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Five new and updated content features for partners for the domestic market, promoted via digital paid promo
Six new itineraries for the French market, promoted via digital paid promo
Domestic competition with 12,357 entries, and 242k impressions with a reach of 98,891 on the paid promotion
International competition with 355 entries, and 159k impressions with a reach of 67,378 on the paid
promotion
A digital campaign which began on the 9th August and that is still running, achieving so far:

o 1.23 million impressions

o 19,953 link clicks

o A reach of 494,000

o A link CTR of 1.63% - the average CTR for travel campaigns is 0.90%
International influencer trip with The French Wanderers, producing 24 Story screens averaging 2000 views
and 3 Reels which were viewed 46,326 times
A new suite of photography for Stagecoach
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KEY TRENDS FOR 2025
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Sustainable
Tourism

Culinary
Experiences

o

The
Switch
Off

Increasing awareness of the importance
of sustainability

Increasing appetite for sustainable and
eco-friendly options

Desire to sample local produce

Booking.com's research shows that half of
travellers planned their trips around
specific restaurants or dishes

Taking a break from daily life, embracing

relaxation to improve wellbeing and
mental health
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Pursuit of
value
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Rest &
Wellness
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Culture &
Coast

Consumers have become more cautious with
spending and are seeking value for money

Prioritising affordable luxury on a budget,
balancing financial constraints with the need
to prioritise experiences

Travellers are looking to rest and recharge,
for transformation and to connect with loved ones

With high-impact adventures and experiences to
maximise their time and financial investment

For travellers looking to escape the
crowds, natural landscapes and culture
are the top experiences that determine

their choice of destination




e Our expertise ensures a complete Kent message, one that showcases the
wide ranging offer. It is not just about the coast, history, food and drink or
countryside - we represent all of it, and visitors see that through our
campaigns

e Our campaigns bring together partners from across the tourism spectrum,
allowing them to access services which might not be available and/or
affordable individually, delivering a strong and varied ROI

e Qur activity is wide ranging and multi channel - encompassing targeted
paid digital promotion, editorially rich inspirational content and email
newsletters distributed to the Visit Kent consumer database, all delivered
to an engaged audience who trust our voice




We've had a successful two years of running /t’s in our Nature..., but felt that to avoid creative fatigue and bring
together new audiences we have refreshed the campaign messaging and focus.

Our broad campaign approach allows collaboration with a wide range of product - whether a castle, coastal district or
a food and drink provider. At the core of the deliverables, we will showcase that Kent has so much to offer. Our
creative can very much fit within any business or areas objectives, and this is demonstrated overleaf.

Our previous years’ campaigns were divided into European and Domestic packages. As they proved equally popular
with some partners wishing to target both, we have incorporated some international elements such as VisitBritain

collaboration and Out of Home, with the primary domestic activity so everyone can benefit via two comprehensive
packages.




CREATIVE EXAMPLES
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Our aims for the headline campaign of the year are consistently driven by the key trends we have seen, and what our
businesses and districts want to achieve for the year ahead and beyond. Our campaign aims for this year combine
those, as below.

e To continue to raise awareness of the county of Kent as a whole, inspiring an increase in consumer footfall,
length of stay and spend

e Tying in with the pursuit of value trend, we need to ensure that Kent is able to compete with other UK
destinations, and so in Kent will showcase a wide range of businesses and areas for any budget, all year round

o With our wide range of product, we want to show Kent as a destination where people can escape the crowds
and can take a break from the likes of work or city life, embracing culture to landscapes. Equally, we will weave
sustainable messaging throughout to showcase that Kent’s businesses are reducing their carbon footprint

e As we have seen, the desire to sample local produce and eat sustainably is strong, so we need to ensure that the
campaign portrays positive perceptions of our wide breadth of wine to seafood

e To present Kent's high-quality experiences as a great way to spend valuable time together and make memories
with family and friends




These four segments are our key
audiences. We will primarily use
these to guide our paid promotion
through to the content we write,
however we will be able to tailor
to your exact needs - whether you
want to reach a family who are
based in London, or an SCS
audience who are keen on
weekend breaks - we can make it
work for you.




PARTNER BUY-IN
PACKAGES




£3.250 + VAT

Dedicated content feature hosted on the campaign landing page and www.visitkent.co.uk

Inclusion in exclusive, targeted domestic summer competition including access to valuable GDPR-compliant opt-in data.
The competition will also have paid digital activity behind it for promotion

Dedicated section in consumer campaign newsletters, with a minimum of two inclusions

Enhanced exposure on the campaign landing page with links to your feature and imagery

Dedicated homepage banner (limited time) and on campaign landing page (for duration of campaign)

Promotion on Visit Kent social channels including a dedicated Instagram Story, which will permanently sit on the Visit
Kent Instagram 'Highlights' section




£5 549 + VAT

Dedicated content feature hosted on the campaign landing page and www.visitkent.co.uk
Paid promotion of dedicated feature content for two months to the audience of your choice
Inclusion in exclusive, targeted domestic summer competition including access to valuable
GDPR-compliant opt-in data. The competition will also have paid digital activity behind it
for promotion

Out of Home advertising in your choice of a mainline station such as Waterloo, or
international airport such as London Gatwick Airport for approx. two weeks

Dedicated section in consumer campaign newsletter, minimum two per partner

Inclusion on the in Kent campaign landing page

Dedicated homepage banner (limited time) and on campaign landing page (for duration of
campaign)

Enhanced promotion on Visit Kent social channels including dedicated Instagram story and
feature on Visit Kent Instagram 'Highlights' section

New for 2025
Out of Home!




Add additional bolt-ons to complement package activity - from additional content features on the website, to a day of on-site
photography or social media coverage.

Pick and mix your ‘bolt-ons’, with as few or as many as you wish! Please note, these prices do not include VAT.

Influencer trip with an influencer of Influencer trip with an influencer of
approximately 70,000 followers and approximately 23,500 followers and
good engagement good engagement (example -
(an example - @Dejashu) ‘ ‘ @TheNomadsYouKnow)

Instagram Reel created and ‘ ‘ Additional digital spend for
shared on our channels, royalty

free for you to use

your campaign

Additional feature on the VK
campaign landing page, to . .
direct digital campaign to station or airport

Inclusion and presentation in
international VisitBritain trade
newsletter (Market TBC)

| Additional OOH screens, such as
adding a further screen at a

‘ A day of photography ‘

Short form advert filmed and
edited to use with your digital
paid promotion




This is an opportunity for us to continue to measure more, build on our
data and continue to deliver the best campaigns for our wide array of
partners.

Throughout the campaign we’ll continuously monitor the data and
promotion we are doing, providing updates through partner meetings
and interim results, ensuring that we stay adaptive to the potential of
creative fatigue or changing trends.

As with all of our campaigns, all buy-in partners will receive individual
campaign activity reports upon completion of the campaign.

In addition to the direct return that you'll receive for taking part in the campaign, by supporting
Visit Kent, you'll also indirectly benefit from the overall growth and recovery of Kent's visitor
economy.




Get in touch with the team as
soon as possible to discuss how
you'd like to get involved.

Details on the next page.

Opportunities launched

Discussion meetings and 1tol
consultations available for
questions and consideration

Activity kick off meetings with
partners

Campaign activity delivered throughout
2025




WE THANK YOU FOR
YOUR CONTINUED
SUPPORT OF KENT'S
VISITOR ECONOMY

CONTACT OUR TEAM:

Jim Dawson
Head of Marketing
jim.dawson@visitkent.co.uk

Josh Carter
Marketing Campaigns Manager
josh.carter@gotoplaces.co.uk

Alanna Kite
Head of Partnerships
alanna.kite@visitkent.co.uk

Louisa Mungall
Senior Destination Manager
louisa.mungall@visitkent.co.uk




