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Bournemouth Senses Guide
How to use the Senses approach to marketing  
your own business and the destination 
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Sight
Sound
Smell
Touch
Taste

Bournemouth Senses



Owning an idea
At the very core of most renowned 
brands will be the rather simple idea 
of understanding how you would like 
to be perceived by your customers 
– and then behaving and delivering 
marketing material that causes a 
customer to agree with you.
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Bournemouth Senses Understand which 1 or 2 setors your business belongs



Bournemouth Makes Sense

Our collective ‘idea’ for all of Bournemouth is to ‘touch’ 
visitors in a positive and emotional way via their senses!

Why? – Humans, generally speaking, use our senses to drive 
our emotions (I love chocolate) and create perceptions (what 
a beautiful place to stay) – our emotions make choices and 
our perceptions create action. So what better way to connect 
with visitors and locals than via their senses!
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Bournemouth Senses Understand which 1 or 2 setors your business belongs

Tell people…  
they’ll forget.

Show people…  
they’ll remember.

Involve people…  
they’ll understand and 
tell others.

A marketing truism



The NYC Yellow Cab

Should you talk about New York’s streets, 
your imagination will create an image that 
includes a Yellow Cab. 

Proof that doing something BOLD and 
SIMPLE and then keeping it a CONSISTENT 
builds a brand. Often the simplest idea is 
staring you in the face or a functional aspect 
is under utilised. Does your business leverage 
this sort of opportunity?
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Bournemouth Senses Senses can enhance a brand or emotion
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Bournemouth Senses

Ciao Bella

Language and tone are under utilised 
by the less disciplined brand manager. 
Your staff are your front-line, they 
make lasting impressions with each 
customer. There’s always a line or 
message that you can own that then 
boosts the brand recall or customer’s 
engagement with you.

........so, would you like fries with that?

Senses can enhance a brand or emotion



‘Popping’ a champagne bottle

Our senses are so powerful that when triggered they 
often make unconscious decisions for us (that can 
literally last a lifetime) we’ll decide we love something 
based on what we’re experiencing (or ‘sensing’ at that 
moment). Can you create a better environment for 
your customers and what; smell, sound, taste, visual or 
‘touchable’ elements could you ‘own’?
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Bournemouth Senses Senses can enhance a brand or emotion



Warmth
Beauty 
Experiences
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Bournemouth Senses The essence of bournemouth

Bournemouth visitors will use their 5 senses to create 
perceptions and memories about their visit to Bournemouth, 
and this will be done mostly unconsciously.

Their first impressions will be long lasting and the hardest  
to redefine. Their feelings and experiences will be broadcast 
(like advertising) via social media and word-of-mouth, and will 
then influence the feelings and perceptions of 1000s of others 
(who may not have yet visited).

So what unique 
selling points (USPs) 
can your business 
own?

How could it 
positively stimulate 
one or more senses?

What might your 
customer post or 
share with friends?



The right media mix

While these ideas openly embrace  
the social / ‘story telling’ of an
experience. This does not mean 
you can forget the traditional means 
of promotion like PR, Advertising, 
Networking, Telemarketing, Website etc. 
Rather it illustrates how to strengthen an 
end result, thus increase brand loyalty 
and collectively bring more people and 
‘trade’ to Bournemouth.
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Bournemouth Senses
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Imagery

Bournemouth Senses



Imagery –
We eat with our eyes.
What your marketing looks like and reads like, directly influences  
your customer’s perception of your business, and Bournemouth as  
a destination – so make it great! 

Think about the visuals that reflect your business and your 
‘senses’ USP in the best way. 

If you do not have a marketing employee or creative agency to  
assist you, the following may help in your search.

Note: Bournemouth Tourism image library is free of charge for  
partners. Two lower-cost royalty free image sites are:
www.shutterstock.com
www.istockphoto.com

No ‘cheesy’ images please and avoid having people looking to camera.

G
u

id
e

lin
e

s

11

Bournemouth Senses 
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Bournemouth Senses Imagery

Hear the roar of the aircraft
See the autumn sunshine
Feel the ice cold sea
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Bournemouth Senses Imagery

Smell the summer blossom
See the glowing carousel 
Hear the fireworks fizz
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Bournemouth Senses Imagery

Taste the smooth, rich ice-cream
Hear the waves crashing
Smell the beach BBQ
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Bournemouth Senses Imagery

See the dazzling display
Feel the sea spray
Touch the golden, wet sand
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Fonts &
Typography

Bournemouth Senses
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Bournemouth Senses Fonts & Typography

Christopherhand
Museo Sans

An important part of building a strong and 
distinctive visual identity is the consistent 
and correct use of the typefaces.



Fonts
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Bournemouth Senses Fonts & Typography: Primary

Primary font

Headings and subheadings

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 #@!$%&?(/)

Museo Sans 300
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 #@!$%&?(/)

Museo Sans 700

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 #@!$%&?(/)

Museo Sans 500
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 #@!$%&?(/)

Museo Sans 900

For body copy

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 #@!$%&?(/)

Museo Sans 100

Museo Sans family should be used for all headings, subheadings and 
body copy. The font has several weights but we suggest that 100 is 
used for body copy and the heavier weights are used for headings and 
sub headings, making sure that the different weights give a hierachy to 
any communication



Fonts
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Bournemouth Senses

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 #@!$%&?(/)

Primary fonts

A@1!

Christopherhand

Fonts & Typography: Primary

Christopherhand is synonymous with Bournemouth Tourism. 
We suggest that this font is used sparingly i.e. 1-3 word 
headlines, to add brand character to any collateral.
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Bournemouth Senses

Fonts

Fonts & Typography: Secondary

Secondary font

Headings and subheadings

Headlines

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 #@!$%&?(/)

Verdana Bold

For body copy

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 #@!$%&?(/)

Verdana Regular

When the primary font is not available to use, we suggest 
that Verdana is used as a replacement for digital materials. 
Christopherhand would prefereably still be used as the 
headline font

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 #@!$%&?(/)

Christopherhand
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Bournemouth Senses

Logo and strap line

Fonts & Typography: Logo and strap line

The Bournemouth logo and 
strapline can be joined to create a 
logo lock up. The Bournemouth 
name should be in Christopherhand 
font and Museo Sans 300 is used for 
the strapline.  

39mm

The logo and strapline lock up 
should not be used together 
below 39mm. This ensures a 6pt 
strapline and retains legibility.

The strapline is centred using a 
guide of half ‘B’ width on either side 
and a half ‘B’ height from the top 
of the strapline cap to the centre 
of the ‘O’. This rule will allow for 
consistency where possible. B=0.5 B=0.5

B
=
0
.5

B=0.5

B
=
0
.5
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Colour
palette

Bournemouth Senses Colour palette
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Bournemouth Senses

Tourism – Parks

Neutral Silver

BID – Coastal

Neutral Pearl Neutral Charcoal

Tourism – Sea

Neutral Stone

BID – Town Centre

Colour palette

Primary palette

PANTONE C 583/584
C30.5  M0  Y94  K0
R189  G215  B62
HEX  #BDD73E

PANTONE C 428
C11  M7  Y8  K10
R203  G206  B206
Hex #CBCECE

PANTONE C 326
C83  M 2  Y24  K0
R0  G181  B199
HEX  #00B5C7

PANTONE C 326
C83  M 2  Y24  K0
R0  G181  B199
HEX  #00b5c7

PANTONE C 5405
C58  M17  Y0  K46
R59  G110  B143
HEX #3B6E8F

PANTONE C 400
C0 M4 Y8 K20
R210 G201 B193
HEX #D2C9C1

PANTONE C 431
C15  M0  Y0  K75
R82 G94 B102
HEX #525E66

PANTONE C 7425
C6  M100  Y46  K2
R222  G22  B94
HEX #DE165E

Colours The primary palette consists of the 4 main sector colours: 
Tourism Parks, Tourism Sea, Bid Coastal and Bid town Centre.

This is complemented with a neutral palette that can work with  
any of the primary colours as long as legibility is adhered to.
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Primary

Neutral
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Bournemouth Senses

Secondary – Pink Secondary – GreenSecondary – Orange Secondary – Yellow

Colour palette

Secondary palette

PANTONE C 232
C3  M80  Y0  K0
R230  G85  B160
HEX  #E655A0

PANTONE C 1495
C0  M 58  Y83  K0
R255  G148 B44
HEX  #FF942C

PANTONE C 3405
C84  M0  Y65  K0
R15  G160  B86
HEX #0FA056

PANTONE C 605
C0  M0  Y100  K10
R219  G207  B0
HEX #DBCF00

Colours To increase the flexibility of colour, a secondary palette is available 
to work in tandem with the primary colours.

All colours are available to use as well as black and white.
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Primary

Secondary

Neutral



If you have questions regarding these  
guidelines then please contact:

Nicola Goode
Marketing Manager

Bournemouth Tourism
+ 44 (0)1202 451631
nicola.goode@bournemouth.gov.uk

Contact
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