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1. Project background 
 
Agencies are invited to tender for the development of a brand positioning strategy for 
Salisbury.  The purpose of this is to develop a strategy to stimulate economic growth 
and investment, and to build Salisbury’s reputation as a great place to live, work, 
study, visit and invest.  
 
This brand positioning strategy is now needed in the aftermath of the 4 March 
chemical attack in Salisbury, which has exposed how Salisbury lacks any cohesive, 
consistent city-wide brand proposition, positioning and narrative.  
 
 
Salisbury  
Recent events in Salisbury have reinforced the need to develop a consistent, 
motivational brand positioning for the city to attract people to live, work, invest, study 
and visit. Reactions and discussions in recent months have highlighted how 
stakeholders talk in different ways about the city, in particular: what it has to offer, 
what attracts people to the city and how to make the most of opportunities, build 
resilience and develop capacity for the future. 
 
Salisbury is the main centre of south Wiltshire acting as a focal point for a wide rural 
catchment with its influence stretching into parts of Hampshire and Dorset.  
 
This brief is for the development of a wider place strategy so needs to take the wider 
place context and considerations into account.  But from a tourism perspective 
Salisbury Cathedral and the city’s proximity to Stonehenge make Salisbury an 
international tourist destination.  With timbered buildings, a thriving market, a buzzing 
arts scene, museums and some of England’s finest historic houses there are many 
things to attract people to live work, visit, invest and study in the city. 

Tourism is big business in Salisbury. Nearly 9% of all jobs are tourism related. Over 
5 million people visiting Salisbury in 2016, meaning visitors now contribute almost 
£400m to Salisbury’s economy per annum.  Despite having 5 record years of tourism 
growth in a row, Salisbury still has one of the lowest percentage of overnight stays of 
any English heritage cities, and the Jan-Mar period is still weak.  There is more to be 
done in giving visitors compelling reasons to stay longer and increasing 
accommodation capacity. 
 
 

2. Project Aims 
 
The purpose of developing a brand strategy to help Salisbury’s long-term recovery is 
to:  
 

o Create a single compelling brand proposition and positioning that is adopted 
by key stakeholders, partners, businesses, influencers and interest groups. 

o Stimulate economic investment, attract visitors and footfall and raise 
awareness of our offer. 



 

 

o Improve perception and awareness 
o Raise the profile of Salisbury as place to live, visit, work, invest and study, that 

positions the city positively, and secures buy-in from residents, businesses 
and stakeholders  

o Attract inward investment to strengthen the local economy 
o Grow the visitor economy to increase the number of day and overnight visitors 

and repeat visits 
o Provide a clear and common focus for all local stakeholders. 
o Provide a positioning that will instil a strong sense of pride among residents, 

communities and businesses 
o Create a brand proposition, positioning and messaging based on Salisbury’s 

unique and distinct qualities to position the city for the future 
o Deliver an authentic narrative about the Salisbury offer based on research and 

insight that all key audiences can relate to and that all key partners can adopt. 
o Create a high quality, consistent, motivational brand platform that is 

sufficiently flexible for all partners to use and through which all place related 
marketing and communications activity can be channelled. 

o Provide a framework from which ideas and impetus for action and investment 
will be developed.   

o Be a catalyst for change 
 
 
Required Outputs: 
A clearly articulated brand identity that can leave a long-term legacy by playing a key 
role in Salisbury’s recovery, is widely supported, and resonates with its communities 
and target audiences. 
 
A narrative that embraces the City’s strongest themes assets and USPs and can be 
woven into stakeholder communications 
 
A framework that shows how brand positioning and messaging can be adopted by a 
wide range of public and private organisations. 
 
A clear, creative and innovative proposition and positioning that will: 

o Achieve memorable distinction and customer recognition 
o Influence strategy, behaviour and communication 
o Communicate value propositions that are emotive and relevant 
o Inspire a wide range of stakeholders and partners to work together  
o Be a major catalyst for change. 
 

Recommendations and ideas for future place marketing priorities, initiatives, and 
campaigns. 
 
A final visual identify or logo is not expected as part of this proposal.  A visual identity 
may be developed following feedback from concept and product testing beyond the 
scope of this project in 2019.  
 
 
 
 



 

 

3. Project Brief 
This brief is designed to secure the services of a consultancy or freelance specialist 
to develop a brand positioning strategy for Salisbury.  
 
Process Requirements 
 
3.1 Research  
 
Undertake research to take a long list of assets and themes to a short list of those 
with the greatest potential to define and differentiate Salisbury. 
 
Extend the research through consultation with a wide range of stakeholders and 
influencers to identified the strengths and weaknesses of Salisbury as a place to live, 
work, visit and invest.  
  
The output from this will include an analysis of Salisbury’s USPs strengths and 
weaknesses, attitudes, motivations, expectations, opportunities and the competitive 
environment. 
 
3.2  Consultation and Engagement 
During this stage, the short list of themes will be explored with plenty of opportunity 
for participants to contribute new ideas, evidence and perspectives. This should 
include input from a wide range of private and public sector partners as well as local 
residents, visitors, businesses, non-purchasers, stakeholders and influencers. 

 
It is expected that this stage will include a mix of online survey, workshops, 1:1 
interviews.  It should include representatives from local, national and international, 
across a range of sectors. The range of stakeholders who are likely to be engaged 
with includes: 
 

- The public, including local residents 
- Businesses, sector bodies, associations, potential investors 
- Local and national government  
- National bodies (eg VisitBritain, Arts Council) and regional partners (eg 

Wiltshire Council, SWLEP) 
- Press and key influencers 
- Travel trade 
- Visitors and non-visitors 

 
The output from this stage will be a summary of the consultation phase outlining the 
process, feedback, evidence and key opportunities / challenges. 
 
 
3.3    Brand Development Options and Selection 
Based on the findings from steps 1 and 2 up to four creative brand position options 
will be developed with a clear rationale for each proposition.  
 
The output from this stage will be a detailed presentation to the project steering 
group for review with a rationale for the recommended preferred brand proposition 



 

 

and positioning.  It is expected that each positioning will include practical ideas and 
initiatives that could be developed as a result of the positioning.   
 
The steering group will take the final decision on the preferred strategy. 
 
 
3.4 Brand Design 
The selected option will then be developed to include: 
 

• Architecture for the proposition / brand positioning 

• Positioning statement and narrative 

• Sector and product propositions – there will be a need for tailored solutions 
for specific sectors, products and initiatives.  

• Product and personality values 

• Messaging 

• Tone of voice 

• Recommended products, initiatives and experiences 

• Outline brand usage, guidelines and approach 

• Recommendations for further brand development work 
 
 
3.5 Timescale 
 
Work is expected to commence as soon as possible after appointment. All activity 
must be fully completed no later than 31 March 2019. 
 
 
3.6 Budget 
 
£50,000 including expenses but excluding VAT.   
 
Proposals should say what additional activity you could undertake by end March 
2019 for an additional £10k. 
 
 

 4. Submitting a Proposal  
 
Your Quotation should include the following: 
 
 
Methodology 
Please detail your proposed project plan.  The project plan should set out your 
proposals for research, consultation, resourcing, timescales, milestones and 
reporting.   
 
Submissions will need to set out a clear methodology for delivering this project.  The 
project plan will need to: 

• Describe the partner and stakeholder groups to be engaged with. 

• Identify key strategies, bodies and resources to be consulted with. 



 

 

• Describe how each of the key partner groups will be engaged with. 

• Show clearly how partner and stakeholder engagement and communication 
objectives will be achieved through the process. 

• Describe how the outputs of this work will be presented and provide a 
breakdown of how they intend to schedule the identified tasks. 

 
Agencies must be clear about what support if any is required in order to complete 
each step of the project, such as provision of information, contacts staff time or 
venues.  
 
Budget 
Costs should be broken down into components with a full description of each 
component and its associated costs.  Please also include:  

• Day rates for each member of staff working on the project and total time costs.   

• How many consultants will be used and the number of consulting days that 
this equates to. 
 

Company Details 
Include full company details including company name, registered office address, 
registration number.  If the Company is a member of a group of companies, give the 
name and address of the ultimate holding Company. 
 
Bidders must confirm if all or part of the work will be contracted to a 3rd party.  Actual 
or perceived conflicts of interest must be declared.  
 
Please include full contact details of the person to whom any queries relating to this 
Quotation should be addressed. 
 
 
Experience 
Please provide: 

• A brief history of the Company. 

• An overview of the range of services that the company provides 

• Details of relevant experience the company and consultants have. 

• Details of relevant place branding experience and success. 

• A summary of your relationship with, or knowledge of, Salisbury and the 
current brand challenge/opportunity. 

• CVs of the key consultants that would be working on this project.. 

• Details of the qualifications of the consultants who would be working on this 
contract. 

• The Company names, contact names and contact details of referees from 
whom references may be sought. 

 
Assumptions  
Please detail the assumptions that have been made about the management of, and 
input to, this piece of work, including time commitment. 
 
 
 



 

 

Any Other Information  
You may include any other information which you consider may be relevant to 
support your submission. 

 
 
5 Evaluation of tenders 
 
Selection Criteria and Weighting 
Quotations will be evaluated by a panel of Salisbury stakeholders/partners against 
the following criteria.  Key partners in this project include VisitWiltshire, Salisbury City 
Council, Salisbury Business Improvement District and Salisbury Chamber of 
Commerce. 
 

Area of Evaluation Score Weighting 

Understanding of operating environment and place 10 2 

Relevant experience / track record 10 3 

Project plan 10 1 

Engagement / Consultation plan, process and 
impact 

10 3 

Understanding of identity / positioning requirements 
and outputs 

10 1 

Impact against targets 10 2 

Creativity / innovative approach 10 1 

Overall presentation 10 1 

Value for money 10 2 

 
 

6 Instructions for Completion: 
• Quotations should be sent to fionaerrington@visitwiltshire.co.uk  and 

davidandrews@visitwiltshire.co.uk by 17.00 on 26 June 2018. 
 

• No Quotation received after the stated submission date specified and / or 
provided other than in accordance with these instructions shall be accepted or 
considered.  Once the proposal has been submitted, no alterations to the text 
will be permitted.   
 

• Your quotation will remain open for 30 days from the submission date. 
VisitWiltshire reserve the right to award the contract at such or at a later date, 
or not at all. 

 

• VisitWiltshire does not bind itself to accept the lowest bid or any quotation.  
VisitWiltshire reserves the right to withdraw any part of the quotation 
document prior to award of contract and reserves the right to discontinue the 

mailto:fionaerrington@visitwiltshire.co.uk
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quotation process at any time.  VisitWiltshire will not accept responsibility for 
any expense or loss which may be incurred by any potential supplier in the 
preparation of their Quotation. 
 

• The contract will be subject to VisitWiltshire’s standard terms and conditions. 
 

• Timetable: 
o Brief published 6 June 2018 
o Proposals submitted by 17.00 on 26 June 2018  
o Panel evaluation completed 27 June 2018 
o Interviews in Salisbury 10/11 July 2018 
o Appointment and set-up meeting July 2018 
o Interim report end December 
o Final report no later than end March 2019 

 


