TARGETED

CONSUMER
CAMPAIGNS
REPORT

KENT PILOT REGION REPORT 2023 T4.3.1

KENT L viterreg E
GARDEN {J?/‘L ENGLAND \&& Einwtns France | E,:;E:,I‘Lﬁ } Englhar.';:i

EUROUPEAM UNIOM

wisithent ook

European Regional
Development Fund



INTRODUCTION

The Kent Regional Best Practice CGuide presents findings on the effectiveness of the delivery
for off-season experiential tourism, marketing and distribution (T4.1.3) for the Interreg
EXPERIENCE project.

EXPERIENCEIs a €24.5m project co-funded by the Interreg France (Channel) England
Programme, which committed €17m from the European Regional Development Fund. It is
led by Norfolk County Council (NCC)and ran from September 2019 to June 2025.
EXPERIENCE is a major project to boost visitor numbers in the off-peak season through an
innovative tourism strategy New autumn and winter experiences will attract 11,309,368new
visitors to the six project pilot areas across England and France: Norfolk Kent, Cornwall, Pas-
de-Calais, Compiegne and Brittany (Baie de Morlaix and Cotes d'Armor).

Marketing and distribution within the Kent Pilot region was
delivered in the following priority areas

1.Market testing with trade and distribution channels (T4.2.1)

2.Consumer testing campaigns (T4.2.2)

3.Consumer perception study (T4.2.2)

4. Digital Lab testing (T4.2.3)

5. Targeted consumer campaigns (T4.3.1)

6.Destination and business photography (T4.3.1)

7.0nline pre-visit inspirational and trip-planning platforms
(T4.3.2)

8.Travel trade and B2B distribution (T4.3.3)




25

LAUNCH AND PROMOTION
TO TARGET AUDIENCE

TARGETED CONSUMER CAMPAIGNS
VISIT KENT - MUST VISIT KENT

Visit Kent (PP3) delivered a comprehensive catalogue
of campaign activity throughout the project including:

= Alyways on activity

e Must Visit Kent campaign

« MVK Publication - 10,000 copies printed

« MVK section of the Visit Kent website

= Influencer activity

e Qut of Home activity across London and at WTM

= Features in Nat Geo Traveller - Article and ad {Ad
value of £95,184)

= Adsmart - 433,000+ impressions

e Organic social and newsletters
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Must Visit Kent
Background

In 2021, we learned that the international publication and travel company Lonely Planet had declared
Kent's Heritage Coast as one of the world's best regions to visit for 2022.

Capitalising on the opportunity, we developed Must Visit Kent to maximise the exposure and
opportunities of Lonely Planet's "Best in Travel” award. The campaign showcased our destinations
across Kent as the themes highlighted by the award resonated across the county - such as the
landscape, culture, sustainability and heritage.

Throughout 2022, we worked with a variety of Kent's tourism businesses on a domestic marketing
campaign, dedicated travel trade promotion, PR activity, a publication, a partnership with TripAdvisor,
and much more across a range of channels, including social media, video on demand and paid
search.

This report provides an overview of the Must Visit Kent campaign activity
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Must Visit Kent
Budget

The combined total buy-in from partners was then matched by funding from Kent County Council, together this pot of
money was used as match-funding which helped to unlock additional funding which had been made available
through the Interreqg EXPERIENCE project.

Kent County Council Funding from Interreg

Total Partner buy-in
Y contribution EXPERIENCE

The funding awarded through the Interreg EXPERIENCE project enabled us to deliver the Must Visit Kent
campaign activities across all three strands delivering greater value and reach for partners, the county and
the MVK message.



Must Visit Kent

Target markets

Predominantly the millennial market
comprising of couples and small groups
of friends pre-children
or couples with very young children

Families with children of different ages,
including more intergenerational
members and single-parent families

E M YvVohAars
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Hyper Local

This includes local Kent residents,
encouraging them to explore their local
area for a day trip aor short break

Older couples of different ages.
interested in the outdoors, with either
more traditional or cultural experiences

Families (VFR)
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The primary channels used to promote the Must Visit Kent campaign within
this work package were:

Il. HinF e TR ¢
S

« Press release in October 2021 promoting the accolade MUST VISIT
Digital Campaign: KENT ppi Lo s
> Social channels - Facebook, Instagram
o Google Display Network
o Google Search Network
Organic social posts and #MustVisitKent tag in social posts
Publication - Must Visit Kent
Must Visit Kent Sky Adsmart advert
National Geographic advert

The dates which activity took place digitally are viewable here.

HEMNT
GARCEM o EGLAMD
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Ta its coastal culrure...

Must Visit Kent

Added value buy-in partner activity

» Throughout the year, we sent three Must Visit Kent-based
newsletters to our database of 29,724 recipients, with additional
emails also going out with the wider MVK message included - all
of these had links to the landing page and partner content.

» Each buy-in partner was in our Must Visit Kent Instagram story
posts and received a dedicated Instagram story too - these have
also been living on our Highlights section since going out. These
were sent to our Instagram audience of 36.5k followers and
achieved 1,200 to 1,700 impressions each.

» Across our Visit Kent website we have consistently had each R ™
partner's MVK landing page in our top navigation, directing people ﬁfﬁd R

@thedovercastle

e
e

to your content. Sl
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® o
Additional Media |

T ERGLARND

Additional activity delivered through the other two Must Visit Kent strands,
travel trade and PR, included the below. This activity helped the wider Must
Visit Kent campaign messaging reach new domestic and international
audiences, using the globally recognised Lonely Planet accolade.

« Roadside & WTM digital screens advertising (right)

« Tripadvisor (banner adverts, Kent Destination page takeover custom
trips around Kent)

« National Geographic article and advert - 58,242 print calculation, with the
article reaching 48,563 people, with an £ Value of £95,184

 Influencer trips

« Familiarisation trips

« Tour operator partnerships

|H.II=HE-_.. - P
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Must Visit Kent

Webpage performance

Total number of MVK content pages

Total overall MVK page views

Average time visitors spent
on all MVK page
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Must Visit Kent

Publication

« High quality print publication with over 65 pages of content

« Each partner had a dedicated advert, which led into a feature around
their attraction, business or district

« The magazine was sectioned into three areas - the North, East and
West of Kent

« Directory section with informative maps and key highlights in each
geographical area

« Evergreen content, meaning the content inside the publication won't
date quickly and will continue to be useful for visitors

MUST VISIT

KENT

KENT
GARDEN ENGLAND
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Must Visit Kent

MUST VISIT

Publication KENT

Total MVK copies printed

InsideKent distributed 5,000 across Kent
such as M&S & Ashford Designer Outlet

Allocated to partners in the campaighn,
to putin their venues, TICs and more

KENT
GARDEN o/ ENGLAND

For Visit Kent to take to trade meetings, Networking Events
and more. Recently, 50 copies were given to an international
conference in West Kent for their Welcome Pack
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Must Visit Kent

Influencers

e e S = e

Folknstone 9% 1w

MilEhkrn
SxenrstertrgoeCoost

-

Heply o wandes lusidils

Bl o)y bocR pady eriburouswer i,

55

skt :
a anirn O 7 B U

g
A AT i

Lon :
s ¥ worid AEES

’ pepE s
?_e:g.r.l:' L : ; 11E_\h-|_l-1.||‘ .. ha

- |‘||-__._I.__I
Ttk g o s
o - b T G
" 4 URE L s
Tk ._,.."' TSR s,

'Y - J s
PN vt iy

Jringrio oo

S Py Hoviboge: Coeal e Lo v b imeneey 2 Leochy Flacl:
b raggirs v ] o falr “Read in Traeesd 20007 maida, an the
s e Ve Kant Snd Whe O e Doy Fess sroad o 40 help
Zorbatyab dris By &aing cun Tieine e Fangs o i Dol

Drmicd S ST CAr Erad s By el s ds et wnii

Alan ] shars wales pafe aHmcd orp and places ooy oo vies
fral v Do, amad e be arewer v gt ore-abow b o on 718
Eork aozst o phacs wc e vew ipod 1o coll Fore

A i e =00y BEEND BT o vl whe Bpek e e great

Laci 1 B v Aok
Thasi be thigd 31 wi whe duperd b o iy Tparite clace

n tveare and mme ol e fogs woud e v o cove on iy
storles.

=



36

Must Visit Kent
Publication online results KENT

« Over 300 people have read the online publication
« 16,726 page views...
« ... Viewing an average of 53 pages

Primary traffic sources:
« Visit Kent email
« Visit Kent websites
« Visit Ashford & Tenterden website
« Southeastern website

KENT
GARDEN ENGLAND



Must Visit Kent

National Geographic Traveller

In the summer of 2022, we were approached by Nat Geo Traveller regarding a
general walking article on Kent. As it was the year of the Heritage Coast, we in
turn suggested that they write about the area between Folkestone and Deal.
They produced 10 pages of inspirational content (which featured all bought-in
PR partners) on the area with accompanying beautiful imagery. This can be
seen online here. We also took out one full page ad at the end of the article,

which is to the right.

National Geographic Traveller stats
» 58,242 print calculation, with the article reaching 48,563 people, with an £

Value of £95,184
 Over 25,000 print subscribers, the publication is the most subscribed-to

travel magazine in the UK
» nationalgeographic.co.uk receives over 13 million page views a year, with
the travel section receiving nearly a quarter of the traffic

Lonely Mlanel has declared

Kent's Heritage Coast one

of Lthe hest regions Lo visil

in Lhe world




Must Visit Kent

AdSmart advert - Sky adsmart

Watch it here

The opportunity arose in mid-2022 to do our first-ever TV advertising.
Initially, we thought this would never be achievable, but using Sky's highly
targeted AdSmart we were able to specify our four targets across the south
and southeast London, including Bromley, Croydon and Dartford. We had a
total budget of £20,795, and were able to achieve the results below,
highlighting all eight partners in our MVK campaign. The ad was shown
from 8th September 1o 26th October.

e 433,519 impressions were garnered throughout the running time
> Broken down to 46,399 households being shown the ad 9.46 times
each
e The primary time the ad was shown was midday to 5:25pm and late
peak, 8pm to 11pm, primarily across entertainment TV

: T e
-.-l'_-'g":lll".f-l.l'-:.}fljﬁ Lo
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In mid-summer we placed an advertorial through Reach Plc
(formerly Trinity Mirror). The article was hosted on MyLondon and
supported with display ads across the Reach digital network. The
feature encouraged people to visit Kent and explore the North, East, =
and West. Throughout the article (viewable by clicking the image to e
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VISIT KENT - MUST VISIT KENT

What went well

= The partnership with Fabbrica was very successful
and have now worked with them on several other
campaigns

e Qur first venture into TV adverts using Adsmart
went very well and we will use this method again

e Nat Ceo Traveller provided free press coverage
domestic reach

« MVK Partner web pages were very popular with
match funding districts and provided and made
use of the audience matrix to be highly targeted.

TARGETED CONSUMER
CAMPAIGNS

40

Learnings

= Our experience using influencers has shown us that we can deliver influencer
activity better than expensive agencies, this is an advantage that we are keen to
maintain

» We have to work with the right people, selecting the right agencies and media
partners provides efficiencies and improved ocutputs

* Too many strands of activity make the campaign difficult to manage

* |t is important to accept that some things are out of your control
(Covid/Strikes/Queens passing/ Operation Brock)

» Complex messaging reduces campaign effectiveness



LAUNCH AND PROMOTION
TO TARGET AUDIENCE

TARGETED CONSUMER
CAMPAIGNS - KENT DOWNS

Overview

Kent Downs (PP2) delivered five marketing campaigns
targeting consumers, which included the Kent Pilgrims
Festival, Up The Kent Downs (flagship consumer
campaign), North Downs Way Riders' Route and The
Creat Artdoors - North Downs Way Art Trail.

Fach campaign involved the creation of a visual
identity, developing new content - including dedicated
web pages, organic social media, regular consumer
newsletters, paid for media (online and offlineg)
advertising, PR activity (press releases, FAM press and
influencer trips, etc), new photography and video clips.

Overall consumer campaigns and communications
activity reached more than 14.9 million people
between July 2022 and March 2023.

4]

Outputs

Dedicated website pages and content that can be repurposed/refreshed for
future activity

Campaign toolkits, for example here are the live links to the Up the Kent Downs
and The Creat Artdoors toolkits shared with stakeholders and local businesses.
Developed a content and events planner with monthly themes to help curate
engaging content across our digital channels (social media, blogs, website,
newsletter).

Built strong relationships with Match Funders, Active Inclusion (Muslim Hikers)
and key stakeholders that will continue beyond the project.

Development of consumer mailing list and sending cut monthly tourism
themed newsletters

Development of TikTok strategy targeting new audiences.

Creation of Flickr photo library and new photos and film clips to build on our
asset bank.

Produced end of campaign reports for each campaign and commissioned two
new audience research reports to understand the impact of our targeted
consumer campaigns.



Up the Ken

The Key messaging for the Up the Kent Downs
Campaign was to:

= Promote new autumn and winter "experiences" to
extend the tourist season.

* Benefit local economies with all-year round
sustainable tourism

= Target all key Kent Downs audiences.

» Show how accessible and inclusive the area is.

s Showcase authentic, unmissable, sensory and
iImmersive expereinces throughout the year.

i Kenk
"% Downs

Aozl Oyl ing Sl inad Bl
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Introducing the Up the
Kent Downs campaign:
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Cur campaign toolkit has been orealed to help any user o
maintain the integrity and harmomy of our brand, whilst
supporting the Up the Kent Downs campaign. Our aim is to
position Kent Downs AONEB a3 a visitor destination, the
campaign will serve as a cstalyst for doing this, so sudiences
and partners canrecognise and relate to it. Creating an
nspiring campaign is imperative to our success, it helpsus
reach our full potential as a visitor destination and attiaction,
achieving sustainable growrth im visior revenue and volume
through cur collective experiences.

Cwur Toolkit wilk

= Hclp gwidc all campaign and mcssage apphcabon.
= Encbie stakeholders and partners to support and amplity
the messages during the campaign penod
Promote the area as an Alyvear-round destination
Collate and convey dl the Experences onoffer
Allow visitors and locals to champion and adopt
# ipthekentDiowrs
Posibon Kent Downs as the place to be and pive thearea
aserse of place, showir 2xing the area’s bast attrihirfe=s
through Experience 'ed messaging:
- 'Eht* rugged chalk coastiine
The et ucbell woodans
—  Internzbinmally rare chalk prassizand
The ragstonc villages
The Morth Dowrs Way
Kent's Heritage Coast [Ranked by The Lonely Planet
& one o theworld's best regions tovisit in 2UE27)
The Via Francigena Arts Trol
38 Sibes of Special Suenlifc Interesl
Azpining Cross Choninel UMESCD Global Geopark
Provenancs through all types of food, drink and
oraft busnesses
U rpue Expres ieroes deliver ol by local expea is
Biodrverse halvtats, home to the areas dstmchive
flora & fauna

If you are producng ary marketing matenals, please refer
bo our Toolkat to ensure that what s produced echioes how
wi collective by promote the Kent Downs ADMB.
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|ty poyial » KETVIIMAATIS ONE LK

Sustainable and
responsible tourism:

The whole ethos of our canmpaign s for all sutdeor visibors to
respect other peapler protect the praronment, and engoy
respronsilaly, We wall du Uhas Ly

Frrhrarang the nadiral hahit it and sHrachinns onnffer
Encouraging visitors to be considerate inevery aspect
Mromaokc Slow Toursm
Showcase creatraty in nabural surroundings
Apped for visitirg out of season and during the less
crowded months
Protect and observwe the very fabncof the area

+ Celebrating local, dhampioning a raal taste of Kenk throwgh
lecal produce with minimal food miles

Ken

Downs

Responsible tourism themes include: {./{/
E o /ngAVW JA
Downs " “Downs  Downs

Live Fke 2 local, forage for vour supper Take your ime and find the hidden Cultivate the mind with Ezcape the oroveds and binges oni Witness on inspiring coast &
and get closer to naturs just being here. carmers of our region, you'll expe-iences that o= ebrate and fresh air and freedom whatever countryside that will ienite your
experence agentler and more nurture thelznd and local the season crastive fre.

praveiul approsds Lo Liavd. weay ol i,




Website:

Cur Campaign page will be formed with the complete
campaign messaging, allowing vistors to the site to
navigate with ease through all the content and choose
expetlences that saittheh needs.

WIEm, Y e : T g

0l

[T, I T—— a

L oo e i A B S LA, M L | T R e L RS DR Y Y
T SR T Y R e St Sk . AL, i e e e e
- e S R A N e L

g tlie Kol Duewin

R, WES o LSOE neie S5 e twen A0 G o O
W

L b ! = b o =

fiUpthekKentCowns Experiences

Kant Downs AOMB has exactly what wisitors desre for all vesrround ursmiszabide, sensory, and immersive SEpenieroes,
welEi evouCain live e a oLl and edipoy yoai Sl @ bredhs sustaially, dhacoest all oui eagerienie: below.

| BE SN

14

e T - - "
e i T

g e § R A e e T o v g 5 S g e By

Pl il R N O Chbel LWL ¢ el R s L hrial il il NP T
4 1w g i ]

OO0y D

P rares 5 Dpbusl Tarrer Frillrwsa it s e Teail oy s il
e W B i Wil s vl vl 5 s g b Bl 1 iy end i Pimb Diii g b B Lol v i D ke Kol n o § horl waiiad Sl Gl g
Fnree T hila yrg e r e geeds e o e Bare S hierrasy Soemand et BUGR Hewr £ e 1 et e ol i ol e e e Flmed 0o
Feoey 10 e v D al-eea reoLn ¥t s B u lar seens. £ Inating pedhe strcd] hroorn he woos: el
Fagiy arc 4o g bag ey of Bk e g o
o tha
{1d AL e o

MiluEa | Pakinwiys 0L 10 e WV o - ChazaETis s This AFLar Wing

L0 a0 T 1T i T i e I P L S Espear i T8E o D W Tingveath Clay, i
o TR S 0C immoess pors el b 1he L bt il aban o ke scomnpass theelm :l'l-"""'ﬂ"-"ii‘\-"-?-;"'""ﬁ':-':"ﬂ"‘c'
{ uisar, rryth ) Feikborg sl st s and toaa o e D e o Keslu Kt coand r b © prale oo e pliiger
AL b T pal Bk il varai Ly Lanrn hevet b Pod e anei e Vil Libad bumei, bihisii

e BO mon i L h med- el

Elegidhi

46



Inspirational itineraries:

A series atinspin ng blogs have beencreated 1o showcase
the wealth of experiences. things to do, events, activities,
and thermatic Wineraries and thematic rinerarkes tor our
key target nudiences,

For exampls, for Socia Contemporary Seckerswe've
detailed the sxcinng S unexnected over 2 longwerk=nd
and 5 7 nights, including showing how to got to Bent from
I nnidnin s thie Snnthieast

Fowr rer Family adence we've inchided local noture & the
outdoors and local culture, for cur Hyper Local’ Visiting
Family & Friendswewill share finsraries ower 3 2dhr £ ARhr
T2 period to drive bookings.

Anather example would be packaging upwild mushroom
forzging, followed by 2n open-fire cooking lessnn,
complemented by a meonlight music performance irto
themed tineranes [eg Forest Magc; Vitamin sea;
Ecc-Explorer totarget different interest groups and
create different optiors for length of stay [overnight
long-weekend, 3-7 mights)
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Social Media - Paid Carousel ad example

Instegpam, -
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Digital Advertising
and Remarketing:

Tt Ure canmpaiznnes wall be usi g viglal sdve Gsing
to promote the key expernences and targst our audiences,
altowine usto b= more agile throughoat the campagn
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Lamtpramgn Toelial” + hartriovme org.uk
Newsletters:

Cour Lo Diownis e-newsletters contain seasonal and relevant ‘\‘t.-s =

content, we are also working with partners/key stakeholders t”nE f
todrlver on & cnmpetitinn fndrive reqistrations further or )% ur
Emisil marketing is a8 vibrant and powerful way to connect C
with people and through it we carc

= Reach the tarzet oustomers on a persoral ke

= [ntroduce the campaign, how foget mvolved & share content DOW
= Achieve 3 higher reiurmon mvestment [
[ S

= [mprove the astomers' understanding of the destinatbion
= Achicve highor conversionrats (66%) for boolones and
purchases fmade mresponse to promobonal messages)



Social media videos:

With TikTok becoming an essenbial and grovang channel for
Destinations, we are 'ooking 3t developing a Kent Douns
AOMNE dhanncl for the 2023 actreity. Whith the weealth of
content and footzge already avadable tous and the
opportunity to create more, this wil alow us to show more

spontaneous, ourment, and dymamic cont=mt

Fiims promating Key Experienoes with the target audiences
m muind canbe produced, cadh one using current, and partner
suppled Tootape to curate specific short content Tilms:

Examples being:

Mot to be missed CHOW DOYWRNS - Short Tilm with the best
ezting experences, Favourite places to go for 2 real taste of
Kenk and by e Gt local produce i ered ante] localiae.

Essential COOL DOWHS — Tagcting the Sooal
Cnntemporany Seskers andiences, iwnth the pnest
expenences and hidden pems

Top 10 POWER DOWHS - Featuning the best ways
and expenences for reconnecton & mendfulness withn
the area

-heril  downg Bl Been! downa_asnb lenl dowrs anh
B3 Ol sl Siowend - et cowre_sorys i Ji Trigimal Sound - et sowre_aond E K Ol masliSmand - gervt_cowns_sonb
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Press advertising:

To bolster the Up the Kent Diowns camipaign wewill be using
press advertising to reach our more traditional and interest
driven audiences.

Leegrage. Terdpt « hpntehnsms g uke
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TARGETED CONSUMER
CAMPAIGNS

KENT DOWNS - UP THE DOWNS, THE
GCREAT ARTDOORS...

Learnings

FAM trips played a key role across all campaigns. We will look to continue with these and manage them inhouse.

Our work with diverse groups and influencers has helped us reach new audiences and improved engagement levels. Qur Muslim Hiker event, in
particular, was very successful. Tickets sold out within three hours (their fastest yet) and feedback from the day shows it was their best event yet,
Working with press and influencers on FAM tips generated strong content and resulted in a flurry of new followers on social media, in particular
our collaboration with JB Gill, Muslim Hikers and on the art trail.

It was a challenge to secure suitable accommodation for some of the Riders’ Route FAM trips. They were either no longer in business, not in the
right location (i.e. on the) or not interested in partnering on FAM trips. Kent Downs (PP2) needs to develop stronger relationships with
accommodation providers and create a list of approved partners prior to pitching FAM trips.

Our campaigns predominantly focussed on using Instagram and Facebook, which favours a specific demographic. If we want to reach a younger
audience, or new audiences, we should consider piloting the use of TikTok.

The performance of paid media delivered by Fabbrica across campaigns was consistently exceeding cbjectives. Click through rates were 80%
higher than the industry benchmarks, delivering excellent value for money and ROI.

Packaging up and promoting all the new products and delivering one overarching campaign worked well in terms of raising awareness of the
Kent Downs and experiences and being able to deliver a more effective campaign. Qutsourcing to agencies who had the right resources,
contacts and skills was a good decision and approach. The team is now equipped and able to continue targeting consumers in house.

The Great Artcdoors art trail and campaign is resonating well with our audiences and helped attract new consumers and followers. There is
demand for art in the outdoors.
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