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The Wight BID (Business Improvement District) is an  
organisation whose aim is to raise the profile of Isle of Wight  
and ensure those that come, visit or do business here have  
the best experience possible. 

It is managed by a partnership of businesses and stakeholders 
through Visit Isle of Wight Ltd (VIOW). The Wight BID commenced 
in 2016 for 5 years and its primary aims were simple:
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To attract in excess of 370,000 
additional visits to the Island.

To generate an extra £60million 
of direct tourism spend into levy 
payer businesses.  
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PARADISE 
AWAITS

Lose yourself in the countryside, find yourself by the sea.
Discover rolling hills, explore breath-taking vistas and reconnect  

with the great outdoors.

Relax and unwind on miles of sandy beach under the hazy  
summer sun, basking in the idyllic sights and sounds of the shore.

Cool off with a dip in stunning clear waters, explore hidden  
caves by paddle board, sip a G&T with a view.

Set your watch to Island time in 2021 and relax into a slower pace of life.
Enjoy warm hospitality and a sunny welcome like no other.

Island paradise awaits right here on the UK south coast.

Plan your escape at visitisleofwight.co.uk
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2,000 likes 
for a single post

THE WIGHT BID IN ACTION

VISIT ISLE OF WIGHT
BID ACHIEVEMENTS NEWSLETTER4

Working alongside a range of other partners, 
the VIOW Board of Directors (drawn from 
local business representatives who work on a 
voluntary basis) have striven over the last  
5 years to deliver the business plan projects.  
This newsletter will set out what they have  
made happen and what we now need to do 
going forward.

Whilst the pandemic has meant unprecedented 
challenges for the destination and its businesses, 
we are seeing the ‘light at the end of the tunnel’. 
We believe a joint commitment to continue 
the Wight BID is vital to the Island's recovery 
and growth. The fact is that the tourism and 
hospitality industry is a pivotal part of our 
economy, providing thousands of livelihoods and 
we are all dependent on the 2.7 million visitors 
we attract each year.

Your BID levy raises over £400,000 each year 
to deliver the projects that you, the businesses 
voted for. Your commitment has also allowed 
the VIOW management to secure over £300,000 
external funding.

In 2021 the Wight BID will be coming to the end 
of its first five year term and so will the hard won 
progress we have made to date. We now look to 
you to review our work to date and to build upon 
this by helping us to formulate a business plan 
for the next 5 years and by voting “YES” to  
renew the BID.

Remember that if you choose for the BID not to 
continue then all the work and achievements so 
far will cease at the end of this year.

We also know that the business environment 
is still competitive. Since our last vote other 
destinations, such as the English Riviera (Torquay), 
Lincolnshire Coast (Skegness) and the Yorkshire 
Coast (Scarborough) have set up BIDs. We know 
too that people’s leisure and shopping habits 
continue to change so that the Isle of Wight will 
also have to continue to adapt to survive. 

We ask now that you vote to enable Visit 
Isle of Wight to continue on our mission - to 
position the Island as a unique and aspirational 
destination to visit - supporting essential tourism 
and local business. 

The business community, through a series 
of consultation and engagement events, 
created a business plan. A series of agreed 
projects and services were to be delivered 
under three main headings:
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visitors per year 330K digital database  

 430k magazine circulation

  1.34m English Heritage members

• English Heritage competition • 1 May - 30 June 2021

THE WIGHT BID IN ACTION

Vote YES for the Wight BID again! 

THEME 1 Attracting Visitors for Life
Attracting new visitors and retaining their loyalty in years to come.

THEME 2 Delivering the Experience (and encourage visitors to explore more)

Making sure our Island products and experiences exceed visitor expectations for all  
visitors including those with special needs, and ways of traveling here.

THEME 3 Working Together
Island collaborations and partnerships to ensure that the levy payers priorities and  
requirements are supported and actioned both those with the authority to do so. 
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VIOW has worked tirelessly over the last five 
years to implement a diverse range of projects, 
to attract the visitors that we want to the Isle 
of Wight This achievement and the attendant 
successes we have seen could only have 
happened in direct response to you, the voters 
and sponsors of the Wight BID. It has been 
your ideas on how to enhance trading, increase 
footfall and grow profitability that has driven 
our work and motivated us to be ambitious for 
our destination.

At the core of our work, driven by a private 
sector management approach, has been the 
belief that local business should influence and 
control decisions about their place and their 
local trading environment. Our aim is that 
visitor numbers will increase the frequency 
and length of their visits will increase as will 

A message  
from the MD
Since I joined Visit Isle of Wight back in March 2018, it has  
been my goal and ambition to create and deliver “best in class”  
marketing and promotion for the Isle of Wight to be used off the  
Island, to encourage visitors to make the Island their number 1 choice  
for their day, short- or longer-term breaks. I believe we have done that;  
we have challenged potential visitors’ perceptions about the Island, and  
about what we have to offer here. 

The Isle of Wight is a special place, and we will do everything we can to  
promote it in the right way. The team at Visit Isle of Wight are the heartbeat of the  
organisation and are creative, dedicated, and passionate about what they do, above all  
they are highly professional. We have changed the way we do things over the current BID  
period, changed the media and mediums that we use, I believe for the better and we will 
continue to evolve with the most up-to-date tactics and media. The team at Visit Isle of  
Wight have delivered the agreed outputs for the current Wight BID and will continue to  
do so when the next BID term is voted in. We are Visit Isle of Wight and this is what we do, 
for you and the Island every day.

spend, giving your business more opportunity 
to prosper.

VIOW continues to work diligently on your 
behalf, to fulfill your wants and needs both 
individually and for our destination as a whole. 
We welcome your feedback, support and 
guidance and we both need and value your 
responses to our surveys and newsletters. We 
are keen to continue to underpin our current 
success and plan for the future and build 
innovatively to deliver. We can only do this with 
your ongoing support and commitment. 

The Wight BID serves as a proactive, tried and 
tested mechanism that can bring together all 
the tourism businesses active within the Isle of 
Wight, facilitate a consensus of ideas, create a 
well- informed business plan and implement 
that plan with a wide range of partners 
including the local council. We simply cannot 
afford to lose our BID.

As you read this document and review our 
successes over the last 5 years, we would ask 
that you have an eye to the future. We need 
your help in shaping the plans for the future. In 
addition to that, it is crucial that you vote "YES" 
to the next BID term when the ballot takes 
place later this year.

Chair’s Comments

Will Myles

Ian Griffiths

 

•	Cabinet	Office	led	and	funded	
recovery campaign

• Live 1 September to 8 October 2020 
• £80k funding successfully pitched 

for and awarded to VIOW towards 
recovery marketing

• One of just 11 DMOs to be awarded 
funding of 37 proposals picked for 
review

• Awarded spend managed by Govt. 
media buying agency and overseen 
by VIOW team

 
456k impressions 
on Sky Adsmart

6 VISIT ISLE OF WIGHT
BID ACHIEVEMENTS NEWSLETTER

VIOW put forward dates, agreed costs and 
contacts for the activations below within the 
£80k budget:

 456k impressions on Sky Adsmart 4 week 
campaign targeted regionally

 Advertorial with Waitrose Magazine
 DAX campaign with Heart FM
 Extension of existing campaign with Expedia
 Run of Network advertising
 Social media advertising using Facebook and 

Instagram on and off Island
 Digital campaign with Local IQ across 

regional news site portfolio
 Media partnership with Isle of Wight County 

Press
 Hampshire and Island bus shelter sites

Final activation as taken from VIOW’s 
proposed marketing plan by Govt. agency 
included:

 456k impressions on Sky Adsmart over  
2 weeks nationwide

 Run of Network and digital display advertising 
via Mobster

 Social media advertising using ESS IOW 
Facebook and Instagram 

 Digital display and ½ print advert with Isle of 
Wight County Press

THE WIGHT BID IN ACTION
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What is a Business  
Improvement District  
(BID)?

This information forms a business plan that 
will be voted upon by all prospective levy 
payers. If the majority vote YES by both number 
and rateable value, a BID is created. The BID 
Company exists for a maximum of 5 years and 
must spend the funding raised within the BID 
area and in accordance with the agreed  
business plan.

There are currently over 300 BIDs in the UK 
including seven Tourism/Destination BIDs like 
the Isle of Wight.

An investment in your business
This document aims to both review the success 
of the Wight BID and also offers the opportunity 
to all in the BID area to secure a second term. A 
chance to invest over £3m over the next 5 years 
again to secure the firm foundation we have  
laid and to build upon it. Together we can 
continue to grow and cement the Island's top 
destination status.

9

• Digital campaign across Expedia, 
Ebookers and Hotels.com  
driving to VIOW landing page

• Planned live dates 1 February to 
31 March 2020  
(paused on 10 March due to COVID-19)

895.4k impressions 
across all platforms

$34.8k* revenue
generated for Isle of Wight 
accommodation providers using 
Expedia over 38 days

Approx. $11 dollars* 
generated for Isle of 
Wight accommodation 
providers to every $1 spent 
by Visit Isle of Wight

• 1,079 clicks on adverts
• 0.12% click through rate, 

compared to 0.08% Expedia average
• 375 room nights booked as a 

result of click through to VIOW 
landing page

The funding –  
your money, your say
Many places have decided to adopt this private 
sector management model called BID, to better 
implement the wishes and wants of their business 
community. The Wight BID, managed through 
VIOW, is an example of this and is funded by 
businesses in the area that pay a levy. That money 
is ring fenced and can only be spent within the 
BID area on the ideas agreed and voted upon 
in the business plan. The levy is separate from 
normal business rates (these pass straight to the 
government). Services required of public agencies 
as part of your business rates are base-lined, and 
BID money cannot substitute or replace these. 

The BID Company
VIOW is managed by a Board of Directors drawn 
from local large and small businesses from 
within the BID area. It is a private, not for profit, 
independent company. Any levy payer is eligible 
to become a member of VIOW and be put 
forward to serve as a Director of the BID.

The vote 
If you are eligible to pay the levy, you are eligible 
to vote, so you decide. Of those that vote, if a 
majority of businesses vote in favour of the BID 
by number and by total rateable value, the levy 
will be mandatory on all businesses in the BID 
area. The proposal may exempt some businesses 
(e.g. those with low rateable values or certain 
sectors), however they are not eligible to vote.

What happens if it is a ‘NO’ vote
If you do not vote “YES” then the Wight BID will 
simply cease to exist in its current form as of the 
end of this year. All marketing, PR, events and 
promotional activities on behalf of the Island and 
businesses as funded by the BID will also cease at 
this time.

8 VISIT ISLE OF WIGHT
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A Business Improvement District or BID is an arrangement 
whereby businesses collaborate to decide what services and 
improvements (in addition to those already provided by your 
business rates) they wish to make in their location, how they 
are going to manage and deliver those improvements and 
what they are prepared to pay to make them happen. 

• Digital centre point for Cyclist & Mountain 
Bike UK magazine

• 26 - 30 October 2020 / 17 - 21 May 2021  
• Regional targeting

100k impressions split over two four day campaigns
Part 1 – 54.5k impressions / 272 clicks / 2% CTR | Part 2 – 49,015 impressions / 114 clicks / 1% CTR

TH
E W

IG
H

T B
ID

 IN
 A

C
TIO

N

*All Expedia feedback metrics are reported in US Dollars

Discover the Island
...and time for you

BOOK TODAY
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Attracting  
visitors for life
Since the Wight BID commenced, the 
organisation	has	focused	its	high	profile	
‘Above the line’ advertising campaigns 
at	specific	key	booking	periods	for	the	
Island. The campaigns have been focused 
on “changing perceptions” of the Island 
to show all of the different elements that 
are on offer for different demographics 
to	encourage	more	first	time	visitors	to	
come. The Visit Isle of Wight website, 
which is always the main call to action 
for	any	campaign,	focuses	on	the	specific	
campaign information.

11

• Full page + 1/4 page advertorial
• 24 February 2020
• Targeting: London/commuters

225,000 

circulation
1.2 million 

readership

Supplement sent to 
210k digital 
subscribers 

via email

visitors per year

• Full sponsorship of three carriage train
• x6 2m banners above carriages
• Targeting locals and visitors to Bournemouth beach and town

Our key achievements include:
 • Over 1.5m people visit our website annually

 • VIOW has over 58k+ Facebook followers, over 
16k+ on Twitter and over 26k+ on Instagram

 • Major campaigns during key booking periods 
- Twixmas, Pre Easter & Post Easter

 • Over £17.5m worth of mainly national but also 
local PR has been generated by the BID (see 
page 13)

 • An average of 50,000 brochures are produced 
annually and distributed via 12+ exhibitions 
and on request

 • Attended 10 overseas and UK exhibitions 
annually over its lifetime to promote the Island 
and what it has to offer to both individuals and 
groups

 • Between 2016-2019 first time visitor numbers 
have increased by 6%

 • The average length of stay has remained 
steady at about 3 nights

 • The total number of visitors to the Island has 
remained steady at just over 2.4 million.

visitors per year
 650K circulation   1.83 million readership

TRAVEL CHECKLIST 

• 1/4 page advertorial
• 4 April / 26 June / 25 July 2021  
• 61% AB demographic
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THE WIGHT BID IN ACTION

Our achievements

THEME 1

Much of our work is operational and addresses the services you, our BID levy 
payers, wanted to see delivered in addition to those the local authority provide.

Here is a summary of some key of achievements of the BID over the last 5 years 
under our 3 themes (bearing in mind that the last year has been severely  
impacted by the COVID 19 pandemic).

Vote YES for The Wight BID 
to see these services and projects continue

6% 
INCREASE 
IN FIRST TIME VISITORS 

(2016-2019)
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Publication:
Date:
Page:

Circulation:
Readership:

Display Rate (£/cm²): 
Size (cm²):
AVE:

Take a Break
17/06/2021
40

365869
1097607

46.27
1260
58300.20

_______________________________________________________________________________________________________________

Copyright material. Copying is only permitted under the terms of a Newspaper Licensing
Agency  agreement ,  Copyright   Licensing   Agency   agreement

or  with written publisher permission.

IPCB Tel: 020 7708 2113 - Fax: 020 7701 4489

(www.nla.co.uk)
(www.cla.co.uk)

info@ipcb.co.uk    www.ipcb.co.uk

Publication:
Date:
Page:

Circulation:
Readership:

Display Rate (£/cm²): 
Size (cm²):
AVE:

Coast
01/07/2021
48

35000
105000

6.56
2520
16531.20

_______________________________________________________________________________________________________________

Copyright material. Copying is only permitted under the terms of a Newspaper Licensing
Agency  agreement ,  Copyright   Licensing   Agency   agreement

or  with written publisher permission.

IPCB Tel: 020 7708 2113 - Fax: 020 7701 4489

(www.nla.co.uk)
(www.cla.co.uk)
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Time period Users New Users Sessions Page Views

27 May - 30 June 2020  
– organic social media only

94,837 89,482 116,267 261,521

27 June - 31 July 2020  
– RON, Social ads & newsletter live

196,854 187,749 266,957 720,482

27 July - 31 August 2020  
– Sky campaign live

255,322 242,147 363,129 951,346

27 July - 31 August 2019  
– comparative data

234,219 218,495 325,848 734,532

• 30s TV ad • Broadcast 27 July 2020  
• Live 4 to 6 weeks • Regional targeting
The Sky advert was the first large activation following the pause of  
all proactive marketing as of 23rd March to 4th July 2020 with an aim  
to drive awareness and potential visitors to the website. Spike in 
visitisleofwight.co.uk web visits for live period as show in table.

 436k 
impressions

2 views per household
(views counted as 75% of the total advert watched)

• Full page advert 
• 2 November 2020 to 2 March 2021

 
75,000 
readership

Get lost in the countryside and find yourself by the sea,  
adventure awaits on the Isle of Wight.

Discover unique rural landscapes set against breath taking 
views. Cosy up and relax in your perfect home from home.

Take a walk, ride a bike, surf our shores and try something new. 
Indulge in our local produce, gin, cheese, tomatoes, garlic, 
meat, fish and more and enjoy an authentic taste of the Island. 

The gem of the South, the Isle of Wight is waiting.

We’ll see you by the sea in 2021.visitisleofwight.co.uk

VIOW GBF ad 220x300 ARTWORK.indd   1 15/10/2020   15:39
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Web analytics for recovery marketing period before, during and after Sky ad was live:

Publication:
Date:
Page:

Circulation:
Readership:

Display Rate (£/cm²): 
Size (cm²):
AVE:

Discover Britain
01/07/2021
7

2547
7641

5.57
630
3509.10

_______________________________________________________________________________________________________________

Copyright material. Copying is only permitted under the terms of a Newspaper Licensing
Agency  agreement ,  Copyright   Licensing   Agency   agreement

or  with written publisher permission.

IPCB Tel: 020 7708 2113 - Fax: 020 7701 4489

(www.nla.co.uk)
(www.cla.co.uk)

info@ipcb.co.uk    www.ipcb.co.uk

 

 
Publication The Daily Mail  
Date 24 February  2018 
Circulation/Readership Circulation 1,343,142 

Readership 2,947,000 
Social media 16,200,000 (Facebook/Twitter) 

AVE £41,328 
  

 
 
 
 
 

Publication:
Date:
Page:

Circulation:
Readership:

Display Rate (£/cm²): 
Size (cm²):
AVE:

Homes & Antiques
01/07/2021
115

23879
71637

13.59
3150
42808.50

_______________________________________________________________________________________________________________

Copyright material. Copying is only permitted under the terms of a Newspaper Licensing
Agency  agreement ,  Copyright   Licensing   Agency   agreement

or  with written publisher permission.

IPCB Tel: 020 7708 2113 - Fax: 020 7701 4489

(www.nla.co.uk)
(www.cla.co.uk)
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£17.5
MILLION 

of press 
& PR 

coverage
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+260,000 
people reached 
from a single 
post
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Delivering  
the experience
The	Wight	BID	created	a	specific	accessibility	tourism	travel	
group to look at the Island from an access for all perspective.

15

THEME 2

 • The quarterly visitor research underpins 
every piece of lobbying and encouragement 
that VIOW undertakes.

 • Whilst support to promote and gain Blue Flag 
status was withdrawn due to the overall costs 
of the process, our 10 beaches attain local 
quality awards. However Sandown did attain 
Blue Flag status in 2021.

 • VIOW interact and liaise with the various 
Island destinations to enable them to 
comment on the content 
for their specific pages, to 
review the local destination 
information and to input 
back to VIOW. The 5 main 
towns of Shanklin, Cowes, 
Newport, Ventnor and Ryde 
actively contribute.

 • Victoria’s Island, Warrior 
Trail and Slow Wight Travel 
Guide have been created 
during the period.

200,000 

circulation
1 million 

readership

 • Digital takeover
• Regional targeting
• 15 December - 15 January (paused)
• 29 March - 4 April  

(final impressions used)

35k impressions
697 clicks to website

• Full page advert
• 2 December - 2 January
• 40+ AB demographic with 

culinary/lifestyle interest

Get lost in the countryside and fi nd yourself by the sea, 
adventure awaits on the Isle of Wight.

Discover unique rural landscapes set against breath taking views. 
Cosy up and relax in your perfect home from home.

Take a walk, ride a bike, surf our shores and try something new.  
Indulge in our local produce, gin, cheese, tomatoes, garlic, meat, fi sh 

and more and enjoy an authentic taste of the Island. 

The gem of the South, the Isle of Wight is waiting.

We’ll see you by the sea in 2021.

visitisleofwight.co.uk

VIOW BBC Good Food full page ARTWORK.indd   1 26/10/2020   16:02
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Our key achievements include:
 • Visit Isle of Wight website was specifically 

altered to access standards and new pages 
and icons included detailing businesses 
targeting access customers.

 • HM Government champion for Accessibility 
spoke at the VIOW tourism conference – Chris 
Veitch.

 • VIOW works with Euan’s Guide to promote 
accessibility.

 • Ongoing activities take place across the 
organisation to interact with the transport 
suppliers to work collaboratively to promote 
integrated transport.

 • VIOW is a key member of the Island 
Transport Infrastructure group chaired by 
Industry expert Christopher Garnett.

 • VIOW works closely with IW Council to assist 
in the destination management of the Island 
including Beach Cleaning, Marketing Panels, 
Events Advisory Panel, Accessibility Panel.

220,897,330 
impressions 
90,603 clicks

(Sept 2019 - June 2021)

Run of 
network 
digital 

adverts:

Royal Flying Corps planes, engaged in sustained and 
grisly hand to hand fighting with the German 101st 
Grenadiers. The Brigade won its third VC, awarded to 
Lt Flowerdew who led a charge of 100 troopers against 
a group of 300 retiring German infantry. Eventually the 
woods were cleared of Germans, and the Canadians who 
had suffered casualties as high as 25% of the men.

Two days later the position had been reversed and 
Jack was given command of a mixed group of cavalry 
to take the woods again. Over a period of seven days 
Moreuil Wood exchanged hands five times as the 
Allies stopped the German army reaching Amiens. 

Thankfully, the Battle of Moreuil Wood was one 
of warfare’s last major cavalry engagements.

During these actions Warrior became lame and Jack 
was gassed while rescuing one of his men. Jack was 
invalided home but Warrior remained at war. However 
they were later reunited to serve to the end of hostilities.

 AFTER THE WAR 
Returning to the Isle of Wight at the end of 1918, 
Warrior became a local hero and then went on to win 
The Lightweight Race at the Isle of Wight Point to 
Point on March 30th, 1922, exactly four years on from 
that heroic day in France. He was ridden that day by 
young Jim Jolliffe, who had known him as a foal.

Warrior became quite a celebrity and was visited 
by Winston Churchill, and Queen Mary. The local 
schoolchildren would cheer when they saw Warrior. 

Warrior died in 1941 at the exceptional age of 33 yrs. 
The Times had an obituary “The horse the Germans 
could not kill”. Like Jack, he was fearless and gentle.

Between the wars Jack Seely continued to contribute 
to public life, including helping set up the Royal Air 
Force and our National Savings Organisation. The then 
Lord Mottistone died in 1947 at the age of 79 yrs.

 MODERN TIMES  
This new trail has been created by the Isle of Wight 
to highlight and honour the contribution made by this 
special war horse - a courageous thoroughbred raised on 
the island. In 2014, 100 years after Warrior went to war 
on the Western Front, he was awarded the PDSA Dickin 
medal, recognised as the animals’ Victoria Cross and 
honouring all the animals that served in the Great War.

101 GREAT 
ADVENTURES

JUST ONE OF

ON THE ISLE OF WIGHT

EXPLORE 
THE 
WARRIOR
TRAIL

“VisitEngland is pleased to offi cially 
recognise the Warrior Trail, which will 

encourage visitors to explore the Isle of 
Wight’s beautiful landscape - and learn 
about one of the most inspiring stories 

of heroism to emerge from World 
War 1. Anyone visiting and walking, 

cycling or riding this route will be in for 
an incredible experience that will leave 

indelible memories and VisitEngland 
is delighted to offer its support.”
James Berresford, CEO VisitEngland

The Warrior Trail is a circular route 
through Brook, Mottistone and Brighstone 

celebrating the life of Warrior the Warhorse, 
who grew up on the Isle of Wight.

 
A longer walk from Mottistone to 
Carisbrooke Castle is also highly 
recommended (approx. 6.5miles).

 
For information on where to stay, local inns 

and things to see and do please go to 
www.visitiselofwight.co.uk.

 
Hire bicycles to explore the Warrior Cycle Trail 
from nearby Wight Cycle Hire (Yarmouth), Call 

01983761800 or go to www.wightcyclehire.co.uk  
 

You can reach the Warrior Trail by bus 
route 12. For full details go to 

www.islandbuses.info or call 01983 827000.

BRIGHSTONE

MOTTISTONE
BROOK

 WORLD WAR 1 
Jack and Warrior went straight into battle and 
spent the next four years together at war on the 
Western Front. Initially Jack became a runner or 
“galloper” for Sir John French liaising between the 
British expeditionary force and the French Army. 

Jack wanted his own command and was placed 
in charge of the newly formed Canadian Cavalry 
Brigade. Mechanised trench warfare was a horrific 
environment for both men and horses. The static 
nature of the western front meant that until Jan 
1916 General Seely and his cavalry were deployed as 
infantry in the battles of Festubert and Givenchy.

In July 1916, for the Allied Somme offensive, 
Jack’s Brigade joined massed ranks of cavalry 
that were reformed ready to exploit the ‘Gap 
in the Line’ that never materialised. 

In support of the tank led Cambrai attack in 1917, 
a total of 27,000 cavalry were waiting in reserve. 
For part of the advance Jack and Warrior followed 
a leading tank. However, cavalry action was limited 
to a Canadian Garry’s squadron charging German 
machine guns and an artillery battery for which their 
leader Lt Strachan was awarded the Victoria Cross.

A second VC was won in 1917 by Lt Harvey when Jack’s 
cavalry rapidly captured French villages as the Germans 
made their strategic withdrawal to the Hindenburg Line.

Jack’s eldest son, Lt Frank Seely, fighting with the 
Hampshires, sadly died in 1917, near Arras.

Warrior was renowned for his bravery and 
steadfastness, surviving numerous close encounters 
over four years of warfare. He was adopted as an 
unofficial mascot by the Canadian cavalrymen.

 THE BATTLE OF MOREUIL WOOD 
Spring 1918 saw the Germans advance, 45 
kilometres between the British and French armies. 
They threatened the strategic railhead at Amiens. 
The Canadian Cavalry Brigade was able to move 
rapidly to help check the German threat at Moreuil 
Wood on the ridge overlooking the town.

On the 30th March, General Seely and Warrior led 
his signal squadron to the edge of Moreuil Wood as 
pathfinders for the rest of the Brigade. The Canadian 
Cavalry both mounted and on foot, with support from 

 Jack and Warrior 
 returned home on 
 Christmas Day 1918. 

 SIR ALFRED MUNNINGS, 
 WAR ARTIST 
Munnings was known as one of England’s finest 
painters of horses. His talent was employed 
in his position as war artist to the Canadian 
Cavalry Brigade, under the patronage of 
Max Aitken in the latter part of the war. 

During the war, he painted many scenes, the first 
being a mounted portrait of General Jack Seely 
and Warrior in 1918. Munnings worked on this 
canvas a few thousand yards from the German 
front lines. When General Seely’s unit was forced 
into a hasty withdrawal, the artist discovered 
what it was like to come under shellfire. 

Munnings also painted Charge of Flowerdew’s 
Squadron in 1918 in what is known as “the last great 
cavalry charge” at the Battle of Moreuil Wood.

 EARLY DAYS 
Jack Seely was a true adventurer. He grew up at 
Brook, and on one occasion, at the age of nine, fell 
100 feet from the local cliffs and was fortunate to land 
on the turf that had collapsed from the cliff edge.

He joined the local lifeboat team and was involved 
in a daring rescue in 1891. The “Henri et Leontine” 
weathered Atherfield Ledge, but then ran aground at 
the top of the water to the east of Brooke Chine. An 
attempt to launch the lifeboat was unsuccessful. Jack 
Seely, then 23 years old, swam out to the wreck with 
a line. He helped the captain, who, on impact, had 
been scalped by the bulwarks, and together with Tom 
Hookey, the Brook blacksmith, rigged a breeches buoy 
to get the captain ashore. The rest of the crew were 
helped ashore as the tide receded. For his efforts 
Jack Seely received the French gold medal of honour. 

He joined the Hampshire Yeomanry in 1900 and 
fought in the Boer War. He took his white horse 
Maharaja whom he dyed brown as camouflage. 
Jack Seely was awarded the DSO medal.

He entered Parliament as MP for the Isle of 
Wight in 1901, along with his friend Winston 
Churchill. They both joined the army reform 
group. In 1912 he became Secretary of State 
for War. But in 1913, disaster struck when his 
wife, Emily Crichton, died in childbirth leaving 
seven children. He resigned from the ministerial 
post over the Ulster Home rule crisis.

Jack had obtained a thoroughbred horse Cinderella, 
she was a gentle horse and followed him wherever 
he went. In 1908, she had a foal at Yafford who was 
to be named Warrior in anticipation of potential 
cavalry duties. Jack took Warrior to the beach 
where the horse was trained to the impending 
sound of gun-fire by being walked into sea amongst 
the roaring sound of the breaking waves

A beautiful statue of Warrior can be seen 
at Carisbrooke Castle. Commissioned by 
the Seely family from celebrated equine 
sculptor, Philip Blacker, the half size bronze 
depicts General Jack Seely astride his 
faithful Warrior. It has been loaned to English 
Heritage by the family for the duration of the 
First World War centenary, and is located in 
the Princess Beatrice garden, adjacent to the 
Chapel of St Nicholas which has served as the 
Isle of Wight’s war memorial since after the 
First World War.

WARRIOR THE WAR HORSE  
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Working together
This is a hugely important part our service, with engagement 
and communication at the heart of all of our work. 

17

THEME 3

Our key achievements include:
 • The VisitWightPro website was created for  

this very point, VIOW interact with the 
levy payers by e-newsletter at least once 
per week detailing relevant information, 
signposting national, regional and local 
information.

 • All board reports, minutes, research and 
promotional toolkits are all placed on the 
website to show involvement.

 • Carried out an annual series of BID 
engagement roadshows across the Island.

 • Plans in the form of Pick & Mix SLA 
approach for Town Councils and Larger 
Retail businesses have been created and are 
in place. NFU Mutual and Enterprise Car Hire 
have already supported this project.

 • The Board of VIOW was set up to ensure the 
BID board consisted of a fair representation of 
businesses and that BID payers had a larger 
share of voice during decision making.

 • VIOW have created digital and creative 
toolkits for all campaigns. These are easy 
to use and available to all BID levy payers to 
support their own promotional efforts, helping 
to create a strong all Island message.

COVID 19 Support
During the COVID-19 outbreak, VIOW have 
had to pivot the organisation and to support 
businesses more to sign-post, to lobby, to assist 
with the business grant process, to give vital 
information to businesses. This has included 
multiple e-newsletter interactions with 
information, a series of re-opening seminars for 
sectors of the tourism industry. This has all been 
carried out in collaboration with IW Council,  
IW Chamber of Commerce and Visit England.

 • Over 120 emails sent to keep businesses 
informed.

 • 26 other posts covering subjects from 
safety messaging to marketing during the 
pandemic.

 • 14 Sector specific re-opening sessions 
have been held with over 400 businesses 
attending in total.

• Live 26 Oct 2020 – July 2021 
(paused Nov 2020 – April 2021)

• Live 4 to 6 weeks
• 50+ AB demographic with  

outdoor interests
Regional targeting: Greater London, 
Brighton, Bath, Bristol, Slough, Birmingham, 
Bournemouth, Coventry, Dudley, Gloucester, 
Guildford, Oxford, Portsmouth, Reading, 
Swindon, Southampton, Salisbury, Worcester, 
Leicester, Dorset, Northampton, Milton Keynes, 
Redhill, Hemel Hempstead, Kingston upon 
Thames, Sutton, Twickenham, London, Luton

35,631 impressions

1,432 clicks

12,812 impressions

50 clicks

12,809 impressions

166 clicks

61,252 impressions

1,598 clicks

Desktop

Mobile 
 takeover

Mobile scroll

Total 
to date:

• SOLUS newsletter • 17 May 2021

  20K distribution
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VIOW have  
created campaign 
toolkits to support 

your marketing

DESTINATION

TOOLKIT
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In October this year, the Wight BID will need to undergo a 
renewal	ballot	to	seek	and	secure	a	further	five	years	of	the	
Business Improvement District. The basic principles however 
will remain the same, and primarily it is all about recovering 
and strengthening the visitor economy – which not only has  
a positive impact on tourism businesses, but also on  
businesses across the Island.

With public sector funding being squeezed to the limit – there is NO PLAN B. 
Quite simply...

1) A ‘NO VOTE’ means crucial marketing and events will cease. The profile and 
success of the Isle of Wight as a visitor destination will be greatly impacted. 

2) A ‘YES VOTE’ means that we can continue to build upon the first 5 years; 
and secure the Isle of Wight’s position as a top UK visitor destination. 

With that in mind, we would be grateful if you could complete our online  
survey and return by 30 June 2021. 

 

For any other information and to keep in touch contact:  
Will Myles, BID Director at will@visitwight.org or 01983 521555

• 30 second radio ad 
• Live from 6th June 2021  
• Targeting ABC1 25+yrs across 

Hampshire, Dorset, Sussex, Surrey 
& Thames Valley

1.3 million 
impressions

Across Global portfolio including 
Capital, Classic FM, Heart FM, NME, 
Radio X, Smooth Radio & LBC

The next 5 years 

"Sit back, and relax...
let the day to day melt 
away and reconnect 

with the beautiful 
outdoors..."

• Back page advert
• March 2020
• Targeting 45+ AB demographic
Booked pre-COVID alongside digital 
web takeover (paused) 

45.3k 
print circulation

264k 
readership

VIOW Countryfile full page July ARTWORK.indd   1 08/06/2020   12:36
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Approx. 400k footfall 
on sunny weekends on the beach 
and sea front

Live for 12 months 

• Full sponsorship of three carriage train
• 6 x 2m banners above carriages
• Targeting locals and visitors to 

Bournemouth beach and town to visit

Bournemouth 
Land Train

IMPORTANT

Find the survey here: www.surveymonkey.co.uk/r/WightBID2021 
Or you can complete it via www.visitwightpro.com
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VISIT 
ISLE OF WIGHT 

Vote YES for the Wight BID again! 

Visit Isle of Wight Ltd, 
The Guildhall, High Street, Newport, 
Isle of Wight PO30 1TY

Telephone (01983) 521555
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