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Introduction to 
Hoghton Tower

• Historic house built in 1565 
• Family ownership  
• Preservation Trust & Board of 

Trustees 
• Main income streams include 

weddings, guided tours, school 
tours and public events.



What is The Long 
Walk?
• A beautiful walkway encompassing the 

formal gardens of Hoghton Tower on a 
separated track.  

• Currently not accessible to the public and 
therefore does not contribute to the 
income of Hoghton Tower. 

• Includes ancient stonework steps, a 
pavilion, an open field that once used to 
be tennis courts and is home to a variety 
of wildlife. 

• Plenty of open areas with huge potential 
for development in-keeping with the 
principles of nature conservation.



Key Elements 
of the 
Marketing 
Strategy

• USP Development (Nature Conservation & Historical 
Education) 

• Target Markets include families and older generations 
• Meeting the needs of current trends (a non-digital 

form of entertainment as a promoter of mental and 
physical health)



Key Elements 
of the 
Marketing 
Strategy

The securement of multiple income streams including: 

1. Income from general visitors to The Long Walk 

2. Pre-booked tickets for specific events (closely linked to the DMCS) 

3. Intertwining offers that already exist at the Tower with The Long 
Walk 

4. The development of garden and architectural tours, a percentage 
of which would go to The Long Walk pot. 

The marketing goals for The Long Walk have been stipulated in the 
accompanying report.



Key Elements of 
the Digital 
Marketing 
Communications 
Strategy

• The use of social media as the primary driver of online 
ticketing sales through post boosting and event 
announcements. 

• Website augmentation (discoverability and usability). 
• Positioning Facebook as the ticket sales driver, 

Instagram as the youth demographic driver, and 
Pinterest as the mother's demographic driver.



Branding

• Option 1 is targeted towards an older 
demographic and highlights luxury and 
demonstrates an executive atmosphere 
and will be used for the restaurant/bar/
pavilion area of development. 

• Option 2 is targeted towards a families 
demographic and emphasises the USP of 
historical education combined with nature 
conservation.   



Option 1 – Conservation-oriented Approach

• Minimal development to take place in order to conserve the 
environment.  
• Relatively low cost in comparison to options 2 and 3. 
• Light and airy branding with an emphasis on the USP.  
• Reliant on free platforms for advertising (such as free listing 

websites, social media, blogging and website). 
• A series of events based on nature conservation education and 

getting children involved in the outdoors.  
• Building features from natural rock forms and substances to 

compliment The Long Walk visitor experience.



Option 2 – Medium Investment Approach
• Medium scale development including higher budgets for more 

features along The Long Walk.  
• Usage of the second branding option with the light and airy design 

rather than the corporate logo.  
• Construction of The Canopy, an arched feature taking up a 

significant portion of The Long Walk to target couples both for 
weddings and for engagements. 
• Continues to be targeted towards families with the hosting of 

regular events, but with a greater emphasis is placed on 
intertwining The Long Walk into the weddings business at the 
Tower. 



Option 3 – High Investment Approach
• High scale investment involving multiple projects undertaken to fully 

develop The Long Walk site including all the investments proposed in 
the previous two approaches in addition to the construction of a bar/
restaurant called The Pavilion alongside restoring the field into tennis 
courts.  
• Undertaking the development of The Pavilion would be a major 

construction and would therefore require considerable planning and 
phasing.  
• This is perhaps how these three options of the report can be 

considered; as a phases with the second following on from the success 
of the first and third following on from the success of the second 
rather than ruling out any.



Conclusion
• Huge potential for redevelopment of the entire Long Walk 

as a multifunctional site both as a nature conservation area 
and as a bar/restaurant and leisure site (when considering 
the tennis courts development). 

• Essential to the marketing strategy is the development of a 
clear USP and digital communications effort through social 
media to drive pre-bookable event tickets. 

• The intertwinement of the Tower's current offerings with 
the extensive potential of The Long Walk.



Thank You For 
Listening

With special thanks to the following for providing information 
and support during The Long Walk Project Report: 

• Hoghton Tower Preservation Trust, Employer 
• Elena Faraoni, Chair of the Board of Trustees 
• Caroline Holliday, Lecturer 


