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The context and opportunity

The holiday landscape continues to offer Visit
Guernsey a unique opportunity. With
consumers still looking for outdoor and family
reconnection, we can offer that reconnection
much closer to home.

Whilst holidaying locally has increased due to
COVID, we need to work harder as consumers
rebuild their confidence, and increase their
travel list again.

Figure 9. Difference in short break/holiday choices in the next 6 months to pi

m More likely to choose UK than overseas

= More likely to choose overseas than UK

ic, P August 2022, UK

Broadly the same as pre-pandemic = Don't know/It depends on the situation

TOP 5 reasons for UK preference
1. UK holidays are easier to plan (67%)
2. To avoid long queues at airports/cancelled flights (50%)
3. UK holidays are cheaper (49%)
4. Shorter / quicker travel (44%)
5. To avoid long queues at ports/ Channel crossing (39%)

TOP 5 reasons for Overseas preference
1. Better weather (40%)
2. | want to visit new places (34%)
3. I'm prioritising overseas trips after missing out during the
pandemic (29%)
4. Overseas holidays are cheaper (25%)
5. | want to explore other cultures (23%)

Figure 26. Motivations for UK holidays and short breaks in August to
September 2022, Percentage, August 2022, UK, Full list

Family time or time with my partner I 50
To get away from it all and have arest [ 22
To connect with nature / be outdoors I 22

Figure 27. Motivations for UK holidays and short breaks in October —
December 2022, Percentage, August 2022, UK, Full list

To get away from it all and have a rest I 44
Family time or time with my partner IEEEEEEEENNNN— 42
To travel somewhere new [N 20

Data from VisitBritain.com



Overarching strategy

Strategy

Building and learning on the success of 2022. The general tone is to continue using
authenticity and highlight the variety of things to do for a more youthful audience.

Creative approach

Push against old fashioned perceptions to present Guernsey as a place where unique
memories are formed - showcasing unique settings, locations and people. Using
authenticity to make a connection.

Our media strategy

Help consumers reevaluate what they know about Guernsey with more stand out
media placement. Using new formats and channels to attract new audiences.

The media strategy continues with digital as it is cost effective. We will add in digital TV
and increase Out of Home promotion.

We will build on regional activity by working with carriers on existing routes where they
have capacity and potential for growth.




e Y Figure 24. Visitor party make-up for trips taken from August to
Ore au le n (_,e S September 2022, Percentage, July and August 2022, UK
m July/August 2022 data  OJuly/August 2021 data
Data from VisitBritain.com - Aug 2022

VisitBritain data tells us that majority of trips are being taken by couples and
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then family / multi-gen who are looking for time together.
30 33
Figure 26. Motivations for UK holidays and short breaks in August to Figure 28. Activities for UK holidays and short breaks, in August 18 21
September 2022, Percentage, August 2022, UK, Full list to September 2022, Percentage, August 2022, UK, Full list 1 16 10 9
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Trying local food and drink G 40 h -_l =
Family time or time with my partner I 50 Walking, hiking IS 3O Partner  Child, ~ Other  Friends Pets Your Intendto  Other
To get away from it all and have a rest NN /2 Visit heritage sites N 30 g;?;gﬁ:gd rgfeg?nir; pa;r:lfs(m g;‘:]eel
To connect with nature / be outdoors I 22 a‘;‘;'fi,ff;‘" ag§:|yz)s+
Primary audience Secondary audience
Focusing on a more affluent audience, mainly 35- 65+ couples, who oer index Focusing on a multi-generational family audience - where
on location +6% South West, +4% South East +4% East of England spend is likely to be high across larger group bookings
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Source: (YouGov 2022, (Income) Higher Income: higher than 200% of the median &amp; Medium Income:
medium than 200% of the median, (Generation) Baby Boomer (Age &mp; Gender) Male 60+, Female

60+ vs. Nat Rep). (YouGov 2022, (Age) 35-45, Higher Income: higher than 200% of the median &amp; Medium
Income: medium than 200% of the median, (Martial Status) Civil Partnership, Married,

(Parent/Guardian) Neither are a parent or guardian vs. Nat Rep)



Working with ambassadors to capture #ThatlslandFeeling

The ISLANDS of

Get insider travel tips from the locals who know. GUERNSEY

Meet the locals who want to show you their Guernsey, so that
you can have a truly authentic experience on your next visit to
our Islands. From keen outdoor and wild swimming , )

enthusiasts to real local foodies and adventurers, get all of the A;:us »

local recommendations here: visitguernsey.com/ambassadors Meet Our Ambassadors

Get insider travel tips from the locals who know.

Meet the locals who want to show you their Guernsey, so that you can have a
truly authentic experience on your next visit to our Islands. From keen outdoor
and wild swimming enthusiasts to real local foodies and adventurers, get all of
the local recommendations here.
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https://www.visitguernsey.com/ambassadors

The campaign approach

Break away this year

An all year flexible approach that allows us to show a variety of scenes and locations, capturing quirk and authenticity to truly deliver
#ThatlslandFeeling

The campaign will feature 5 key scenarios that will be added to as the campaign evolves.

Victor Hugo's
HOl ey




2023 Marketing delivery - building on areas that have worked for us in 2022

Larger format and Large scale digital OOH - London and Regional (proximity to departure points) inc  Hyper targeted digital TVC delivery with Sky - focusing on
supermarket OOH SW regions around departure points

disruptive media has been
proven to be effective,
working alongside digital

activity. As tested this R
year. =
Regional digital delivery across platforms +25 mile Adding new lifestyle digital targeting -

Targeted print advertising and partnerships, achieving a

radius around departures focused around departure points balance between mainstream and specialist
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2023 Media Schedule

For 2023, we want to create 3 spikes across the year, January to help inspire
travel and give us share of voice amongst other holiday planning, to begin our
summer campaign, in April with continual support across the summer months,
plus an additional spike in September to boost shoulder month activity.

January February March April May June July August September October November  December
2 9162330 6 132027 6 132027 3 101724 1 8 152229 5 121926 3 10172431 7 142128 4 111825 2 9 162330 6 132027 4 1118 25

TV - Sky Adsmart w
Out of Home - UK
Out of Home - France
Print & Partnerships
Digital Display
YouTube
Facebook & Instagram
Paid Search
Pinterest

Spotify

Media 2023

Partner / Co-Funding
Seasonal Tactical




Campaign & comms plan
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Planning / summer campaign Summer BOOK NOW campaign
Shoulder continuation from 2022 Shoulder campaign

Island G
Fishing / Bird Fishing / Bird
Food
Festival



Invitation to Advertise 2023

Making the most of opportunities with VisitGuernsey with
new partnership packages - Free, Silver, Gold & Platinum

Ihe SLANDS
GUERNS'

How we are already
supporting you / Wk,

All trade partners are entitled to a bronze package, free of
charge, but there are opportunities to enhance marketing
opportunities, whatever the budget, which include:

Listings on visitguernsey.com

Special offer listings

Quarter page or full page ads in new brochures
Social media features

Special offers includers in consumer mailers
Featured listings on visitguernsey.com
Content partnerships



Europe activity

France

Continue with the visiting journalist programme in France.

Promotion of the Renoir exhibition will be a big highlight for french media.
Joint partnership activity with the carriers to promote the french routes.
New PR representation in France.

Promotion of Tour de La Ports de La Manche welcoming 650 visiting
yachtsmen, including supporting the organisation of a vin d’honneur at The
Crown Pier.

Germany

Continue with the visiting journalist programme in Germany.
Lobby Lubeck Air to programme Guernsey for 2023

Trade Roadshow to build on relationships

Considering attending ITB




PR

The visiting journalist programme will continue

Working on opportunities with brand partners
(Muddy Puddles)

Opportunity on the Island Games

Cultural Tourism focus with Renoir exhibition
and the Photography festival

Continue with niche audiences in Fishing &
Bird Watching

Trade

Partnership Marketing will continue

Reach out activity for new operators already in
progress

Looking into Online Travel Training for 2023

Working with Travel Weekly & Group Travel
Organiser

Consideration of “Destination Guernsey” tarde
workshop for 2023 - if interest on-island for
this

Cruise

Attendance at SeaTrade Global

Reach out to new & existing cruise
liners

First ever familiarisation trip
Membership of Cruise Britain
New video & photography

Continue to promote to cruise media



Product activity for 2023

e Event Groups funding - We have already provided funding to the GHA to support the “Taste Guernsey
Food Festival” from 15 to 30" April 2023.

e Marketing Sports Tourism - Island Games, Velo Club, Sports Commission, Visiting Yachtsmen

e Island Hopping - continue to promote our unique island hopping opportunity and visibility in
#thatislandfeeling

e  We will continue with joint marketing with tour operators and carriers. In addition to this we will be
putting a proposal together to present to the carriers to join us in marketing campaigns.

SEP 22






