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Type of Holiday: Base 4
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Reason for Visiting: Base 4
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Brand Perceptors Yorkshire
vs Bradford
Natural
Rugged / Wild
Peaceful
Friendly /
Welcoming
Relaxing
Breathtaking
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Warm - W
Nostalgic ﬁﬂ
Invigorating 4
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Happy / Fun
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Contemporary
-0.4 -0.2 0.1 0.3
‘ OBase 2 EBase 3 OBase 4 ‘
Leading Brand Descriptors Base 3 Base 4
Friendly / Welcoming 6.15 7.06
Proud 6.15 6.90
Comfortable — Warm - Familia 5.78 7.25
Happy / Fun 5.63 6.74
Enriching 5.61 6.55

Mean Scores (0-10 rating scale where 0 is totally
disagree and 10 is totally agree)

For further information relating to this destination brand

map please contact:

Joanna Royle - Yorkshire Tourist Board - 01904 773321
Ben Moxon - Arkenford Ltd - 01483 510310

rkenford

market modeling & research



Contemporary Cities Brand Map
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