Visiting Friends and Relatives (VFR) 

• Habituals (this segment will not be targeted within marketing activity as 

they will visit Tees Valley regardless) 

• Business Travellers 

 

Currently visiting the borders of Tees Valley 

• Functionals (North Yorkshire only)  

• Discoverers 

• Traditionals 

 

Potential Audience 

 

• Residents of the Tees Valley and surrounding areas of Durham, North 

Yorkshire and southern parts of Tyne & Wear. 

• Students studying in Tees Valley. 

• Visitors to Durham and North Yorkshire  

• Niche audiences e.g. digital animation, sports etc 

• Businesses in Durham, North Yorkshire and southern parts of Tyne & Wear. 

• Business travellers (to convert to leisure travellers) 

• Focus on markets within a 2 hour drive time to Tees Valley 

 

Market research has confirmed that the Teesvalley brand has a low 

profile/awareness within the national market.  To move forward vTv will work 

with One NorthEast and Tourism Network North East to concentrate on targeting 

the key market segments through cross boundary activity.   

 

Following recently commissioned research there are still relatively low levels of 

awareness of North East England nationally.  As a result of the research the North 

East Marketing Framework post 2010 has identified three “attract brands” – 

Northumberland, Durham and NewcastleGateshead.  National marketing activity 

will lead with these attract brands however the aim of the activity will be to draw 

visitors to area and/or the regional website which will then disperse visitors 

around the region by promoting all activities by marketing them equally on the 

website and post-arrival.  By targeting those already coming to the North East 
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(and North Yorkshire) it is hoped that this will encourage day visitor activity and 

then potential overnight stays. 

 

The key segments which Tees Valley will be looking to attract for the short stay 

market will be the cosmopolitans, discoverers and traditionals through supporting 

One NorthEast. 

 

There is a need for further research into Tees Valley’s potential markets, to take 

into account future product development plans and applications.  This work will be 

progressed through the ATMap consultation exercise and ongoing master planning 

meetings as well as an analysis of vtv’s existing customer database.  

 

4. Tactical Activity Plan 

 

The ‘Heart’ of the brand 

 

The brand wheel below conveys the overall identity of Tees Valley as an events 

destination.  This has been used when planning the campaigns and designs.  The 

objective of the campaigns is to convey Tees Valley to consumers as an upbeat, 

innovative, brave, surprising and fresh destination.  Tees Valley is an area of 

contrast, variety and difference – somewhere to do something different. 
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As the Tees Valley is not a traditional “tourist resort” the attitude of the 

campaigns will be to grab the attention of the consumer by being fresh and bold 

with a sense of humour. 

 

The creative of the campaign needs to be noticed, it needs to be memorable and 

flexible with a sense of fun, essentially it needs a real personality of it’s own.  

 

The campaign creative therefore uses shoes as a way to show the destination's 

personality in the same way that people show their personality with their shoes.  

The different types of shoes used show the rich variety of the area and activities 

available and its quirky personality. It is also, extremely flexible. 

 

4.1 Do Something Different 

 

The integrated Do Something Different campaign was launched in June 09, 

marketing activity will continue to take the campaign into its’ second year. 

 

A definitive marketing plan for the campaign is being developed and will be 

ready for circulation once all evaluation has been analysed.  Evaluation will 

include an analysis of public perceptions and recall of the 09/10 campaign, 
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general awareness of the Tees Valley visitor offer, web stats, numbers signed up 

to the happening pass, number of new customer contacts and customer retention.  

Evaluation is ongoing with key evaluation work being conducted in December 09 

(6-months post-launch) and June 2010 (1-year since launch).  

 

Consultation with key partners such as ONE, Tees Valley Unlimited, Local 

Authorities, local media and the private sector will also help inform the marketing 

plan to ensure that messages are shared and to avoid duplication of effort. 

 

Campaign Objectives 

• To raise awareness of the Tees Valley brand and what Tees Valley has on 

offer for visitors and residents 

• To increase day visits 

• To increase repeat visits and develop brand loyalty 

• To increase the number of hits to www.visitteesvalley.co.uk 

• To increase the number of customer contacts 

• To retain customer contacts/interest through regular and relevant 

communication 

• Instil local pride  

• To convert day visitors from within a 2 hour drive time to overnight stays 

 

Target Audience 

• Residents  of the Tees Valley and surrounding areas within a 1 hour drive-

time 

• Visitors to Durham, North Yorkshire and southern parts of Tyne & Wear  

• Businesses in Tees Valley, Durham, North Yorkshire and southern parts of 

Tyne & Wear. 

• Tees Valley Students 

• Business travellers (to convert to leisure travellers) 

 

Timing 

April 2010 – March 2011 

 

Partners & Agency(ies) 

Bgroup – for overall campaign including design, consumer PR and project 

management 

E-marketing agency (tbc following tender process in Nov 09) 
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Core Media Partners: Evening Gazette, Northern Echo, Hartlepool Mail, Darlington 

& Stockton Times, TFM and BBC Tees 

Secondary Media Partners in Sunderland, Durham and North Yorkshire 

Sponsors 

 

Key messages 

• “Do something different” 

• 52 days out in Tees Valley (one a week) 

• Events/experience-led 

• Value for money/Happening pass 

• Clear call to action – visit the website 

• Competitions 

 

Key Products 

• Calendar of Tees Valley events 

• The Tall Ships Races 2010 

• Places to eat 

• Shopping 

• Attractions 

• Coast & Countryside 

• Urban Playground 

 

Core Mechanics 

• It’s Happening Magazine 2010 

• www.visitteesvalley.co.uk 

• Happening Pass  

• PR activity  

• E-marketing activity (social and viral marketing) 

• Radio advertising 

• Newspaper advertising 

• Indoor and Outdoor promotions and events (Big Shoe) 

• Competitions/Reader Offers 

• SMS text alerts (to be confirmed) 

• Giveaways 

• Face of Tees Valley competition (tbc) 
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Targets 

• To increase the awareness/raise the perception of the Tees Valley offer by 

10% annually 

• To increase web traffic by 25% (including improving stickiness of content, 

encouraging repeat visits and reducing percentage of bouncebacks) 

• Generate value added advertising through PR (increase on 09/10 ROI) 

• To increase the number of new customer contacts by 10% 

• To increase the number of Happening Pass members by 10% 

• To increase the usage of the Happening Pass at businesses by 5% 

• Targeted communications based on customer analysis 

 

Evaluation 

• Web statistics and analysis 

• Perception/awareness research, surveys and focus groups 

• STEAM figures  

• Number of people signed up to happening pass 

• Usage of happening pass 

• Number of competition entrants 

• Advertising Value Estimated (AVE) for PR coverage 

• Number of new customer contacts  

• Number of customer accounts (full registrations) 

• CRM reports e.g. postcode analysis, demographic 

• Website/Social Media user reviews 

• Campaign tagging/landing pages of the website 

 

4.2 Campaign specifics: 

 

4.2.1. Events marketing 

 

Key messages 

•  “Do something different” 

• 52 days out in Tees Valley (one a week) 

• Events/experience-led 

• Itineraries around events 

• Competitions 

 

Key Products 
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• Calendar of Tees Valley events (see Headline events) 

• Wider events and experience e.g. an new art exhibition, opening of a new 

restaurant, photography course etc. 

 

Specific Mechanics  

• Monthly e-newsletters 

• E-marketing (social and viral) 

• Events-led competitions 

• Presence and promotions at existing events  

• Website – refreshed home page, what’s on and what’s hot sections to 

reflect events happening 

• Features and supplements in local and regional media 

• PR support 

• Radio? 

• Evaluation 

 

4.2.2. Happening pass 

 

Key messages 

• Value for money 

• Access to discounts, regular promotions and information 

• Wealth of experiences and events happening in Tees Valley 

• Itineraries based on the offers 

• Competitions 

 

Key Products 

• Top 20 annual offers 

• Seasonal offers 

• Specific offers to key markets e.g. students 

• Calendar of Tees Valley events 

• Local businesses promotional offers 

 

Mechanics 

• Promotion in It’s happening magazine 

• Monthly e-newsletter 

• Emarketing (social and viral) 

• Radio advertising 
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• Advertorials in key media 

• Door to door mailing 

• Online marketing 

• Live “sign-ups” by promotions teams at Tees Valley events  

• PR activity  

• Supported in all Tees Valley literature and advertising 

• Competitions 

• SMS text alerts  

• Evaluation 

 

4.2.3. Face of Tees Valley  

 

TO BE CONFIRMED FOLLOWING EVALUATION IN DECEMBER 

 

Specific Objectives 

• To gain an insight into authentic experiences of the Tees Valley through a 

real consumer’s eyes.  

• To promote authentic experiences  

• To promote key messages and product e.g. value for money, Music Live. 

• To increase the number of hits to www.visitteesvalley.co.uk 

• To increase level of public awareness and knowledge of Tees Valley’s 

visitor product, in particular events happening. 

• Local pride  

• To encourage word of mouth 

• To encourage Happening Pass sign up 

 

Timing 

April 2010 – May 2010 – to recruit ambassadors and kick start the campaign. 

June 2010 – November 2010 – ongoing reporting of experiences online and in the 

media. 

 

Key messages 

• Real-life experiences 

• Wealth of activities and events happening on your doorstep 

• “Do something different” 

• Value for money 

• Secondary messages of experiences/activities e.g. shopping, eating out 
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Mechanics  

• Competition to become Face of Tees Valley and win £1,000 – by attending 

days and nights out and reporting back online and in the media 

• Radio and Newspaper advertising 

• E-marketing/Viral tactics 

• Judging Semi – Final Event 

• Set Challenges 

• Public voting 

• PR coverage 

• Reporting experiences through media 

• Reporting experiences in blog 

• Social networking 

• Dedicated website 

 

Specific Evaluation 

• Specific web statistics 

• EAV 

• Website/blog reviews 

• Feedback from Social Media 

 

 

4.3 Other campaign activity: 

 

4.3.1. Business Tourism 

visitTeesvalley will continue to work collaboratively with County Durham Tourism 

Partnership, Tyne &Wear Partnership and Northumberland Tourism to 

implement a number of business tourism initiatives.   

Key messages  

• North East England is a destination for corporate events and conferences 

• High quality businesses/product 

• Drive event enquiries direct to businesses 

• Call to action to visit a sub-regional microsite 
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Key product 

• Quality conference venues/businesses 

• North East landscape and striking landmarks 

• Urban centres 

• North East infrastructure 

Mechanics 

• New conference microsite 

• North East England Delegate Welcome Park to encourage extended visits 

and returners 

• Regional fam trips 

• Rural conference venue PR campaign – “A Space to think” Spring 2010 – 

March 2011 (includes dedicated microsite, brochure, region-wide 

promotional offer, advertorial in regional business titles and PR coverage) 

Evaluation 

• Web traffic 

• Event enquiries direct to venues 

• Take up of promotional offers direct to venues 

• Number of “Space to Think” brochures ordered 

• Value of confirmed bookings 

• PR coverage  

 

4.3.2. Group Travel 

One NorthEast will continue to lead on activity to Group Travel market and vTv will 

work closely with ONE to ensure that the Tees Valley is intergrated.  vTv 

will deliver a variety of travel trade activities to include FAM trips, 

attendance at exhibitions and regular articles in appropriate magazines etc 
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Key messages 

• North East England/Tees Valley is an ideal destination for groups 

• High quality businesses/product 

• Drive event enquiries direct to businesses 

• Call to action to visit  Tees Valley microsite and 

www.groupsnortheastengland.com 

Key product 

• Tall Ships Races 2010 

• Specific Luxury product (4 /5 star experiences)  

• Larger accommodation providers accepting groups 

• Visitor attractions 

• History and Heritage 

• Coast and Countryside 

Mechanics 

• www.groupsnortheastengland.com and Tees Valley Groups microsite 

• Regional Group Travel Guide 

• Regional Points North newsletter (two per year) to group travel organisers 

• Hidden Benefits Voucher Booklet 

• National Trade Exhibitions/North East Group Travel Roadshows  

• Key Account Meetings 

• Regional fam trips 

• Tees Valley fam trip (May 2010) 

• Tees Valley Group Travel leaflet 
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Evaluation 

• Web traffic 

• Group travel enquiries direct to venues 

• Number of key account meetings 

• Take up of promotional offers direct to venues 

• Number of guides requested 

• Value of confirmed bookings 

• PR coverage  

4.3.3. International 

visitTeesvalley will support One NorthEast’s international marketing activity.  One 

NorthEast continue to work closely with England’s North Country (ENC), Visit 

England and VisitBritain’s activity.  Tees Valley activity will mainly focus on 

promoting the Tall Ships Races 2010.   

 

Key markets 

• Netherlands (with DFDS Seaways) 

• Germany 

• Australia and New Zealand (linked with Emirates route from Newcastle 

Airport) 

• Norway 

• USA (joint campaign with ENC regions, VisitEngland and American Airlines) 

• Ireland 

 

Regional Mechanics 

• Online advertorials 

• E marketing 

• Direct Mail 

• Microsite for each market (in all key languages) 

• Radio promotions 

• Competitions 

• SEO 

• Advertising 
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• Exhibitions 

• Fam trips 

• PR 

 

Evaluation 

• Web traffic 

• Value of bookings through websites 

• Number of competition entries 

• Value of confirmed bookings 

• PR coverage  

 

 

4.5 E-Marketing 

 

In January 2009, vTv commissioned the development of an e-Tourism Strategy to 

drive forward the use of advancing technology in marketing the Tees Valley 

destination and providing a clear and realistic framework for future delivery, 

investment and development. The key aim is that the website becomes the 

central source of information for residents and visitors on things to do, where to 

stay and events taking place throughout the Tees Valley. 

 

The vision: 
“visitTeesvalley will become a technologically empowered and digitally creative 

organisation – improving its performance, impact and responsiveness at every level.” 

 

The objectives: 

1. The creation of a custom e-business infrastructure 

2. Improved exploitation of e-marketing techniques 

3. The use of technology to improve visitor relationships 

4. Better community engagement through ICT 

5. Improved reporting and research measures 

6. Development of online business engagement activities and management 
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4.5.1.Destination Management System 

Desti.ne is the central Destination Management System for TNNE and is managed 

by ONE directly with the suppliers, New Mind.  As an ATP, vTv uses the system for 

the following: 

• Product Management System – The collection of data for tourism related 

products (accommodation, attractions, events, activities, shopping, eating 

out and entertainment).  This information is then disseminated across 

tourism websites locally, regionally and nationally. 

• Contacts Management – Contact data is stored and utilised within Desti.ne 

through different methods for consumers, B2B and stakeholders.  New 

Mind have established a partnership with Communicator to deliver e-

communications such as e-newsletters which are linked in to the contact 

data within Desti.ne, and vTv has an individual Communicator account. 

• Enterprise Content Management System – The Desti.ne ECMS is a powerful 

content management system that allows the development of sophisticated 

tourism websites and make use of other functionality offered by the 

platform e.g. Product Database, online booking etc. This methodology 

allows for the effective and efficient build and deployment of public sector 

tourism websites in North East England.  Websites developed for Tourism 

Network North East (One North East, Northumberland Tourism, Tourism 

Tyne & Wear, Visit County Durham and vTv) must be built using the 

Desti.ne platform. 

 

4.5.2.Website 

The consumer website, visitteesvalley.co.uk, is the central source of information 

and call to action for all marketing activity.  The website itself has been in 

existence since 2006.  The website was re-launched to coincide with the launch of 

2009 marketing activities in June 2009 in a phased approach. Phase I featured 

new design, increased functionality and enhancements in line with the events-led 

strategy, but it is intended that the website will become more dynamic and 

intelligent about consumer needs during future phases, incorporating CRM 

developments, SEO and Web 2.0 capabilities.  Phase II is anticipated to be 

launched in April 2010. 

 

A usability review of the website is being carried out in December to establish the 

consumer’s behaviour for sourcing information about things to do, events and 

places to visit, and their perceptions of the Tees Valley.  The review will also look 
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at whether they use the internet to find this information, how they go about 

searching for it, and their perceptions of visitteesvalley.co.uk.  The results of this 

review will used in planning Phase II development.   

 

Specific objectives for the website year on year are: 

• To increase the number of visitors/visits/hits 

• To reduce the percentage of bounce backs 

• To increase dwell time/page impressions 

• To increase the number of repeat visitors (in line with marketing 

campaign’s target audiences) 

• Return on investment 

• Value for money 

• To optimise the collection of consumer data 

• Targeted activity through consumer behaviour analysis 

• To keep the site fresh and dynamic to reflect what is happening in Tees 

Valley and the campaign message of “Do Something Different” 

• To encourage more user generated content (UGC) and user interaction 

• To use industry trends and customer data more effectively in website 

development and e-communications 

 

4.5.3.Website Phase II 

Followiing the scoping and development of the Phase I launch of the website, 

various functionality and features were identified as being important for inclusion 

into the website.  This will be included in Phase II from April 2010   

 

Developments will include: 

• Integration of CRM requirements  

• Integration of the current development of itineraries 

• Introduction of more powerful imagery 

• Accessibility of the site 

• Dynamic Mapping to be integrated for each landing page’s gallery `Map` 

tab (for a live example of dynamic mapping, see 

visitnortheastengland.com and click on the `Explore by Map` tab) 

• Individual styling of different product types to suit the specific needs of 

that product (e.g. accommodation product should be represented with 

different criteria to an events product) 

• Development of advanced searches, including `refine by` options 
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• Landing pages need further customisation and the content reviewed 

• Secondary nav having focal representation on each landing page, and 

clearly signposting consumers to further information 

• Editing guidelines need to be established 

• Displaying product from outside the region on searches as `Further afield 

you may like…`  

• Integration of SEO 

 

Accreditation 

As Desti.ne is the required system to be used to further develop the website, vtv 

are appointing an agency that will be required to become accredited in using the 

New Mind ECMS.  This will ensure that developments can be more efficiently. 

 

4.5.4.E-marketing 

In line with the marketing strategy to move away from more traditional 

marketing the marketing plan for 2010/11 will be heavily bias towards e-

marketing, comprehensive collection of customer data and effective CRM.  E-

marketing is integrated within most of the marketing mix of the Do Something 

Different campaign.  This includes: 

 

• Website 

• E-events guides 

• Happening Pass e-newsletters 

• Online competitions 

• Face of Tees Valley website, blogs and video diaries 

• Social networking 

• Viral campaigns 

 

4.5.5.Social Media 

Current activities are: 

• Facebook: A fan page has been set up for the Do Something Different 

Campaign and has around 380 fans.  A fan page has also been set up for 

Volunteesvalley, a vTv cultural volunteering project, which has around 100 

fans. 

• YouTube: A vTv account has been set up and is currently used for both 

corporate and consumer videos to date.  The website features an 
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imbedded YouTube player on the homepage which pulls through a specific 

playlist. 

• Face of Tees Valley: The two FOTV challengers blog about their days out 

using Wordpress, and the individual video footage will be uploaded to the 

vTv YouTube account to accompany the blogs.  The challengers will also 

have their own FOTV Twitter and Facebook account once in house Social 

Networking Protocols have been signed off in December. 

 

To continue with social media activity vtv is ensuring protocols are in place to 

ensure the vtv responses efficiently and effectively.  Plans include also having vTv 

Twitter and Flickr accounts set up. 

 

4.5.6.CRM 

vTv are currently developing the current CRM system used within Desti.ne to 

support the delivery of customer-focused marketing. Full details are available in 

the Tees Valley CRM Delivery Plan.  In summary the development will encourage 

partnership working with the local authority Tourism Teams within the Tees Valley 

in a `network` approach.  Development of the system includes: 

 

• A shared customer database with all five local authorities 

• Effective management of sign up with clear sign up channels (e.g. website, 

TICs and street teams)  

• Two core sign up options (simple sign up and full registration) 

• Following data protection to ensure appropriate permissions are captured 

• Ability to capture customer interests/behaviour patterns to allow 

personalised/tailored marketing communications 

• Content management and co-ordination to manage frequency of contact 

with the customer and minimise duplication 

• Build customer loyalty 

• Management of unsubscribes 

• Regular cleansing of data 

• Intelligent reporting 

 

 The developments are being built by Desti.ne’s developer New Mind and are 

planned to be completed in time for integration into the Phase II website 

development. 
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4.5.7. Search Engine Optimisation (SEO) 

An agency will be appointed from January 2009 to establish and develop organic 

SEO to improve both the search engine rankings of visitteesvalley.co.uk. 

 

4.6. PR 

 

PR activity will support the key objectives set out in the Introduction specifically 

covering the areas of campaign PR, corporate PR, destination PR, business 

tourism and group travel.  Activity covering the business tourism, group 

travel and campaign PR have been outlined in items 4.2 and 4.3. 

4.6.1. Corporate PR  

vTv’s Corporate Communications Plan sets out communications messages and 

appropriate communication channels for six main target audiences: 

• Public Sector members, vTv Board members and key public and private 

sector partners with an active role or interest in vTv 

• Government officials, Ministers, MPs 

• Regional bodies 

• Local Community 

• Tourism Businesses 

• Media 

Key over-arching message 

The achievements of visitTeesvalley’s role as the strategic organisation for the 

development of the visitor economy in the Tees Valley 

Communication Channels 

• Corporate website www.visitteesvalley.org 

• Stakeholder e-newsletter 

• Business to Business e-newsletter 
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• TVI Friday weekly e-bulletin 

• Do Something Different campaign e-bulletin 

• vTv Spring and Autumn conferences 

• Tees Valley Launchpad events 

• Corporate PR in media and trade press 

 

4.6.2. Destination PR 

TO ADD 

 

 

5. Budget  

 

The overall marketing budget for 2010/11 is £220,000.  Monies will be allocated 

as follows: 

 

Do Something Different campaign activity   £220,000 

Business Tourism activity    £10,000 (separate funds) 

Group Activity      £5,000 (separate funds) 




