
Welcome to
National Landscapes



Whether you work within an AONB team. volunteer on one of the landscapes or work with one of our 
may partners this document gives you everything you need to understand the rationale behind the 
journey to become National Landscapes and how you can be a part of the bold future we share.

It includes:

1. A welcome to National Landscapes from our Chair and Chief Executive
2. Introduction of objectives of the branding work
3. The journey we have been on to launch this brand 
4. Our brand strategy
5. Introduction to the brand identity
6. Our plans to bring the brand to life
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Welcome from our Chair 
& Chief Executive



Philip Hygate, Chair, National Landscapes Association
As Chair of the National Association for Areas of Outstanding Natural Beauty, it is a 
privilege to introduce the new National Landscapes brand to you. 

The work in developing this new, united personality for our network has been 
conducted with the input of AONB teams, representatives of groups we haven’t 
traditionally engaged with, the general public and existing stakeholders from 
partner organisations, landowners, local businesses and Welsh and English 
government. 
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The brand story captures the essence of our family – the ambition, collaboration, commitment and readiness to 
serve and share for the good of our landscapes; for nature, climate and people. 
I commend the National Landscapes rebrand to you all as we stand at this threshold: where National Landscapes 
can become the landscape designation for the 21st century and beyond. 



Welcome from John Watkins, CEO, National Landscapes Association

AONB teams and partnerships do incredible work. Their approach is unique: convening powerful 
coalitions, enabling partners and communities to vision the change they agree through a 
democratically derived management plan, and empowering them to deliver in partnership across 
the entirety of a landscape. The change to National Landscapes is an opportunity to broadcast 
this work clearly and loudly. To restate our values and demonstrate the importance, size and 
impact of these landscapes. 
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The rebrand to National Landscapes has been mooted and discussed for a number of years. Some AONBs are already being 
referred to locally as National Landscapes, where teams and partnerships had already recognised the power of this change to 
enhance the status of the designation in their area. The strength of AONB is that it is a national designation which is managed 
locally. The rebrand is the opportunity to assert a collective national identity as part of a family of locally managed and 
celebrated landscapes. 



Introduction & 
Objectives 



During 2023 the AONB family will be ready to be rebranded as National Landscapes supported by our 
agency partner, Nice and Serious. 

Thorough this change the new National Landscapes family are creating a landscape designation that is 
fit for the 21 st century and beyond, setting the standard within the UK and globally, and making a 
genuine, meaningful and sustainable difference for climate, nature and people. 

Through this process we will begin implementing many of the recommendations made in the 
Government’s Designated Landscapes Review (Glover 2019) and the Marsden Review of Designated 
Landscapes in Wales.
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https://niceandserious.com/


What are we hoping to achieve? 

• We have an opportunity to build on the successes of 

our network. We need a strong and distinctive brand 

that raises the profile of what we do and helps people 

understand our value.

• By creating a more unified identity across the family, 

we are better able to show our collective size, ambition 

and the potential impact of our network.

• We have the opportunity to make our brand more 

accessible and inclusive – delivering on the 

recommendations of the Landscapes Review, and 

making all people feel welcome in these landscapes.

• This rebrand is a statement of our ambition, for us to 

be seen as a delivery partner and creates a stronger 

case for funding opportunities.
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Why now? 
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The Designated 

Landscapes Review of 

2019 concluded what 

most of us know… 

The AONB ‘way’ is

special, yet undervalued.

AONBs are doing amazing things for climate, nature and people. 

What makes our family of organisations so special is their partnership approach. Despite owning no land, we are able 

to deliver landscape scale plans across a whole area. We do this by convening powerful partnerships of conservation 

organisations, local authorities, farmers and landowners, residents, businesses, user groups and others. Our success 

comes from our capacity to collaborate with colleagues in other AONBs and with multiple sectors to form powerful 

coalitions for our landscapes that include initiatives like Farming in Protected Landscapes for nature friendly farming 

and access projects. 



The Landscapes Review concluded too that these partnerships were undervalued. Covering 15% of the land area 

of England, they are twice the size of the national parks, yet receive one tenth of the funding. 

The Review recommended amongst other things that a simpler name, less likely to be shortened to an acronym 

(often the wrong acronym) be introduced to help drive up recognition. 

With financial support from Defra, the National Association for Areas of Outstanding Natural Beauty has 

explored what it would mean to refresh the Area of Outstanding Natural Beauty brand – not just with a rename, 

but with a restatement of our values and supporting publicity for a relaunch. An opportunity for us to 

demonstrate our size, the value of the work we deliver, and our welcome, to all people. 
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The Glover Landscapes Review articulated what many of us knew, that AONBs should become more relevant to a 

wider audience, including urban residents, people from deprived backgrounds, people from ethnic minority 

backgrounds, those with disabilities, neuro diverse people, those with learning disabilities and LGBTQIA+ people. 

Clearly changing a brand name cannot itself do this by itself. However, it can signal a step-change, a threshold in 

how we do things as a family to ensure that we individually and collectively do more to ensure that everyone feels 

welcome and that all voices are heard in how the landscapes continue to evolve. 

Our brand strategy and identity has been shaped by representatives from many of these underserved audiences, it 

begins the process of acknowledging that the way we communicate can have a profound impact on how people 

feel about our landscapes, however it will only be successful if it is backed up with actions. This rebrand is just the 

first step, in the way we do things as a family, how we govern and how we organise. 
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Extending a warm welcome to everyone
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An opportunity to build a 
consistent family of brands

Awareness of AONB is less than half of National Park for most of the population. It increases to 49% by the 

74% awareness in the 55-75 age group, but as low as 22% compared to 53% for 16-24



The strong, collaborative approach we take as a family isn’t represented in the very different logos 

we have as a family, we don’t reinforce our collective impact.

We tried to create a more consistent approach with the Landscapes for Life bracket device over ten 

years ago, but this just created confusion 

Creating a more unified identity across the family, we can better show our collective size, ambition 

and impact, and generate on the ground recognition for visitors
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The Journey

Launching the brand identity is a stage in a 
multi part journey, it is not the beginning or 
the end



Phase 1 

July-December 2021

Over 70 people consulted from within AONB and 

external partners inc people working with people 

from deprived backgrounds, ethnic minority 

backgrounds, disabilities. LGBTQIA+ people, 

landowners, tourist organisations.

Recommendations included:

• Deployment of a clear visual identity under the 

National Landscapes brand - uniting ‘the family’ 

with national strength and local relevance

• Development of a full equality, diversity and 

inclusion strategy, flowing throughout the 

whole of the AONB family 

You can read the initial strategy HERE

Phase 2 

August 2022 - June 2023

Implementation planning and delivery as National 

Landscapes family

Defra funded roll out is being planned supported 

by implementation delivery resources

Creation of launch campaign and associated 

materials supported by regional campaign

We will agree as a NL family when this launch 

moment should be. September 2023? Later?

Defra funded National Conversation 

commissioned by NAAONB
Brand implementation

Phase 3 

June 2023 onwards

Brand roll out

Appointment of Nice & Serious as brand partner

Development of brand strategy and brand 

identity to begin the process of delivering 

Glover recommendations. Funded by Defra 

Research and consultation

- 9 stakeholder interviews (Internal and external)

- 3 x workshops with our Steering Group representatives from 

AONBs

- 1 x workshop with our Creative Council (a group of 6 people 

from underrepresented backgrounds)

- 1 x survey to AONB employees – over 100 responses

- Desk research and existing strategy review

- Survey to each of the AONBs for thoughts and input into their 

own logos 

Brand strategy, architecture and naming

- 3 rounds of development, with input from both the Steering 

Group and Creative Council

- Tone of voice and visual identity

https://docs.google.com/presentation/d/1I8yWiqpiYwuCQxnkpjA1gXU4RN4c3B6-AHJ5gXw3WP0/edit
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Introduction to our 
new brand identity





Work in 
progress

























New logo

Place your new logo here 



Making it ours

A logo is symbolic of an organisation and many of our existing audience, 
team and partnership will feel a strong connection with our current logo. We 
know we may need to rebuild that affinity with our new logo and make it our 
own. We will focus on the forecast benefits of having a visible cue that we 
are part of a larger and more powerful network and think creatively about 
how we can maximise the opportunities this brings. 



Making it ours
Include any thoughts you have already had on how you might use the new logo, to prompt ideas and discussions. 
This might include: 
• Using the new brand as an opportunity to launch or relaunch projects 

Reminding businesses/councils that when they next invest in lighting, they could consider downlighting or low energy bulbs to contrinute to 
dark skies

Inviting input into the management planning process
• R

• Reminding local businesses that they are within a landscape so important that it is nationally designated and can be used as part of their 
publicity: 

raising the profile of the team and your work, 
foregrounding the opportunity to get involved in the management planning process, 
suggesting mutually beneficial work that they could share in the efforts of delivering (local produce festivals that the team could promote but 

not need to organise)
the selling opportunities of attracting a new audience – eg more vegetarian options to cater for a younger and more diverse audience, family 

menus and events
• A chance to explore new social and mainstream media opportunities (working with the NLA if that’s easier for you – but please keep us in the 

loop anyway so we can share too!)
• Please add in any other thoughts you’ve already had (and do share with Ruth Colbridge at NAAONB) 



What comes next? 
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This is just the beginning…

Defra have committed funding to support the roll-out of the brand and a launch campaign for all of us to use.

We remain hopeful of Arts Council funding for Art in the Landscape which will allow our brand story to live and breathe in 

real life across our landscapes - showing our commitment and way of working not just speaking them.

Launch Campaign

A campaign that will tell the National 

Landscapes family brand story, bringing it to 

life, celebrating what makes us special. It will 

include content and campaign material that 

is usable by all of the National Landscapes 

family   

The  National Association will trademark 

each of the brand identities ensuring that 

each marque is protected in an appropriate 

way and giving each National Landscape 

free use of the brand. 

Implementation fund Trademarking

Funding available to each National Landscape 

to begin the process of changing brand 

identity. Treading the balance between 

creating awareness and recognition and value-

for-money we will work as a family to procure 

specific elements whilst allowing freedom for 

each National Landscape to deliver the brand 

appropriately.



From July 2023 onwards each AONB will be invited to gain whatever approval it feels is necessary and 
then we will we will work as a family to determine the most appropriate time to launch the brand in 
way that balances the need to achieve the objectives set out in the strategy whilst doing so in a way 

that is practical and achievable. 

At the same time the National Landscapes Association will work our agency partners Nice & Serious and 
supported by  the Brand Steering Group and the wider group of Communications Officers will begin the 
process of developing the launch campaign and working on how the new brand can be cost effectively 

rolled out across our landscapes.
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Thank you!
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