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GLASGOW’S TOURISM POSITIONING 
 

MAKING IT EASY 
 
1 THIS PAPER 
 
Blue Sail recently produced a Think Piece on the strengths, gaps and opportunities for Glasgow in growing its visitor economy.  One area of particular 
interest to the city’s tourism sector is how best to present the city as a coherent, manageable place for visitors and make it easy for them to find their way 
around and experience the best the city has to offer.  This paper makes a contribution to that conversation, suggesting where we think attention should 
be given and offering some ideas for discussion.  
 
One thing worth remembering is that people need to be inspired to visit first, then equipped to plan a trip and find their way around when they get there.  
There is a distinction between not knowing what the city offers and not knowing how to find attractions and facilities and where they are in relation to 
each other.   
 
Visitors don’t come to a place because it’s easy to get around and has good orientation.  People expect to have to do some work to ‘understand’ and 
navigate a city.  Destinations like Manchester and Berlin are highly successful in attracting visitors and giving them a good time, despite being spread out 
over a wide area.  Remember also that people like to explore and discover things for themselves – and so make the city their own.  To enable this they 
need suggestions, not orders. 
  
As well as potential interventions for ‘Making it Easy’ - captured in the boxes below - we also include some things we don’t advise and some examples 
from other places.  In planning any investment the city has to be clear about the agreed priority target visitor market segments – i.e. those most likely to 
be persuaded to visit and that will have the most economic impact.  These are the people you need to make things easy for and keeping them front-of-
mind will help in deciding what to invest in.    
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2 MAKING SENSE OF THE CITY 
Visitors get a better sense of a big city when there is a clear identity to its parts.  Glasgow has already identified a number of ‘neighbourhoods’ and there 
is the potential to identify more, each with a distinctive and unique character (eg Food in Finnieston or Indie quarter around the Saltmarket).  This 
approach allows you to guide people to the parts of the city you would like them to visit. 
 

 Develop ‘neighbourhood narratives’ which fit within the overall positioning of the city: give them names (either existing or new if necessary), 
describe them in terms of their character, personality and the experiences on offer; and where appropriate identify the hub of that neighbourhood, 
such as a high profile attraction or venue   

 Locate the neighbourhoods on a map. Use clever design solutions– colours, typeface, images – to aid orientation and reinforce distinctiveness and 
overlay with ‘how to get there’ information  

 Encourage others in the tourism industry to use the neighbourhoods and their narratives 

 Produce a series of recommended ‘city routes’ both around the neighbourhoods and which link them.  These routes can be themed in ways 
consistent with the neighbourhood narrative - arts, museums, sporting, music, cafés, pubs, clubs, architecture, specialist shopping  etc.  Routes can 
also be tailored to specific target market segments.  Any attractors not located in a neighbourhood can be picked up in the routes.  Add the city 
routes to the map.  The benefit is you encourage visitors to use particular routes, directing them along the most interesting ones and potentially away 
from less attractive areas. You can also provide opportunities to linger, explore off the route and spend. 

It is really important to help visitors understand how they can move around the city,  within a neighbourhood and move between neighbourhoods, either 
using a city route or not.  The point is to arm visitors with the right information so they are confident in making their choices. 
 

 Develop specific information for each mode of transport (walk, bike, bus, underground, taxi) for getting to, around and between neighbourhoods.  

 For example: identify particular bus routes and the bus stops to get on and off, how much the fare is and where you buy your ticket; the bike park 
where you can pick up a hire bike (and how exactly you arrange that); where the underground stops are within neighbourhoods; how much a taxi 
costs between one neighbourhood and another if it’s raining or you’re tired (and point out that taxis in Glasgow are a surprisingly cheap option).  

Once the neighbourhood narratives and city routes (with the supporting transport information) have been produced they can be widely used in marketing 
communications and to guide investment and product development. 
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3 PRE-VISIT 
 
Pre-visit marketing has both to inspire and inform.  Most people will do at least some planning before they come and this can be supported by:  
 

 The website providing maps, apps and downloads based on the neighbourhood narratives and city routes 

 FAQs covering the basic questions (how far, how much, where to go for).  

 A digital space for users to ask questions of other users  

 Links to other website and social media so visitors can tap into local knowledge, insights and recommendations 

 
4 DURING-VISIT 
 
Even with advance planning physical navigation, orientation and sense of place is important both on arrival and for basic way-finding.  
 

 Good signing – physically and digitally – to Glasgow’s Visitor Information Centre (which is an excellent resource for making it easy) 

 Good pedestrian signing and orientation map boards around the city and neighbourhoods– Glasgow already has some of this in place, primarily in the 
city centre 

 
Physical signage is expensive to install, maintain and update and it can create 'street clutter' if not well designed and located.  With smart phones and 
Google maps physical signage is arguably something of a luxury, and perhaps not even necessary.  Looking to the next decade the answer has to be 
digital. 
 

 A great mobile site and downloadable content (podcasts, apps, maps) is essential 

 Social media channels will allow access to what’s happening now, seek insider tips and recommendations.  

 Identify opportunities to build a visitor dimension into digital plans for the city 
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 Consider ‘augmented reality’ accessible via smart phones at key strategic points in each neighbourhood 

 Commission some strategic thinking on using digital platforms and channels.  Games designers, creative designers in the museums sector and 
technology and creative departments in universities can generate creative ideas and may be able to pilot ideas 

 Tear-off maps incorporating the neighbourhoods and city routes made widely available in hotels and attractions 

 
A clear sense of place in each of the neighbourhoods is important to orientation. This is already evident in established areas like the Style Mile and the 
Merchant City, less so in others, particularly the less immediately ‘touristy’.  Any interventions should be consistent with and support the neighbourhood 
narrative - and involve the neighbourhood business community whenever possible to ensure authenticity and to help generate ideas e.g. Brixton local 
graffiti project (though now quite ‘old’).    
 

 Distinctive street signs.  Or routes laid out by street art or signs embedded in the pavements like the Jewellery Quarter in Birmingham or the historic 
centre of Cork. Or interpretation boards, maps, street furniture or public art 

 When major new developments are taking place (such as the refurbishment of Queen Street station) take the opportunity to plan in a 
gateway/orientation function or sense of place elements. These could even be part of a masterplan to introduce over time 

 Sign the transport nodes well, particularly key bus routes and bus stops connecting the neighbourhoods and the city routes 

 
5 NOT ADVISED 
 
A new visitor centre – possibly offering a ‘Glasgow Experience’ – in a central location.  Visitor centres have high development and revenue costs and 
frequently cannot support an entrance fee.  This makes them a drain on public sector funding.   Many of the visitor centres developed in cities and towns 
in the 1990s as commercial attractions telling the story of the place have not survived.  They lack the authenticity that visitors seek from the real thing (or 
conversely there is a danger that it will stop visitors going to see the real thing).  They tend to work better in rural areas as visitor hubs that often include 
commercial facilities not otherwise available in the area such as cafés and shops.  
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6 SOME PLACES WHICH DO IT WELL 
 
No destination has entirely cracked the 
challenge of making it easy but here are 
some examples of places we think have 
done a good job 
 
 Philadelphia is one of the best 

examples of destinations taking the 
neighbourhood approach – it’s 
identified 21, each with its own pop-
up description on the destination 
website.  The neighbourhoods and 
their attractions are searchable on a 
Google Map. There’s  a web page on 
each one with strong images, links to 
main attractions, highlights, places to 
stay, places to eat, how to get there, 
videos, itineraries, stories, Instagram 
images etc. 

 Berlin is a place which has created 
strong identities for its quarters.  And 
has produced some excellent walking 
routes for discovering the ‘real’ Berlin.  But it is particularly interesting to see what a great job Airbnb are doing in promoting the neighbourhoods 
according to the kind of visitor and the kind of place they might like 

 The Dubline heritage trail in Dublin is a great example of the holistic development of a tailored route, linking attractions and supported by 
interpretation, traffic management etc on the ground.  

http://www.visitphilly.com/philadelphia-neighborhoods/
https://www.airbnb.co.uk/locations/berlin/neighborhoods
http://dubline.failteireland.ie/
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 VisitWales have invested significantly in digital trails and augmented reality – see here for some great examples; and in particular Alice in Wonderland 
augmented reality trails in Llandudno  

 At a simpler level Southampton has done a nice straightforward job of signing, designing and promoting themed trails. 

 There’s a useful mini case-study on the good and bad of how the colour coded wayfinding system  works in Philadelphia and Portland. 

 Bristol (run by the city council) and London (run by Transport for London) are exceptional examples 
of legible cities (with an extensive graphically consistent network of directional signs, street 
information panels with maps, printed maps, and plaques).  Bristol also has trails integrated into its 
map boards in certain parts of the city.  

 Manchester’s Northern Quarter has highly distinctive street signs, commissioned and designed by 
artist Tim Rushton specialising in street signage as public art. 

 Tourism Ireland has a lovely way of promoting Dublin and Belfast to their Social Energisers priority 
segment through high quality creative using itineraries, suggestions, video, images and 
recommendations. 

 

http://www.sharewales.com/index.php/projects/completed-projects/
http://www.alicetowntrails.co.uk/
http://www.discoversouthampton.co.uk/visit/things-to-do/walks-and-tours
http://www.restreets.org/case-studies/comprehensive-hierarchical-wayfinding
http://www.bristollegiblecity.info/initiative.html
https://www.tfl.gov.uk/info-for/boroughs/legible-london
http://cypheronline.org/public1.html
http://www.ireland.com/en-gb/campaign/craic-dublin/
http://www.ireland.com/en-gb/campaign/check-belfast/

