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INTRODUCTION

The Kent Regional Evaluation presents findings to assess the econamic,
ervironmental, and social impEact on perfarmance and sustainakility of the Interreg
EXFPERIENCE project.

EXPERIEMCE is a £245m Interreg France (Channel] England project, which
cofinanced by €£17m from the BEurcpean RHegional Development Fund. 1t is led by
Morfolk County Council INCC) and has run from September 2019 to June 2023,

EXPERIEMCE is a majer project to beost visitor ecenamy of the Channel region in the
off pealk season thraugh an innovative tourism strateqy focused on new autumn and
winter experiences to attract 11.305.368 new visitors across & pilot regiens in England
and France: Norfolk, Kent, Cormwall. Pas-de-Calais, Compiegne and Brittany [Baie de

Marlaix and Cotes d’ Armar).

Traditionally, the France Channel England region has predominantly used a
dastination ased tourism approach based on conventional, mass-marksl localions
during peak season. However, travel trends are changing. changes that have anly
been accelerated following the COVID 12 pandemic with indications that:
« Maodern travellers are losing interest in traditional types of holiday:
» Experiential lourism is a growing lravel lrend based on regional Uniguenass
leource -Trekksoft 2017);
» Travellaers seek of T the beaten path, “live like a local” aulhentic experienceas
throughout the year [source - skift 20138;;
» 59% of glabal travellers (2l ages) tried somelhing new in 2016 [source -Trip
Barometar)
» Regions inside and oulsicde the EL have shifted from destinalicn based
approaches to successfully harness this new experiential trend.

Thase amerging trends in demand have bean the inspiration for EXPERIENCE project
o create and swilch our & pilol regions (0 & new approach and tourism stratedy,

The Kent Regional Evaluation Report serves as one of § EXPERIENCE regicnal
Freporis. assessing the economic. envirenmental. and social impact of the project that
will inferm the development of the EXPERIENCE Eest Practice Guide. This legacy
document will allow other users Lo learn from Lhe successes and mistakes in our
appreach to imelement best practice in their own organisations, regions, or
counkrigs.




KENT THEORY OF CHANGE

Kent Pilot Area Theory of Change

Resources Qutputs
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DELIVERING ACTOR
ENGAGEMENT & TRAINING
TO MEET DEMAND (WPT1)

WPT1 OUTRUTS

Kent's approach to engaging non-traditional tourism actor as a route to increasing
capacity and confidence to meet the new experiential demand was based upon the

following activities,

WPRPTI ACTIVITIES SUMMARY

« Begional network engagaemsnt events - 42

= Pilot 5tudy Redional Metwaork Engademeant events - 33
« kanbwids SKills audit & training needs analysis - 1

+ Targeted bespoke training materials & services - 28

+ Training deliverad to SME's - 208

Collaboration workshops with all EXPERIENCE PPs [T1.1.7)

Visit Kent presentad the results of its Business Skills Audit (T1.3.7) carried out in 0920 to the WP2
collaboration workshop on 19.01.21 that was hostad by PP4 and PPE The presantation focused on
the SME preferences in the Kent Pilot Area to the themes and desirable format for experiential
taurism training Respondents identified 10 themes for training and 67% favoured instructor led 1-2-1

Lraining or coaching.

Localfregional active engagement events with pilot study actors (T1.2.1)

Visit Kent crganised guarterly network events attended by Kent tourism businesses and stakeholders,

Attendeaes weare updated with the progress of EXPERIENCE delivery along with wider tourism trends
and highlights acrass the Kent Filot region.

+ 47 x Kent networking events for tourism and non teurismm SMEs (2020, 21, 22 & 23]

e LIS important (o keep wider project stakeholders engaged in project prograss, this
inspires some to support and others to take part
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EXPERIENCE Challenge 1 [C1): " FCE region currently focuses on traditional.
destination-based. pre-packaged tournsm. Modern travellers are losing interest in

this approach.’

EXPERIENCE Challenge 2 {C2): ' FCE region currently focuses on traditional.
destination-based, pre-packaged tourism. Modern travellers are losing interest in

this appraach,’

Pilot study regional networks [T1.2.2)
Wisit Kent ariginally delivered 8 thematic Experience Develeprnent workshops designed to inspire businesses to
cregale new expariances in a range of themes, from Arts crafts & media and Unexpacied Experienceas

Visit Kent also ran a serics of Peer Network events, supported by Smarter Societies. These Peer Metwerks wers
DUsineszas led avents with expert speakers talking on aubjects proposed by the businezzes thamsaalves, Take up
afl online sessions were viery papllar, howsver physical sessions lended o have reduced atlendance.
Mewslatters weare used pre and post event to continue to boost interest in the topic of the trainings in order to

maintain the level ef interest of the SMEs in the project activities.
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o Jur peer network sessions were very popular and were one of the key highlights for our
businesses, enabling them to engage and in seme cases cellaborate with other like minded

businesses o devalap new innovative and sustainable expariances
» A peer nebtwork approach enakbles businesses to share their pain, ideas and best practice without
being ‘preached” to from “industry experts’



WPT1 OQUTPUTS CONTINUED

Skills audit and training needs analysis (T1.3.1)

Visit Kent and Kent Downs jointly delivered a Kent Pilot Begion Businesses needs, skills audit
and training needs analysis report, This report prasented the findings fraom a recent suney,
which airmead ta capture the nesds of visitor economy businsssas in Kent The survey focussd on
identifying training and skills developrnent businesses now neod to inform and adapt their
product offering, This enabled the developmeant of the Kent programme of training and training
matarials deliverad through T1.3.2 and T13.3

Cne such findings shows respondeants identified 10 themes for training and @7 favoured
instructor led 1-2-1 training or coaching.

Online and expertise-led formats - onl ne and irstructor-led or coaching sessions, emerged as the
most copular format overall (A%, Fallowed by group discussicn and activities (23%] and instructor-led
rainimg (59%],

Delivery level - SMEs favourad training 8t a pasic orintermediaie level with the exception of learming
exporicntial marketing technigues.

Croup discussions and peer-to-peer sessions- SMEs favoured training on co-producing marketing
frgssages wilh DMOs, group discussions and peer o gear aclivity in sub regionsl cluslers,

Virtual content case studies - cascstudies could be used allowing ousinesses to immerse

themsslves inBramplar best practice case studiss
« Training in sustainable practices in demand wilh consurmers including Lrends sround lood miles,
experiencing local predwce and sustainable forms of transport.

Targeted bespoke training materials and services (T1.3.2]

Training materials were developed with the business neads audit in mind. influencing aur
decision to maks training materials to be largely accessible online to be used independently
without the constraints such as travel and additional time of formal training sessions. Resources
wire also developed to allow organisations to run grou training sessions. providing resources
for the trainer

Training took a variety of formats including film, wekbinars, toolkits, resource packs. guides and
prasentaticn. A variety of audiences wears targeted including businaesses, walkers, cyclists, horse
fiders, urban, rural and minority ethnic camimunities.

* Training materialz can gquickly become outdated, to ensures longevity it s important not to
include references te timely content, but to rather link out to an updatable cnline
rEsOource

= Businessas are keen 12 lgarn Qut are hesitant to invast thelr time in training whan they fesl
they rmust be focused an delivery of their business day to day, resourcss must be
developed to account for this
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Training delivery [T1.3.3)

Kent delivered 208 training events. To reach a wide target audience a variety of innovative and traditional
formats were used inclugding netwalks, online, iIn-persan, wekinars, workshops and peer natwaorking.

Of the 123 tourism and non tourism SMEs that completed the 5 stages of the Experisnce Cevelopment
Programme. 57% reported that their participation had led te therm gaining a mere fecused product idea, 3334
had gain a clearer timeline, 38% had adaptaed theair business plan, 65%: had gainad a batter understanding of
their target markets, 25% had refined their financials/pricing models, 27% had identified new distribution
channals for their products. Overall, 95% of the 123 participating SMEs confirmed that their participation in
the mentering programme had helped grew, improve or diversify their businesses.

There were two lranches of Lhe Expearience Maker Lraining (April/May 2021 and Decemlber 20211 Each tranche
consisted of an Introduction to Exparience Making, two woarkshops and follow up 1-2-1 sessions. Unmizsable
England were commissicned te deliver the programme and provide expert training and is benefited 534
participants,

A sense of place workshop explained how Experience Makers, local SMs, farrmers and landowners could
expand and diversify to meet the needs of visitors while protecting the Kent Downs ADONE and the
landscapes of the Marth Downs \Way There weare three themes; Agritourism; Sustainable Tourism in Frotected
Landscapes: Local distinctiveness and Storylelling.

o |t isimportant to consider the wider Lraining needs of 8 businesses outside of tourism trends. To
support businesses in creating new experiences. support in topics such as business plans and
planning permission was also usaful

= Difference businesses have different availability for trafning, for same mornings are good, other
wealkday evenings. If you are running physical sessions, then your audience availability needs to
ke highly considered

Resources Hub [T1.3.4)

The Kent Pilet Region supplied 28 training resources Lo the lgad partner to upload toe Lthe EXFERIENCE
resource hul, this included resources in both French and English



WPT1 CASE STUDY

PEER NETWORKING BENEFITS (T1.2.2); GEOFF BAXTER, SMARTER S5GCIETY

What we do:

My name 15 Ceolf Baxter and my company Smarter Saciety. is one of (he leading providers of busingss
syupport and tramning. | work o with local authorities and other organizations to deliver programmes that
make a difference. In 2020. Visit Kent procured us to run the Visit Kent Experience Developrnent
Pregramme ta seize the opportunity that COVIG-T2 gave us all towaork together and redefine the potential
af Kent SMEs and adapt Lo the rapidly changing trends in demand or amazing Lourism experiencas Wea
=&t up the prograrmme to build a portfolio of high-guality services and experiences that could market Kent
as a destination for all seasons, building visitar numbers in the off-season maonths, In 2021, this rapidly
transitichad Into & Peer Eco system approach in the Kent Filot Area where participating Experience
Development Prodgramme SMEs started meeting up ta discuss business issues in redgional aroups. Peer
naebworking has increagsed in popularity in the last 3-5 years as the group works together and competes
against each other to deliver more successful individual outcomes than would otherwise be the case when
not operating in a suppertive paeer netwark, | was delighted to see the participating businesses making
chandes during Lthe pause Lthat the pandemic creataed Lo imprave their ovarall business performance.

How we do it:

Building upon existing intelligence, we set Up the Peer Ecosyslems on g sub regicnal ievel in Kent in the
Morth. BEast and West of the pilot arsa. Qur sessions started of with a presentation from a specialist
sppeaker which were followed by break outs into smaller discussion groups, to discuss the issue and share
experiences, The process really embraced group learning, shared paths for clear action. was accountable
and created new relationships | am true belisvar that Peer Eco-Systems promate "Action Learning which
s ‘an approach to problem salving and learning in groups that brought about change in individuals and
their businesses who participated.

Impact:

125 husinesses in Kentl have benefited ffom the process in the Kenl Pilot Area. They have co-created new idsas and
have confirmed naw experiential products amangst peers and in some case creating new itinerarias linking
complimentary experiences in the aras that have besn launchead as a direct result of the Peer Networking.
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Our Tips:

+ Learn how ather businesses are addrassing challenges faced in develeping new Experiences for visitors;

» Build new relalionships with alher local businessas Lo worll logelher Lo creals revanle cpparlunilies:

« Critical to learn fram industry best practices and seek furthar suppaort from an ecosystern which youw and your
Brusiness have bacorme part of;

+ Embrace co-creation and creative thinking about future partnering ideas with other businesses:

» Find out rapidly whal waorks and what dossn't!

* |dentify collectively how to provide your visitors with a variety of interesting or exciting experiences that leave
them eager to return for roore,

e

T

iy

SMARTERSOCIETY‘
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DELIVERING EXPERIENTIAL TOURISM
OFFER USING UNIQUE NATURAL &

CULTURAL ASSETS (WPT2)

[he tactical approach to C3 wias to analyse the existing offer alongside potential coportunities and
gaps, and use this information to inform Experience development programmes, working alongside
and supporting traditional and non-traditional tourism actars in the Kent Pilot Region. Busingsses
wera s pported to ensure new activitias wara aitractive to targeted markets, sustainakle and
financially viable to ensure long-tarm suUcoess

WPT2Z ACTIVITIES SUMMARY

» Off-segson tourism opticns analysis reports - 9
+ Expecricnces created or adapted - 463

* Supparting events - 3

= [tineraries crealed - 155

» Exciling inlerpretation - 2

+ Closing last mile gaps - 21

WPTZ OQUTPUTS
Off-season tourism options analysis [T2.2.1)

Visit Kent and Kant Downs comimissionad a joint Experience Qptions analysis, completed in Cotober
2020 The purpose of the report was to highlight experiential opportunities to capitalise on the
natural and cultural assets that are currently underdeveloped, the gaps that if filled would
strengthen the offer of the county, as well as the existing strengths in product,

The report built on the work we have done to develop the Visitor First strategy, which identifies three
unigque regions within the county, we would like to uncerstand how the product offer within these
redgions of Kent can bhetter showcase the unigue identity of 2ach place,

Countywide data was captured and presented in various ways. First of all, a county-wide report,
broken down by the three clusters icdentified in our Visitor First strategy - North, East and Wast Kent.
These opportunities, gaps and strengths were also mapped according to when the experiences are
best deliverad and whethear they have Lhe polential Lo be baokabla, as well as an indication of the
most suitable markets.

EXPERIENCE Challenge 3 [C3): 'Thers is no tourism offer Cotober-March to attract
visitors {attractions are closed, no AirBnB Expsrignces in pilot regions)”

In addition, we also reguired individual factsheets for the fellowing districts: Ashford, Canterbury,
Dover, Felkestons and Hythe, Gravesham, Medway, Thanaet and Tunbridge Wells, Thesa wera help o
inform local strategies but also support business endgagement. Each participating district had already
highlighted a particular therme of product develooment that they wanted to prioritise, =0
consideration was given to this. however other cpportunities were also explored,

» Food and drink - Ashford

» Eco-tourism - Canterbury

« Landscape and nature  Dover

« Events and festivals - Follkestons and Hythe
o Markets and roulti-culturalisrm - Gravesham
o Culture - Medway

« Wellbeing - Tunbridge Wells

« Music, culture and Tilrm - Thanet

Each district of Kent was presented with:
* An analysis of the districts current core strengths
o An analysis of product opportunities with suggestions of new products to bring te market
= An analysis of opportunities & gaps, highlighting themeas that the district may be strong in but is
nol laking advantage of,

* District specific analysis helped identify a range of offers across the county for different target
markets
= The reports weare useful when woarking with businesses to support the creation of new experiencas



WPT2 OUTPUTS CONT...

Develop new off-season tourism activities [(T2.2.2)

Visit Kent and Kent Downs have collectively supported businesses within the Kent Pilot Region with
463 new individual off-season tourism activitias focused on Kent's cultural and natural assats such as
seasonal walks, stargazing and forest Dathing. A selection of thase aclivities can be found hosted on

the Visit Kent and Kent Downs websites ['WPT4].

Visit Kent identified and contacted 384 businessas ahout taking part in the eXpearience develapmeant
programime. The programme was also promoted on digital channels, newsletters, through partners
and at third-party svents. 149 applications were received from a variety of businesses both traditional
and non-traditional tourism actors.

Businesses ware then put on conlact with Srmarter Society to deliver a programme of 1-2-1 coaching
with SMEs - business mentoring on a 1:1 basis.

Businesses recruited 1o the Exparience Development Programme also benafited from a range of
pErks:

1. 1to 1 consultation: Specialist consultancy to support the development of a business plan for the
launch of your new product

2 Product testing: Market testing of your concept with consumers and travel trade and feedback
to further develop yvour product (T4.2.1,/T4 2 2]

i Content Development: MNew pholography for your product and inclusion in inspirational content
(T2.2.4/T43.1)

4 Consumer marketing: Inclusion in targeted off-season consumer campaigns to rmarket your
product (T4.31)

5.B2B distribution: Distribution of your procuct to the travel trade though cur establishad B2B
connections and netwarks (T3 3)

Kent Downs ran & similar Experience Makeaer Programme focused on landscape basad
experigncesfactivities along with creating 43 upgraded walking routes with new mapping and
photography.

= An alltraclive alfer for businesses ensured Lthey slayed engaged Lhrough Lo the end
1to 1 mentoring provided busineszes with tailored advice from. creating a business

plam, to support with planning permission

Creating new offers is not always a businessas priority and it takes a lot of resaurce to
kesp them engaged

Businssses had an account manager to built relationships and tailor advice and
support

supporting events (T2.2.3)

Kent deliverad 3 supparting events 1o showcase a range of innaevative products davelapead
Lhroughoul the project, The OQpen Solf - 51 Pancreas Station 2020, The Flarirms festival in Seplember
2022 featured 62 activities and the Darent Valley Winter Fair showcased how to run an off seazon
avent that celebrated Kant's nature and heritage offering.

The 148th Open took place at Royal 5t Gecrge’s Golf Club, Sandwich from 11 =78 July 2021, Despite
Lthe Covid 19 pandemic, the final spectator numbers reached around 200000 spectalors acrass the
wesk-long event. Many of the spectators will started their journays from London, travelling to and
frem the championship on the same day. The INTERREG EXPERIEMCE stand welcorned golf
spectators to the county and through the stand and its pramaotions aimed ta inapire them to return
Lo Lhe county Tor theair oven gall reak of family edperience, Spectators were encouraged Lo enter a
competition to win a golf break in Kent. The stand Experience Kent showcased the unique and
immersive expeariences that were emearging in Kent with the key attractions being food & drink,
wellbeing, landscapeas as well as cultural and creative expeariences.

The Darent Valley Landscape Partnarship Winter Fair. with food and hat drinks, art, walk and talks,
live music and more! Visitors were invited to wrap-up warm and come and explore the woodland

and attend the Winter Fair at Andrews Woods, Shorcham, hested by the Darent Valley Landscape

Parthership The Fair served up delicious feod and hot drinks, allowead visitars to try out woodl|and

cralts and arl aclivities, join walks, listen Lo live music and experiance g walkabout theatre with an
innovative immersive sound experience.

The Kent RPilgrims” Festival ran from September 21st to 25th 2022 and was the third formally
arganised festival to ke held in the county. following an from the Canterbury Pilgrims Festival in 2019,
The aim is for the event to become hi-annual with the coordination patentially taken on by the
Canfraternity of Pilgrims (o Rame and the funding of stakehalder local authorities, The objective was
to make the festival accessible to & wide audisnce in terms of activity variety and to offer diverse
interpretations of pilgrimage. The festival will showcase Kent as an international pilgrimage
destination within the Kent Downs AQNE, reaching out to audiences of all or na faith,

= Engaging local communities is key ta creating a lasting impact
* Tapping into local. regional or national events provides: access to a wide audience to
increase reach and engage new audicnces
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WPT2 OUTPUTS CONT...

Package and curate activities into themed itineraries (T2.2.4)

Kent developed 147 itineraries. & variety of itinsrarias were developed ranging from 1 to 5 days and
availakble on the Visit Kent and Kent Downs websites,

Yisilors Lo Lhe Kenl Downs websile are able Lo custam make Lheir own ilineraries using Lhe [Linsrarny
Builder Tunction. Warking with accessibility experts Kent Downs reviewed Lhe dalinitions of
accessibility to include a wide range of disabilities including sensory, visual, physical and mental. This
meaant we have reviewed our whole approach to accessibility, Experts have advised that it is noat for
the proavider 1o defing what is accessilzle and what is not as the range of dizakilities are 52 road and
wihat is accessible for one person is not accessible to another. Instead the expert advice is to provide
a full range of information and digital transparency so that the user can decide for themselves if this
i5 accessible, With this expeart advice we have implemented a rangs of measuras to ensura that all
Gur ilineraries are as accessible as possible informalion provided so Lhe user can decidea for
themselves i it is suitable for them.

Itineraries and inspirational content can also be found on the Visit Kent weabsite, 17 of which provide

accessibility informatian.

» |lineraries need o have a Largel audiense in mind bafare being crealted

» How potential visitors will travel between locations and needs such as food, toiletz and
overnight stays must alse be cansidered

» Resagrch has shown that potential visitors engadge maore with inspirational cantant as
apposed to fully detailed itineraries, hence why Visit Kent provided a series of
inspirational content te go alengside itingraries

Exciting interpretation - bring assets to life for visitors [T2.2.5]

Fant Downs delivered 2 X exciting interpretations to offer visitars & unigue way (o Experience Kenl's
Leurisen affer. The Darent Valley Alrstream is a renovated 1950 Alrstream Bublle that featuras

information albout nature including a unique virtual reality experience. The Darent Valley App allows
visitors to digitally exglore the Darent Valley tourism route featuring details of the reute itself as well

as information an its haritaga,

« Itit key to cansider the long-term upkeep and re-use of any assets created to ensure a

lasting legacy

Closing last mile gaps in tourism services [T2.2.6)

voent partners worked closely with rail partners to maxirmise rail connsctions to tourisrm offers
minimising last mile gaps between puklic transport and tourism offers. A series of rail adverts were
produced in WP to advertise EXPERIENCE wark and 17 different rail lgaflets were produced to
enable visilors Lo enjay walks directly from train stalions. WP3 training materials for businessas also
included how Lo offer a baggage transfer service Lo walking and cycling visitors o manage Lhe [asl
mile gap for this audience.

= Experience has shown us that true solutions o [ast mile gaps nesd 1o e sustainable.
and If they involve commercial partners must be viable in the long term
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WPT2 CASE STUDY

EXPERIENCE DEVELOPMENT PROGRAMME SME: ROMNEY MARSH SHEFPHERD HUTS

What we do:

My name 1s Kristina Boulden and | am the Comipany Director for Eomney Marsh Shepherds Huts, We have
been family farmers on the Marsh for over six generations, We run g mixed farm o with over 10000 sheep
whose breed is indigenous to the Romney Marsh. Initially we diversified cur farm with our Remney Marsh
Wools business which was all abkout turning sheep's flesces into aur own randge of clothing and garments
A5 a resull af atlending local evenls peaple asked i they could come and stay on the farm too. In 2018, wea
launched the Romney Marsh 5hepherds Huts which we have been bespoke built by local craftsmen and
now allows us to share cur unigue landscape on the Romney Marsh, We have waorked with Visit Kent for
several vears who have bheen able ta provide uswith kKey market data showing how taurism s involving in
Eenl | was introduced 1o the INTERREG EXFERIEMCE project during ane afl the Visit Kenl business
engagemant events. | jumped at the opportunity to be part of the Experience Development Programmea. [t
gave us the oppartunity to access new rmarkets, a network and gain knowledge which we would not
nacessarly have had been ahle to dip inte had we have nat baesn invalved with Visit Kent,

How we do it:

Whilst Rormney Marsh Shepherds Huts has benefited frem eing part of the Produced in Kent initiative.
the INTERRED EXPERIEMCE project has brought us sormeathing new. It has helped us focus on the tyvpes of
cxpericnces and the key messaging we want to give our custormers. Knowledge that we would not have
acoess to if we would not have been guided by the praject. What we do have here as generatianal farmers
15 & unigue knowledge of the lacal area and we [ind that when people come and stay wilth us, they do
wiant a bit of hand holding Lo be able 1o have the besl experience during their stay. For exampls, the
Marsh Safariz visitors are able to be guided around the area and learn about the history of the local
churches, The vineyard tours often start frem the huts, include a lunch somewhere with tasting of local
wines efore aur visitors are dropped back here afterwards Thesa are great examiples of local Businesses
collaborating together to provicle unigues insights to our visitors that leave them with great memories.

Impact:

Leoking forward, | am really excited to be part of the initiative Discover Your Kent Experience run by Visit Kent

throwgn the INTERREC EXPERIENCE project that has invited us to be one of the tour stops for the 10 tour operatars

who will visit a range of experiences in Kentin Fobruary 2023, That hopeful by will allowe us to reach rouch further
than we could have done wilhoul the project.
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Collaboration betweean businesses has bean key here and thanks to Visit Kent, the EXPERIENCE project has creatad
the opporiunily Lo Bring local businesses logether Lo provide visilars wilth the besl experienceas we can ofler. 45 a8
result, we are now offering a salution that includes the best of Kent which is in part dewn to this new collaborative
approach that has enablad us to better work together (o provids unigus experiences.

Qur Tips:

Fwollld recommend Lhese ypes of projects as the netwark alans has enabled me (o meel ather likemindad
businesses, | was not aware of It has flagged up opportunities, ideas and best practice sharing. For example, at one
af Lhe netwiorking meetings. | met Doddington Place Gardens who talked about green taurism and certification
and because of that | have started that journey as we too want to tell cur customers that sustainakility and lcoking
allar our enviranment is whal we are all abaut here, The certilicaticn will give caonflidence and a leel good MAotar 1o
our customers knowing that we are making the right steps and deing all we can for gur environment.

Watch the interview
here




WPT2 CASE STUDY

1TO 1 MENTORING (T2.2.2): CANTERBURY BREWERS AND DISTILLERS

Starting point

Thiz established business had a great starting point being a product in a niche market, a strong track
recerd and expertise and with clear potential for an online presence. In addition the business owner had
the resources to e ready to deliver services in a physical space for when real life post COVID,

The business is based on Lthe passionate and energetic businass owner wilth huge potential bul also
needing to widen the decision-making rales in the business to grow sustainaboly.

Key improvement through Visit Kent programme

The Visit Kent programme helpad the husiness cwner achiave:

» Taking time Lo think Lhrough that having a plan would help him achieve goals more effectively.

* Thinking through the longer-term roles and responsibilities and the essential need to communicate
with and invalve his wife much meare. (Any business plan that existed was all in his head. This means
that invalving aothers was virtually impossible and would continuea 1o e g weakness (o really meaet the
goals ana full potential L.

+ Having clarity on the target market and then what platforms and contacts to use.

* Raalizing the many marketing assets, he already had and haow to use tham bettar strategically.

= Knowing to challenge his accountant to serve the business better and help him plan for tax
implications, cashflow. investor incoms and Tor persanal Mnancial planning reasans.

« Clarity the financial structure of the business. S5ince =tarting the financial side had svolved but had no
structure which is a weakness at this paint of growth and means the business could ke vulnerable in
the futurea.

» |dentifying and shaping clear specific actions compared with frantically racing arcund and not putting
cnergy into a defined strategy.

Dutcomes within the programme timescale

Within the timescale of the programme these are aspects the business owner put into action:
A& clearer marksting plan - including reaching out to international targets,
» A clear Tinancial plan for investment land Knowing what 1o prioritize investing in) and clear financial
systems instdlled and able to provide up to date and forecasting information.
+ A clear appreciation that his communication needs to improve for the business to really succeed.
« A clear focus on what is really heeded,

Quite simply & business that can reach full potential and have an impact on the econamy in Canterbury.
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DELIVERING OFF-SEASON TOURISM
INFRASTRUCTURE IN THE KENT

PILOT REGION (WPT3)

[he approach to address Cé was to adapt key rural tourism infrastructurs and create
iconic art trails connecting visiters with the cultural and environmental assets of the
Kent Downs.

WPT3 ACTIVITIES SUMMARY

» Lpgrades to tourisrm routes - 12
+« Changing places upgraded- 1

* |loonic Art Trail -1

» Accessibilily Infrastruclure - 3

Upgrade tourism infrastructure [T3.2.1)

[mfrastruclure upgrades wera made al 4 aoff season taurism routes which invelved resurfacing Lo
ersura more use for people with rmobility neads espeacially in the off season. MNew signags was glso
installed to ensure easy access. A large-scale resurfacing for improved mobility needs access was
completed at Landgon by the iconic White Cliffs of Dovar. and Changing Places taoilets for the
profoundly disabled weare installed at Lullingstone country Park as well as improved disability access
routes and egquipment at Manor and Lullingstone Country Parks. An iconic Morth Downs Way Arts
Trail was delivered featuring 9 artworks and this has featured on regional television reaching cver
A0 OCD people,

« Regional media were really interested in the Arts Trall and involving them early helped
promote the preduct to a very large audience.

« Engaging with local peapla an the Arts Trail develapmeant ensures that the investments
will be cared for and cherished locally long afller Lhe project finishes.

* Sharing best practice with other regions (FP1 and PP1J] helped Kent develop criteria to
ensdure an authentic and waorld class offer.

EXPERIENCE Challenge & [C4): "Infrastructure is not adapted for use October-
March’

Innovation incubator - place making tourism infrastructure [T3.2.2)

Thea Marth Downs Way Riders Route was delivered as
tha Innovation Incubator. This innovative route allows
the long distance riding of the Morth Downs Way
Mational Trail as a year round tourism offer, The route
wias upgraded in a numbear of ways including
resUrfacing (o improve access and new signage and
promotion. 15 special gateway signs were installed at
cach section of the route from Surrey through to
Dover i Kent, exXxplaining how to enjoy thea raute and
wihat is spacial aboul 2ach section including last mile
connections to railway stations. The gateway signs
also serve as the parmanent billkoards celebrating
the EU and EXPERIENCE funding far all the
invastimeants in Kent.

= Blanning promaticon campaigns in advance ensured products could e sharad widely
« [The needs of cyelists and horse riders need to considered individuallylearning 2

Mew Tourism Infrastructure and facilities [T3.2.1)

A new Changing Places tailet for the profoundly disalled was installed at Shorne Country FPark alang with
interpretalion to explain the EXPERIENCE praject and the Facility,

= Engaging with peaple with lved experience of additional neads was essential to 2nsure the
infrastructure provided was fit for purpese.



WPT3 CASE STUDIES

INFRASTRUCTURE IMPROVEMENTS: SHORNE COUNTRY PARK
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WE INVESTED IN INFRASTRUCTURE TO PROVIDE YEAR-ROUND ACCESS TO NATURE
FOR THE PROFOQUNDLY DISABLED

Shaorne Country Park is avery popular green space in Cravesham Kent close to many urkan and urban fringe
populations, Itis known as a Gateway to the counthyside and the Kent Downs AOKME Mational Landscane,
with parking, cafe and pathways it allows easy access to a taste of the public rights of way and rural
expearience thal Lthe wider counltinysicds has Lo affer.

We paid for the installation of a Changing Places toilet which allows families and carers of the profoundly
disablad to acoess nature Knowing they have a toilet facility that caters for thelr complex needs. (Hoists adult
size nappy change etc).

| miprovemanls were mads Lo pathways thal enable wheslchair access butl alse enable winler access o a
wider audience as well as a winter outdocr shelter area as an alternative to the welcoming indoor cafe area:
We comimissioned LS market research araund the accassibility audiance and we workad with the Chanding
Flaces specialist marketing team to acdvertise the new facilities correctly. Specific training to onsite staff will

e provided.
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DELIVERING EXPERIENTIAL
TOURISM MARKETING & -
DISTRIBUTION (W PT4 ) R el e

lhe approach to tackle C5 was to use an intel-led approach fuslled by industry insights and product Traditionally familiarisation trips take place in persen and this would have been our preferred methed. however
concept testing to create engaging content, carmpaigns and market penctration. due Lo restrictions in place through the Covid-18 pandemic this was not passible,
WPT4 ACTIVITIES SUMMARY Throughout these methodologies the following product concepts where tested.

« BZE Marketing testing report
» Food. drink and artisan experiences

» Mature and wellbaing
» Photographyfarts/Craft experiences

« Consumer testing reports

» Digital Lak reports

» Targeted photography

» Targeted rmarketing campaigns

« Trip planning platforms * |t would have been useful to have developed trade specific content within the experience
= Trave| Trads engagement develapment programims Lo truly benefit from the gained insights
» B5 acoess guides across 29 businesses » Operators valusd being involved in the product development stage. however this has not
culminated in increased engagerent moving forward
WPT4& CUTPUTS * WVisit Kent received great insights fram a variety of operators who we had not previously worked with

Marketing testing with trade and distribution channels (T4.2.1)

Wisit Kent PR3] conducted market testing with business events and travel trade contacts and buyers, to Consumer testing [T4.2.2)

provide much needed guidance for local Kent businesses, surrounding the potential interest and demand

for off-5eas0n proguct themes and expensnces, Eoth Visit Kent and Kent Downs conducted product testing with consumers in the Kent Pilot Region.

These el aimed to offer a valuable insight inte dernanc. packaging, and bundle options, anr_'l. Visit Kent ran & consumer campaign built around an A8 testing rmodel in ordar to determineg audience

LfEaistantintautienees A ke chal B ihes when working withvtaese riatkets Bssentially, theseinsights preferences and motivations, overlaid with data accrued from a YouSov Survey designed to create insights to

will help ta inform experiential tourism product development and help to create cellaborative ventures inform future Experience content creation and promational activity for use by Visit Kent and stakehaldars. The A/B

betwean partnars testing campaign was also supplementad by a YouSov brand Survey.

This research will also be key in allowing businesses to gain @ more in depth understanding around Kent Downs carried cut a number of activities 5, which included an audience research pregramme. lead

wiorking with the travel trade and business events market to offer products that are suitakle far generation campaign, keywords and search trends and experience theme research to understand audience

conlracting and distribution behaviour, prefarences and motivations. In addition we commissioned a YouGaoy Survey to gain insights into their
_ intentions to travel for leisure, to visit Kent as & tourist, which activities they're lkely to do and the role sustainable

Data for B2ZB market testing was conducted through the following methods; tourism plays in their decision making

» Travel Trads & Mice Survey
» Foous Croups
« ‘irtual Fam Trip”



WPTSH4 CUTPUTS CONT. ..

The following outputs were created as part of the Consurmer testing:
* Fabricca Experience Research Report (Visit Kent)
= Fabricca Expeaeraince RHesearch Reports (Kent Downs, Find Your Space
o Heywords and trends report
« EXPERIENCE Competitor Analysis
* Fabricca Lead Generation Camipaign

Thernes that tested well and resonated with cur consumer audiences were used as key
themsas within the Up the Kent Downs campaign,

= YouSov Mndings were uselul and Turlher reports have already been commissianed

ASE testing was useful, however our approach was oroad with many themes, if we were
to do this again we would focus an 1 ar 2 key themes with a control aver variakles

Tha Experience Hasearch Report [Find Your Space) was highly detalled and invobead,
which often led o contradicting resulls,

Testing new offer and services in a digital lak [T4.2.3)

Visit Kent submitted B picces of material to The University of Surrey (PP3) to put through their Digital Lak
procass to test consumers rational and emational triggers of consumption, and ultimately measura 1,

Advertising perception, 2, Purchasze intention 3 Links baetween rationality and amation in decizsion-making.

This was conducted throuah eyve-tracking. galvanic skin response and facial electromyography.

The 8 materials Visit Kent (PP3) tested woro:

» Facebhook imadgery

» |nstagrarm imagery

* |nstagram video influencers

* |nstagram videa narrative

» Welisite content - outdaor coaking

» Website content - Oyster Farm

+ Wehsite content - Think you know Kent
= Websita content - Your Kent Experience

|t would have baen better to conduct the analysis bafore marketing campaians
launched

= Uzing the findings, we were akzle to adapt our messaging and adapt cur approach across
all aur campaigns.

s |fwe were to conduct digital lak testing again, we would use a more scientific method,
using a contral and then a number of variables to measure how different approaches to
the same cantaent impacted consumens parception and intaniion
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Targeted consumer campaigns [T4.3.1)
Visit Kent [FP3) delivered a comprehensive catalogus of campaign activity throughaout the project including;

» Always on activity

« Must Visit Kent campaign

= MWK Publication - 10,000 copies printed

« MVK section of the Visit Kent weabsite

* Influencer activity

« Out of Home activity acrass London and at WTM

= Featurss in Mat Geo Travellar - Article and ad (Ad value of £557184)
« Adzmart - £33 000 Imprassians

« Crganic social and newsletters

In 2021, we learned that the intemational publication and travel company Lansly Planat had declarad Kent's
Heritage Coast as one of the world's best regions to visit for 2022,

Capitalizing on the cpportunity, we developed Must Visit Kent to maximise the exposure and opportunities of
Lonely Flanets "Best in Travel” award. The campaign showcased aur destinations across Kent as the themes
highlighted by the award resonated acress the county - such as the landscape, culture, sustainability and heritage.

Throughout 2022, we worked with a variety of Kent's tourizm businesses on a domestic marketing campaign,
dedicatad travel trade promotion, PR activity, & publication, a partharship with Tripadviscr, and much more across
rancge of channels. including social media. video on dermand and paid search.

Wisit Kent also worked with AccessAble a industry leader in providing accessible information to tourists with
accessibility needs. AccessAlle worked with 29 busingssas 1o create 75 Accassibility guidses, which ara linked from
the Visit Kent website. These guides have been used to create 17 "accessikle” itineraries provided on the Visit Kent
Wielsile

Kent Downs (FPZ] deliverad Five markating campaigns targating consumears. which included the Kent
Filgrirns Feslival, Up The Kenl Downs (flagship consumer campaign), North Downs Way Riders Route and
The Creat Artdoors - Morth Downs Way Art Trail.

Each campalagn involved the creation of a visual identity, developing new content  including dedicated web
pdages. organic social media. regular consurmer newsletters, paid for media (online and offline] advertizing. PR
activity [press releases, FAM press and influencer trips. etc). new ohotegraphy and video clips.

QOverall consumer campaigns and communications activity reached more than 14.2 million people batweaen
July 2022 and March 2023,



WPTSH4 CUTPUTS CONT. ..

The following outputs were created from the Kent Downs campaigns

= Dadicated website pages and cantant that can be repurpossd/refreshead far future activity

» Campaign Loolkits, far axample here are Lhe live links (o the Up Lhe Kenl Downs and The Creal Arldoors

toclkits shared with stakehelders and local businesses.

Develeped a content ana events planner with monthly themes to help curate engaging content
across our digital channels [social media, blogs, wehbhsite, newslettar),

Built strong relationships with Match Funders, Active Inclusion (Muslirn Hikers] and key
stakeholders that will cantinue beyond the project.

Development of consurmer mailing list and sending out monthly tourism thermed newsletters
Developmeant of TikTak strategy targeting new audiences,

Creatlion of Flickr pholo library and new phatlos and Ol clips Lo build on our assel bank
Froduced end of campaign reports for each campaign and commissioned two new audience
research reports to understand the impact of cur targeted consumer campaigns.

The Key messaging for the Up Lhe Kenl Downs Campalan was lo:

Fromote naw autumn and winter ‘experiences”, to extend the tourist season.
Bencfit local economies with all-year round sustainable tourism

Target all key Kent Downs audiances,

Show how accessibla and inclusive the area s,

Showcase authentic, unmizssable, sensory and immearsive axpersincas
throvghout the vear.

= Wa hgvae to work with the right paople, selecting the right agencies and media partners
provides efficiencies and improved cutputs

* The performance of paid media deliverad by Fabbrica across campaigns was
consistently exceading objectives,

= Too many strands of activity make the campaian dilfficull 1o manags

« |t i5 important to accept that some things are out of your contrel (Covid/Strikes/Queens
passing/ Dperation Brock)

= Complax messaging reduces campaign effectivanass

= Curwark with diverse groups and influencers has helped us reach new audiences and
improved engagement levels. Our Muslim Hiker event, in particular. was very successiul.

* Packaging up and promeating all the new products and delivering ene averarching
campaign worked well in terms of raising awareness of the Kent Downs and expetiences
and being able Lo deliver a more effective campalan.
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Online pre-visit inspiration and interactive trip-planning platforms [T4.3.2)

Following research conducted Lhrough Experience L was shaown Lhat rather Lhan fully delailed ilineraries
consumers were more engaged with inspirational itineraries and related content. &s such Visit Kent developed
a suite of new itingrarias in WP2 (T2.2.4).

These itineraries alongsice inspirational content have been compiled inta thermed pre visit inspirational
content sat within a new Experience section on the Visit Kent consumer facing welbsite, providing consumers
with a simple user experience and access to intel-led targeted content designed to make them change from
eing inspired to baoking.

Following research conducted through the early stages of the Exparience praject, Kant Downs developad and
launched a brand new consumer facing website with a much improved user journey and consumer
experience. PRP2 has made it easier for consumers to find inspiration and plan their visit.

Examples include:

» Cragle their ovwn inspiring itinerary using the new itinerary buildsr functionality
» Browse and choose any number of inspirational Experience itineraries, based on length of stay or theme, such

as Power Downs, Wine Downs and more.

« Search for places to visit, stay and &at, find things to do and lacal events, and look up a Narth Downs Way

Ambassador with the new listings flunctionalily.

» Create dedicated campaign landing pages for Kent Pilgrims Festival, Up the Kent Downs and The Great

Artocoors,

» Integrated the Kent Connected app plug in to promote sustainable travel,
= Crass markel nearby experiences, places (o visit and things to do,
» [ntrocuced a new blog function and created monthly blogs to share compelling content to encourage

consumers to visit and stay.

« Ooogle Analytics search aptimisation

« Both Visit Kent's and Kent Downs websites have recieved more usars. increased page views per
session, longsr dwell time on site, [ower ounce rate and mare sessions overall These are all
indicators of the content being relevant and of good gquality.

Landing pages for campeaigns and new products work well.

Find an activity search showes walking 1o be the maost frequently searched activity,

« Wehsite Lralfic has increased by mare than 300 since March 2022,

Tourism is new territory for Kent Downs (PP2) and new for our traditional audience. However,
early signs show consumers are intarested in the Downs and the content, experiences and
online activity is useful and relevant. Thars is scope to graw this audience and the website will
flay a key rale in positioning the Kent Downs as a sustainakble tourism destination



WPTSH4 CUTPUTS CONT. ..

Travel Trade & distribution [T4.3.3)

The Travel Trade and B2B distributlion is a key companentl of Kenl s Lourism marketing strateqy. Inkound
Laurism is the UK s Lhird largest service exporl industry and Tifth largesl exoorl industry, emiplaying over
three million people. In 2019, international visitors spent L258.4killion and contributed £5.5 billion in VAT
alone. Many of cur members rely solely on inbound tourism, with key markets including the USA. China,
and thea ELL

Visit Kent and Kent Downs attended a range of trade shows, including World Travel Market. Britain &
lreland Markerplace, the Go Travel Show and UK Inhound canferences to meet companias, arganisations
and media fram across the global industny.

Visit Kent. collaborated with tour operators AC Tours and Tour Partner Group to deliver joint marketing
campaigns te international markets. Kent has also been hoest to a range of travel trade industry partners to
showease The new out of season exXpeariential producis developed,

& Meetings. Incentives, Conferences and Events (MICE] specific campaign was also delivered to showcase
the great B2B offering which has also developed post-cowvid.

The Kent Filet region attended the following shows & events

« Coach Tourism Association Conference

« ETOA Britain & Ireland Marketplace

= UKInbound Conference

« World Travel Market (WTM|

¢« Hested dinner with Avanti Destinations and AC Tours

Campaigns included:

» AC Tours and TPCG both craeated a serias of itinararies to zell to
Chelr targel markets

» Monthly newsletters sent to customer database

+ Sccial Media marketing

= Video promotions

» Salas calls to top 100 clients

» Listings on websitas and homepadge bannears

« Staff training and familiarisation trips
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Visil Kent partnered with UKinkound 1o deliver a Discover Kenl sventl hasting 18 international travel trade
induslry representalives Lo discover whal Kenl has Lo affer La Ltheir custlomers, Allendess whera mal by Visil
Kent staff to discuss new experiences created through the EXPERIEMCE programime as well as experiencing
sorme sights and expercinces themselvas.

Yisit Kent worked with Fillory Barn to deliver a business avents campaign to rebuila confidences in the lacal
business evenls market by developing and delivering a campaign thal will pramote bath businesses evenls
veanues and unique delegate expereinces to a local business audience,

Over the course of 2021 -22, we've seen the start of a positive recovery for the travel trade industry
far both domestic and international markets in Kent. Taur operators are reporting a busy summer,
with the North America market driving the demand, due to low exchange rates and high demand for
travel, Germany, The Nethertands and the Mordics are also seeing strong levels of return to the wider
LK. L ooking ahead, cperators are seeing positive levels of enquiries and bookings far 2023, however it
is stTill predicted that we won't be back to 2019 levels until 2024+,

Diespite this, challenges still remain, The energy crisis, inflation, and the covid crisis {particularly in
Asian markets) is not completely behind us. Staffing and flight allocations have been the biggest
challenges across the whaole of the UK, and tor Kent in particular, availability of hotel accammodation
is decreasing due to several long-running Government contracts in place. The coach and groups
rnarket s sesing a slower recovery due taa lack of coach drivers, plus the international student
market is affected by lack of host families, collective passport issues and increased costs.

Anecdotal feedback shows that there is a lack of new product development from aperators for 2023,
howewer due ta the shift in consumer behaviour, we're seeing existing products and itineraries Deing
adapted tocater for smaller groups, experiences (particularly luxury f hespoke options) and free or
low-cast activities, combined with elemeants of sustainable delivery,



WPT4 CASE STUDY

DISTRIBUTING NEW EXPERIENTIAL CONTENT WITH THE TRAVEL TRADE - ACTOURS

What we do:

My name 1s Raly Russell and | am the CEOD af AC Taurs an award winning inbkaund tour operator and
gastination management company bazed in London. Estaklished in 1999, AC Tours offers ad-hoc. special
interest. series and incentive leisure group tours and individual services. AC Tours offers lzcading bespeke
luxury travel operaticns, We offer 2 ene stap shop multi-channel baoking scluticn for accommadation,
sefyvices, Lransporl and unigue Lravel experiences found throughoul Greal Britain. Ireland and France.

How we do it:

Thraugh our partnership with Visit Kent in the INTERRES EXPERIEMCE project, we have Bean diven
excel|lent access to a wide range of brand-new tourism procducts and experiencas. This has given us &
unigue cpportunity to include these new experiences in our activity, all of which have come with guality
imagery and audio-visual material. This saves time and helps us to immediately transform these activities
into our range of itineraries which we have promaoted 1o USA, Canada, Banelux and Cermany. all wha have
a strong dermand for new sustainable products and experiencas that give peopls Lo opportunity to escape
for the larger cities in favour of experiential. rural activities.

Impact:

This have diven us a braader offer for our custamers thanks to a wide range of inhovative experiential activity which
ware mot previously connected with in Kent. The quality irmagery and audio-visual rmaterial mads gyailable to us
has made it quicker for cur travel experts to turn arcund these quality itineraries and get them out to our netwoerk
in time for the 2023 and 2024 seasons.

our Tips:

» e redlly recommend that businesses and attractions work clasely with their lozal DMOs who have the
sxpertise and knowladge that can help travel trade companies like aurs with recommendations, intraductions
and content thatl is s important in developing new oul of season products rapidly:

* When creating a new experience think of the travel trade from the get-go and think of how you might work
with the travel trade and understand what you can do to facilitate easy contracting and less hassle for
operatars

« We recommend thal the travel lrads industsy look beyvond business as usual o the apporlunity Lo partner
innovative projects that are financing new expariences to get them ready for market in the months ahead,
Projects like the INTERRES EXPERIENCE hawve allowed us as trade operators to access new, innovative
sxperienceas that are market ready,

FrencH

Travel
PARTNERS
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WPT4 CASE STUDY

MAKING THE TRANSITION TO EXPERIENTIAL MARKETING 1IM DAWSON, VISIT KENT

What we do:

My name s Jim Dawson, | am the Head of Crealive Digital and Markeling for Visit Kent. In 2021 and 2022,
wie paEgan to shift our contant and PR strategies towards a more audience-led. targeted spproach. Thanks
to the INTERREC EXPERIEMNCE project, we benefitted from rescarch that led to the creation of four
audience profiles. Qur research team was able ta map out their demagraphics, interests and kay decision-
making poinks. As a markeling leam, we have usad Lhis research to stesr our content strateny, craating
Righly targeted feature content which we have been able to promote to sach of the four key audiences
through a pregramme af digital campaign activity, In essence this shift in strategy has allawed us to place
the right content in front of the rig bt peaple at the right time.

How we do it:

[he way we did this invohed careful planning at the start of each guarter. Our marketing, research and
partnerships teams worked togethear to map out key themss far each quartar, be it seasonal highlights ar kay
national and international svents. We then looked at our four audience groups and planned out the type of
content they waould actively use during the upcoming gquarter. Fram thera. our team ressarched, wrote and
promoted a series of editorigl style content, keeping the relevant audience in mind at all times, and ensuring the
coptent was promatad at the best time and on the best channel o captura interast and endade new visitars, [n
addition toimproving the relevance of the content we create, INTERREC EXPERIEMNCE has also enabled us toworl
with a number of influencars on secial media. Fuslled by the research we have regarding our key audiences, our PR
tearn identified third party influencers, whose platforms engaged each of the target audiznces. From there we
created itinararies using all of the new visual content gathetad from the new Experiences acrass Kent kesping in
mind that audienze’s interests. The influencers then created content in our destination. sharing it with their
audience,

Impact:

The impact of the influencer trips we have been able to host has been hugea. In the last twe years alone we have
hosted 25 influencer trips. allowing us to showease our destination to new gudiencas in an engaging way, using the
influcncer’s own voice and impressions to create a new and authentic picture of cur destination. The shift incur
content stratedy nas also been hugely impactful. Qur feature content 15 now the most viewed area af Lhe Visit Kenl
wehsite, with cur audiance-led features helping to generate an average dwell time of around two and a half
minutes. Thess numbers indicate that consumers are not only landing on our content. but they are genuinesly
interested in it, and this is because the content has been targeted to their needs and wants at a particular time.
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Cur Tips:

¢ Understand vour audience - develop a picture of who they are and what interests therm

= Llsgyourresearch and anahtics 1o understand when they are sesking out cartain content - Lhare is no Eoint
producing a feature about school holiday breaks a week before they begin if familics arc beoking their breaks
o manths in advance:

s Build relationzhips with influencers. The more youw waork with them. the maore they will suppart vou. We have
found that some of aur lengest relatienships with influencears have produced additional banus content;

+ Plan your content inadvance The more yeu plan the content you want to produce for your channels, the casicr
itwill be to produce high quality content, Flanning will alzo allaw you moera time ta reaact 1o any [ast-minuta
content cpportunities:

= Cietyourwider team involeed, This means working with those outaide of yvour markeling team, particularly
those who have regular contact with your key stakeholders. This will ensure that what you are delivering will
Lenefit and provids value to thase you are trying to serve;

* Be prepared for some trial and error. Not evervthing vou plan out will work, but it's important to try new things
and learn friom yollr data and analylics,
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EVALUATING & IMPROVING

2]

SUSTAINABILITY WITHIN NEW OFF-
SEASON TOURISM OFFER (WPT5)

kent's approach (o recording and evaluating sustainalility within the new ol season tourismm offer was
to eansure that any research conducted during the project must be able to be replicated once the
project ends, thiz is to avoid collecting data which has no leng term value or benchmarking gualities.
Visit Kent already use the Cambridge Medel every other year. Due to the impacts ef Covid it was agreed
ta increase this to vearly to monitar the impacts of Covid on the visitor ecanamy. Providing Kent with
accurate data to lobby government for furthar support |

The residents survey was something which has been used on an ad-hoc basis previously, however Visit
kant have now committed o repeataing this on a yvearly basis

WPTS ACTIVITIES SUMMARY

o Carnbridoge Mode| reports - 3
« Reosident research waves - &
» Suztainable tourism action plan

WPTS OUTPUTS

Econemic Performance (T5.2.1)

Kent commissioned an external contractor to moenitor the economic perfermance of tourism in Kent during the

coUurse of the project. This allowed us ta manitor progress and recoveny during and post Covid lockd awn pariods,

This will also allow us to monitor imgeact after the closure of the project. In 2019 total numlser of visitars [day trig
and overnighl stays) Lo Kenl was 665 million, This lell due 1o the pandemic but numibers had started 1o recover
with 333 million visitors during 2021, 2022 and 2023 figures are not vet availabie.

For the Kent Down AOKEB (PP2) arca in 2019 there were 9 million visitors. The numiber of visitors to the Kent
Ciowns had recoverad (0 8.6 million in 2021 which shows Lhat tourism is recovering faster than in the counly as a
whole. This. of courze. cannot be wholly contributed to the EXPERIENCE project but as the largest tourism
project in Europe we can allocate some of the trends and recovery o EXPERIEMCE activity.

In 2019 British residents tock 99.7 million overnight trips in England (down from 1008 million overmight trips in 2017
totalling 290 million nights away frem home (dovwn from 299 millicn nights in 2017 Expenditure reached £19.40
billion {up from £19.05 billien in 2017). The spend er trip was

£194.58 and with an averadge trip lenglh of stay of2 . 9 nights, the averadge spend pear night was £646 59

The South East region experienced a 3 decrease in overnight trips between 2017 and 2019 bednights were down
2% on 2017 and eXxpenditurs was unchandged since 2017 The redion received slightly less visitars in 2019 than in 20017
but visitors spent slightly more pernight than in 2007, The average spend per trip was £1681.37 and with an average
lemgth of stay of 2 66 nighls, the average spend per night was 60 56, The GB Tourism Surey dala is a key deiver for
the Cambridge model. However. it is not specifically designed to produce highly accurate resulits at sub regional
vl In arder to improve the accuracy of results we have applied a 3 vear ralling average o this data 1o help
srnooth out short term market fluctuations and highlight lenger term trends. As such. county and district lewvel
rasuUlls relating to 2019 are an average of 2017, 2018 and 2019 The domestic loursmm results Tor Kenl used in Lhis
maodel combine a mixture of supply and dermand data. We do this because extracting county level data from
national sunveys can lead Lo inaccurate resulls due (o low samipple sizes. COur results shaw a 190 decrease in the
violurne of trips between 2017 and 2013, Nights were down by 2% and expenditure was also down by 1946,

In terms of visits from overseas, the International Passengear Survey [|PS] data is a key driver for the Cambricge
maodel Howsaver, as with the GBTS, it is not specifically designed Lo produce highly accurate rasults at sub regional
lewval, In arder to imprave the accuracy of results we have applied a 3 year rolling average to this data to highlight
lerger term trends. whilst helping srmooth out short terrm market fluctuations and reducing the irmpact of any
methadological changes affecting the survey, Az such, caunty and district level results relating to 2019 are an
averace of 2017, 2018 and 2019 results. AL national level, the nurmber of visits in 2019 was 361 million 133m in 2017
The number of visitor nights spentin England in 20019 was 2524 million (2457 millicn in 20017] with the average
nurnber of nights per visit standing at 7.99 i 2019 (from 745 in 2017 Expenditurs in 2019 was £24 .73 Billion, slighthy
balow the £24.24 Rillion achiaved in 2017 Overseas trips to the South England region wera down by 136 comparad
to 2017 at 5.4 million overnight trips. The total number of nights was 368 million, down slightly frerm the 37.4 million
nights in 20017, Expenditure in 20019 was £2.58 billicn, up 1% from £2.32 billion in 2017, Kent experienced a 3%
increase in the volurmes of trips between 2017 and 2019, Nights were down by 36 and expenditure was also down by
g% Tne Intarnaticnal Passenger Survey s conducted by the Office for Mational Statistics and is based on face (o
face interviews with a sample of passengers travelling via the principal airpaorts, s2a routes and the Channel Tunnel,
togethar with visitars crossing the land border inte Mortharn freland. The number of interviews conductad in
England irn 20719 was 25147,



WPTS OUTPUTSE CONT,..

Kent - 2019 Resulis

Economic Impact of Tourism = Headline Figures

Includes mamtenanos Spencing
o second homes, bosts, statc
vans and household spending
Imked 10 VEH, |

assaclated spend
£328,054,200

Adjuztments made to avoic doub =
wounrlingg (.3 aperndin g wvn pelal and

InCiudes purchase of supplies and
sanares |imdirert ) snd spending
of wages by emaloysas whesa
jobs are supporicd by visitor
spending (wduced).

i

| otal lounsm Value
£4,148 318,200

ke it astimated that & %6 actuad jekcare
supportad by Bl saaker, raising the sotal
arrploymant nthat sras tc 10,815, or
16% of all =mployme=nt in Cartford,

Kant - 2020 Rasults

catenng at sttraction: or acCommod3ation,
nr travel spend taking at tha arigin Af the

Economic Impact of Tourism — Headline Figurss

Inchides mmaa-nces}emﬂre
ot senemal homes budls, siatic
ware and howsehold 2pemding
linked to WFF. |

Associgted spend

107,529,000

Adpstments mada te Iunic dowhis-
SOLNTNE (4§ spending on retal ang
oataning ot attrctons or sccommaodation,
ar trevel pend taking 2t the erizin of the
Ui

Fre mpd s pum Clrese ol sappplies s
serscas (Imdirect] and cperomg
of wagas by amp oyess whose
jobs ara supportad by visitar
_apending (induced..

Tolal Touwr i.:.:rl Walue
F1,616,140,000

=i estmeted tnak 1215 acual ohs are
suppored by Bluswater, rasmrg tha tosal
amployment n that area tc 5,185, or 10%
af all emplowment in Dersfore.
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WPT5 OUTPUTS CONT,..

Economic Impact of Tourism = Headline Figures Kent - 2021 Results

Fromomie Inpact of Toorism — Year an year romnmparisnns COMparison m(*
Day Trips 2021 2020 2017 2021+ 2020  2021w2019
Day trips Volume 4% 270,000 31,189,000 f1,660,000 55% -22%
Day trips Value £1A51 530000 £881,351,000 £2 24,146,000 6% -35%,
Quztnight Liips Inrindas malnTenan = pending
Mumber of trips 3,212 200 2,163,000 4, 862,000 405 -3% on second homes, bosts, stetic
number of nizhts 10,690,600 7,173,000 17,156,000 s2% -37% s i
Trip wahse £567.175,000 £355267,000  £390,379,000 BO% A7 |

Associated spend
Total Valuz £2.580,025000 £1615,140,000 £4,148,318,200 60% -38% £166.745,000 it Sal e
Arfual iohs 58,7 50,020 R1,458 18% -JR%
2021 2020 2019 2021v2020 @ 2021v3013 AM.USTENS Made 16 3vald coudle-

A length st ights ip) g : : - 3- ﬂl'B';ﬁ - Includes purchase of supplics zrd wouTinz {e.2: spending on: retall an

croge. - ay Fnlﬂ o l'ﬂl]- 339 232 3.53 21% = 2L ;:ldire:tf ST *"::n:ﬁn' CEREMNE AT A rACTinns of SCeommadarion,
Sperdd x overnight trip £17657 E1R4 75 f 154 of FoEe -2.5% MR T, Iﬁﬁﬂ'ﬂf} .'ﬁ |:|1' Lrereel spend Laking ot e srigin ol the
spend x night £52 N8 £44 33 £57 47 5 29 0.7% jelbt v Skipipacasal ke visHioK e f we
Spend x day trip £30.07 F78.35 F36.48 E.1% -17.6% spancing [mducad) et

Total Tourlsm value

It . : : : ; £2.580,025,000
VISt Kent's latest Econcemic Impact Moadel for 2021 shows promising signs of early recovery for Kent's : :

tourism industry with the value of Kent's visttor cconomy increasing to £2.6 killion, a 60% increase from
2020 and 515 million combxined day and avernight trips undertaken in the counly in 2021, compared Lo
324 millon in 2020,

it estrmared then 2266 actual jobs ere
supported by Buewater, rammng the 1otal
employment in that arez bo € 018, or 103
of all employmen: in Dantford.

The nurmber of tourisrn jobs across the Garden of England also increascd by 183 on 2020 data to 58,791
Jobs, acoounting Tar 8% of Lotal emplayment in Kenl last vear. despite the Covernmenl furlough scheme
ending in Septermber 2021

These latest figures provide the first look at the rebuild and recovery of Kent's tourism and hospitality
seclar during 2021, Using Lhe industry respecled Cambridge Econamic Impact Maodsl, [he study measured

the volurme and value of tourizm within the county in 2021, and the effect of visits and visitor expenditure While the tourism and hospitality picture remained challenging throughout the region in 2021, these [atest
an the [acal economy threudghout this tumultuous period. Endgland entered its third national lockdown on findings do show that the county's visitor economy paerformed above the national average across several
&th January 2021 and began the 4 Step readmap for litting leckdowen restrictions, which only formally areas. The overall results show that Kent benefitted from extremely high levels of domestic overnight
ended in July 2021, The Governmenl then also announced the Plan B measures in December 2021 tourism spending. When compared to the natichal grewth of 643, Kent's domestic avernight teurism
following the rise of the Crmicron variant. spend increased by anincredible 975 on 2020, generating £47Y million in 2021

When looking specitfically at trip purpoze. the proportion of those travelling to visit friends and relatives
WFRE1in the Gardean of Endgland during 2021 accountad for 26%: of all domestic n:werr'night trir.:nﬁ. and @33 of
all international overnight trips. This demonstrates the incredible influence that ongoing support froem
Kent's residents had on local businesses during a hugely difficult yvear, Our residents remain our greatest
ambassadors - welcoming friends and family to experence our beautiful county first-hand.



WPTS OUTPUTS CONT,..

Environmental performance (T5.2.2)

As part of the perception ressarch in 2021 Visit Kent included 5 environmental indicator guestions as part of its
T5.22 envirahmental monitoring Visit Kent created a spreadshaat to track data gatherad on the carbon
footprint monitaring factors. and followed up with the Znd survey in 02722 using the sarme indicator gquestions to
continue to Monitar behaviour and trends.

In terms of tourism's impact on the natural envirenment. wave 2 showed a sharp increase inthose respondents
whio agreed that taurism s harmful to natural places and has seen fluctuations, This respanse fell inwaves 3 and
4 and was followed by a slight increaze in summer 2022, However, locking at wave @, this saw a decrease of -11%%,
with 483 in agresment, When looking at the previous &£ waves, results may indicate that respondents ars mora
concerned by the negative impacts of tourism in summer durning the periods of increased visitation. Howewver,
results overall do demaonstrate that residents do feel that tourisim can ke harmful to the environment, and
therefore support an increasad focus on sustainable and nature-positive initiatives in the off season.

Whean locking at taurism's akility to protect and enhance the natural envirenment, results from across all six
waves have been fairly consistent, with around 30% of residents agreeing to some extent that tourism can help
(o enhance natural areas. Mavind forward. 10 will e vital that tourism organisaticns cantinue ta work: 1o inves]
and engage in sustainable projects and circular economy initiatives.

A A ot il = s R | NS Ere el R
mIN 2TiNances [

atural environment - Agreement
WAVE 3 WAVE L

WAVLC 1 WVANE 2 WaVE 4 '
el 519 l’ 459 l' 49%, J9%,

When asked for further information across each of the waves, the following themes emerged.

0%

» TaUurism can generate Incame which can then be reinvesled into initiatives and projects (o protect and
coenserve the natural environment, enhance wildlife habitats and build green infrastructures.

= Ravane neads to be manaded effectively and is vital to the future sustainakility of our dastinations,

* Teurism and increased footfall can cause significant pollution, such as littering and excessive traffic so needs
Lo e managed in certain areas Lo minimise damade causad by visitors,

+ Teourisim can be a catalyst for varicus funding and grant opportunities. which can be used to help protect the
Ratural enviranment, 1T s also essantial that deastinations and busineszes adopt sustainable tourism palicies
and educate visitors to respect and protect the environment when visiting.

Building upon the ressarch conducted through INTERREG EXPERIENCE. Visit Kent has developed a sustainable
tourism action olan that has supDarted & range of business and consumer recommendations aimed at reducing
enviranmental impact and carbon emissions {impact heroes - highlight and feature sustainakle kiz activity). The
action planis measurable in terms of outcomes and ressarch and KPls have been identified in order to track
progress and provide a legacy to the EXPERIENCE project.
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Key findings on the environment from the Kent Residents survey:

5
.“"E-l'

Throughout 2ach wave, findings show that respondents are likely to agree that tourismm is harmful to the
natural envirenment, with this being highear in the summer seasan, due in part to increasaed visitation In
contrast. results also show that on average 50 of respondents agree to some level that tourism can also be a
catalyst for presemning and protecting the environment

Cwverall this shows that rezidents do acknowledge tourizm's ability to reinvest revenue and efforts back into
the environment. and that tourism can be a mechanism for funding and grant opportunities, to facilitate
conservation projects and initiatives. However, responses highlighted that revenue nesds to be effectively
managad and that foctfall needs 1o bhe minimized in cartain ‘*hot spot’ areas (o maintain vital natural and
herntage aszets.

Maowing forward. these findings demonstrate the importance of sustainakle activity at both a destination and
local level, alongside the need to focus on visitor dispersal and nature positive initiatives. This activity shoula
continue to focus an shifting visitor behaviour through effective consumear messaging to koth educate and
inspire visitors to make this behavioural change through marketing content and campaigns. This can also
include sharing examples of bast practices through business case studies. to bath Inspire ather businesses to
make similar changas, while alzo helping to shift visitars” and residents’ pereeptions around eforts to help
consenve and protect the anvironment

= ‘Mere-likeheto be conce socd ahost tanrem's harmad impacts fsothe envronmant-hotat the same Bm e ore. mare senica? mifishecs 2ochelp poseresand canance
L0 &N CnT
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WPTS OUTPUTS CONT .,

Social Perfermance (T5.2.3)

Kant conductedvt survays across the project period to assess the residents’ views on tourism in Kent. Kent
rmonitorad these results for any changes to perceptions. Early surveys showed 28% support for tourism in their
lzcal area and 673 agraad they like to mest visitars, This trend continued throughaout the project with latest
surveys showing 85 supporting taurism.

Online survey
The support of residents and local communities is fundameantal to successful tourism develapmeant and 1o Kent
continuity. and can have a considerakle impact secially, econormically and on general wellbeing Therefare, by Residents
rchitoring these impacts over a series of surveys acrass the lifetime of the project. any changes to perceived
impacts can ke tracked and any trends can be identified Furthermore, by assessing impact: and perceptions over

the peak sumimer and winter season any parallels and contrasts can ke draven, allowing findings to ke aligned 1o E
help support and inform wider project activity.
Data collection method from residents: eqg. residents’ survey Winter/Summer), residents surveyed during
EXFERIEMNCE related events / resicdents using EXPERIENCE fundsd infrastructurs 12 minutes to
camplete
» Perceived impacts and Bensfits of winter taurism
o |mpact onwellbeing and emotional connection to local area
» Changes tovisitor foatfall and local engagement with attractions and facilities
v Resident working patterns and engagerment with facilitics
» Resident travel behaviour and percepticns of local ares for leisure
» Top positive and negative impacts of tourism and overall support
Data was collectad thraudgh an anline survey aimed at Kenl residents via Visil Kenl's and partners’ resident
datakases and shared via promcted post on social channels. The survey was alse incentivised and gave 1,180
respondaents an opportunity 1o be entared intg a prize draw, The sunsey was targeted at thaose who [ve within Respondents
the county and required respondents be 18 years or over to participate. Respondents’ participation in the survey
wias also valuntary and they were abile Lo discaontinue the survey al any point. All data collected was Kepl strictly ﬁ

anonyrmous and confidential. D D

The survey itsellwas scriptaed and hosted by the University of Surrey. who are alzo partnars in the project and
following data collaction, data was shared with Visit Kent to be analysed for the purpase of this repart, Priar to
aralysis, any partial responses up to an agreed point in the survey wers removed for consistency and accuracy
purposas, which resulted ina total sample size of 1120 respondents, a sample 5i7e that is cansistent with
previous waves. Furthermore, Lhis provides a robust and comparative sample size, Please nole, as not all
questions in the survey were mandatory, sample sizes for certain questions may diffar,




WPTS OUTPUTSE CONT,..

Given the unprecedentad impact of SCVID-12, a number of previous waves aimed to maonitar the implications of the pandemic. To achieve this, waves 1-% segmented questions into a pre and past COVID context, howewver, as
the sector emearged from the pandemis, subsequent waves wers adapted to bring gquesticns inta the present context.

Canseguently, when comparing Mndings wilh previous waves, it is e imperalive Lhal these are understood and inlerpreled wilhin the contexl of Lhelr own Lime. Howsevar each individual repaort ensuras Mndings are presenled
in the context of the circumstances at the time of data collection. The timeline presented kelow highlights survey pericds an thase that were impacted by COVID-19 restrictions.

COVID-12 Restricdons Timeline
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Kent Residents Research - Wave 6

This report is based on findings
from the sixth wave of the
Residents Research, which

aimed to gather valuable
insights into the perceptions of
Kent residents on the impacts
of seasonal tourism.

686

Kent
Residents

LI

Online
Survey

| |

712%

Consider their local
area to he a tourist
destinatian

F S

KEY FINDINGS
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Agreed that tourism can
cause damage to the
natural environment

48%

summer
Transport %
- 20% decrease in In winter 2022

agreement that local

transport services are
Improving vs. wave 5

i

55% took a day trip in Kent
15% took an overnight trip in Kent

53% will take more day trips & 14%
more overnight stays Kent in 2022/23

49% had friends and relatives to stay in
the last 6 months

“ When working from home...

!J 49% use more local cafes and shops

A

73% access more outdoor green
spaces

Perceived Main Attraction

I o

Of residents
agreed with the
statement 'l live
in a beautiful
area’

Of residents agreed
having visitors around
helps them feel more
strongly connected to
their local area



WPTS OUTPUTSE CONT,..

Data
Collection

01 02

R . S

summer 2020 Winter 20/27
Wawe 1 of the sursey was sent Wave 2.of the survey was sert
out to ®ent residents in auturmn 10 local residents in February
Z02C, to zain an insight intc 2021, arourd the perceived
perreptions af sumimer ST impact af winter foursm

touriern on local comradanites.,

Summer 2021

Wave 3 of the su~ey was sent
out to resicents in Septamiber
2021, around the perceived
impact of summer SoLr sm

Winter 21/22

Wave 4 of the sunsay was sent
o residents in March 2022,
arcend the perceread impact

Of wilntar tourism

05
:> Wave 5 -

Summer 2022

Vfave 5 of the survey was sent
oul to Kenk residents in
sepember 2122, 10 gain an
insight into pa-ceptions of
summer 2022 tourism on local
Cormimmities.
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Wave b.of INe SUrVeY Wes sent
out 1o Kent residents m [Bauany
2023, to gain an insignt irto
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WPTS OUTPUTSE CONT,..

Sample & demographics

= Findings show that similar to previous waves, the majority of respondents were famale and those aged 35-84 years,

* Respondents most cornmonly stated they live in a town {(52%), with 45% having lived in their area for over 25 years. The largest proportion were
retired [374%:). closely followed by 35%: employed full-time.

+« Owverall. demographics mirror the previous wave, however there was a decrease in the proportion of male respondents vs. wave 5 {-15%0), alongside

a -12% decrease in those aged 18-34 years,

Gender (%)
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Town Vill
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WPTS OUTPUTS CONT,..

Impact of Winter Tourism

The survey was broken down into various sections, the first of which loocked at the

perceived impact and potential benefits of winter tourism Firstly, residents were

presented with a list of statements about the impact of tourism on their local area,

and were asked to indicate how much they agreed or disagreed with each

statement

o S - e T TR B Posty| Py S 1 s Folis it |
Responaents wore infchmea ot their incal ared s defined as the

% 2 £ i 5= - - i . i - = L]
cilyrlowndvillaoe thal Lhey ive In, ralhier Lhon dheir Dornie/place of resivdence, The

survey olzo delined ony relerences Lo Toorsm' o poeople on doy Lrics and Thoss

coming from further owiay for a few days or mare

As with previous waves, responses have been combined for ease of presentation and

interpretation, for example, we did this for those that selected "strongly agree’,

agree. and "somewhat agree’ to present an overall level of agreement. However, a
full list of questions and percentages for each wave was included in the appendices,

which can be found at the end of the full Kent Residents Survey Wave 6 report.

:-.f“"

L =]

I

Tourism reduces my abilily lo access

ocal services and ¥

=

N F
i

COverall, respondents were mare likely to agree that tourism reduces their ability to access local
services in summer, as opposed to winter. This demonstrates that due to potential overcrowding
in the peak season, some residents may feel this inhibits their ability to as easily access local
amenities. This sentiment also supports the need to disperse visitors to other areas in the county
during busier periods, but also shows justification for patential resident initiatives, such as priority
entry. discounted tickets and local campaigns such as the Kent BigWeekend.

N support of this, respondents were more likely to agree there are too many visitors in their local
area in summer as cpposed to winter. Howewver, as illustrated in the diagram, this does not
represent the majority of residents and therefore for many they do not neqgatively perceive
visitors' presence.

In terms of prices for local services and amenities, agreement that tourism increases these was
higher in summer cverall, with a sharper increase in agreement seen in wave 5 Overall, around
50% or more of residents agreed with this, which may be a result of concerns related to the cost
of living crisis. Therefore, it will be important to continue to incorporate free things to do and
cost-effective trip options in marketing content to the hyper-local market and explore and share
discounted entry options to attractions.
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WPTS OUTPUTSE CONT,..

» Sincewave 1, there has been a steady increase in agreement that local transport services are improving. however in wave & this saw a
sharper decline. Although this sentiment may show acknowledgement of initiatives to improve transport locally, this still only represents a
small proportion of residents and may reflect ongoing strike action and increases in prices. Furthermore, these results demonstrate the
need to cantinue to improve perceptions around transport locally, by continuing to work closely with transport providers and provide and
promote cost-effective ticketing,

* Perceptions around local infrastructure has seen significant improvement, particularly following wave 5. These results demonstrate that
residents strongly acknowledge that tourism can be a mechanism for improving facilities. This demonstrates the need to continue to
maintain this and ensure that funding continuas to be reinvested into improving facilitias,

+ Perceptions around tourism’s ability to increase employment and improve the economy has been consistently positive throughout each
wave, and are seen as key benefits of tourism activity. However. agreement in relation to job creation did see a dip in wave 2. but this is likely
a result of the pandemic, with many businesses being forced to close and people on furlough, but since then this has seen iImprovemeant
and dermonstrates recavery of the sector,
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WPTS OUTPUTSE CONT,..

Overall Support of Tourism

= Results show that 879 of residents agreed that they support winter tourisrm in theair local area. a sentirmeant that
nas been consistent across cach wave regardless of scascn,

= Findings show that a significant proportion of residents (63%:), agreed Lhal working in the tourism and hospitality
industry is an attractive career, with a strong level of agreement across each wave this was asked.

* This shows that overal | warking in the tourismm industoy is seen positively among residents, and that activity shoula
ook to centinue championing working in the sector and providing guality long-term jobs for local communities.

= Inwave G, 8329 of respondents stated thal the averall impact of tourisrm on Kenl is positive. with a steady level of
agreement seen acrass all 5ix waves.

Do wau think that working in
the tourism/hosoitaling indostiry
15 an attractive carcer’?

Orverall impact of tournsm on Kent?

Fositive Negative Don"t Know/Neutral
16 S @

82% 3% 16%

Resident suoport or tourism in their local
dlred

Strongiy Disagras I EI%

Jisagroa
H"~L' |._.-'-|'|"th I ELEY R

Moitncr Agroo Nor Disogroo

R

Agrap

—ﬁ%ﬁ%
1

Respondents were asked to spacify the top three positive and negative impacts of tourism an their local arga. The word
clouds below illustrate the most frequently mentioned words from wave 6. indicated by the size of the woards displayed.

s Across each wave similar themes emerged, with the main positive benafits centred around the economic benefits

tourism can bring to the county, alongsice employment opportunities and inward investment opportunities. Other
benefits incluced tourism hslping to improve facilities and increase dermana for attractions. in addition to helping keep
residents' local area vikrant,

However. in terms of negative impacts the most common issues mentioned included issues around traffic and
cangestion, alongside tourism's negative impact on the natural envircnment and lecal wildlife, including litter and
pollution. Other concarns included lack of parking availlakility, overcrovwding and high costs and howse prices.

Overall Support

Results have consistently shown that residents have expressed a strong level of support for tourism in their local area.

with the majority alse agreeing that working in the tourizsm and hospitality industry 12 seen as an attractive caraear
Furtherrmaore, the latter alzo shows that activity should continue to charmpion working in the sector and to strive to provide
uality long term jobs for local communities in bath the peak and off season
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WPT5 CASE STUDY

EXPERIENCE DEVELOPMENT PROGRAMME SME: HIKE SOUTH EAST

What we do:

My name 15 John Bradshaw, and my business is called Hike South East | am an sxperienced and gualified
hiking guide and | lead walks through areas of outstanding natural beauty in Kent. Surrey and Sussex. | am
a specialist in tailer-made hikes for individuals, groups. corporates and charity events. With stunning
scenery guaranteed, | tell my walkars ahout the famaous people that once lived hare such as Winston
Churchill ar lan Flaming, author of the James Bond novels, and tall my fellow walkers albout Lhe histary,
landscape, geclogy and wildlite of the area.

How we do it:

My business benefits frem Kent's proximity to the southeast of Lendon, and from the white cliffs of Dover
winich is only 20 miles fram France, Kent is known as the ‘Garden of Englandg and is famaous for its
chistinctive oast housas, [T containg the Kent Downs Area af Quistanding Natural Beauty, which includeas
the Morth Dowens, g ridge of challe kills running from the west to the aast of the county an ideal location for
walking and hiking. | offer a range of walks throughout the year in Kent. Sussex and Surrey that can be
booked directly threugh my website

Impact:

In 2020, | applied to be part of the Expearience Development Proagramme run by Visit Kent, Upon being
accepled anla Lhe pragramme, | benafiled [ram a saries of weabinars, peer review sessicns and 1 2-1
conzultations aimed at heloing businesses, Thanks to the 1-2-1 consultations. | have changed what | am
daing. | have been akle to doukle my charges which has had an important impact on my business. | also
now include homemade food based upon local Kent and Sussay recipes which has been very popular with
visitors, One of the main chjectives of the INTERREG EXPERIEMCE project has been to extend the seasons
throughout which the business could continue to cperate especially into the winter. As 3 result of the
Pregramme, | have now increased the number of hikes that | have done inte November, December and
March espaecially, Following the advice, | have alsg reduced the length af the hikes that | do which has
been impartant in attracting more peaple a them who have notl been aul into the wilds before. The
Experience project has given me the opportunity not only to work with other businesses thanks to the
netwarking opportunities but also Visit Kent have now been akle te link me in with potential partners near
hare such as Gravesham Boraudh Council with & view to affering more lecal hikes in Narth Weast Kent,

35

| have alzo been putin contact thanks to the INTERREC EXPERIENCE project with tour operators TU and
Inlarcruises in connaclion with the cruise ships coming into Dover, With TUIL through their sulbsidiany Inlercruises,
they offer a variety of excursions for German cruise ships coming into Dover three times a year. In Septembar 2022,
| had & fantastic day out exploring the White Cliffs of Dowver with 12 Sarman cruise ship passenagers who | picked up
and tock for a hike and talked about iconic authors such as lan Fleming wheo wrote the novel Moonraker in St
Margaral's Bay near Dover in Kenl,

Qur Tips:

It has bean really important for me o engages with Visit Kent and the Kent Downs AONE as they can give you so
much advice and contacts that can be significant to my business, Netwaorking with ather business has helped me
LD Mmaxke hew conltacls

Watch the interview
here
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