
2022 Marketing Strategy Overview
Tourism Taskforce update



VisitBritain are working to 52% of 2019 
incoming visitor levels for 2022 (2022 Forecast)

Suggesting we are still indeed operating in a recovery 
market.
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A recovery market

Shorter booking cycles - VisitBritain research tells us that only 62% of 

those who were taking an overseas trip in June, had actually booked in 

May

The next report is due to be released on the 24th June 2022

Barriers to travel include:

● Cost of living

● Personal finances

● Rising costs of overseas travel

● The war in Ukraine

● Risk of quarantine

● Cost of fuel

● General unease about travelling

Evidenced by VisitBritain (May 2022) 



May 2022

From the survey we know that the % average predicted occupancy for May was 68% but the 

actual reported average occupancy for May (for the 71 properties who completed) stood at 

79.42% so more than 10% of bookings came in the month itself.   

31 properties of the 71 reported they have 100% of their rooms open for sale but the average 

proportion of rooms open of the 71 is 78.6% which shows there are extremes in this area.  

June so far

Latest Occupancy survey completed by 46 properties show average results as 73% for June, 75% 

for July & 75% August.
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Our stats so far

68% Predicted 
79% 
Actual

May Occupancy



Search volumes for people searching for 

‘holiday in Guernsey’ are exceeding 2019 

levels

We are diversifying our audience targets - and attracting  

younger audience on our site

JUN 22

Our advertising response

Data from VisitGuernsey.com - 2022



Reactive marketing 

Joint VisitGuernsey and Aurigny Travel Disruption 

Digital Campaign

Specific boat push execution in VisitGuernsey 

digital ads

Postcard mail out to traditional database 

encouraging August bookings

http://drive.google.com/file/d/1gFHxWERA1CX7JObjSmsO2MbbkYSbTVLk/view
http://drive.google.com/file/d/13IuN36kBjcBVmp_WM_fGkom9W4br59Tt/view


Creative campaigns have been refreshed and digital 

upweighted to help fill the August gap
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Adapting our advertising response

New crossrail campaign is going live beginning of July. 

48 sheet large scale campaign across 18 central London 

sites

Some of our planned publications



Half page and full page print ads in following publications:

Daily Telegraph

BBC Good Food

BBC Gardeners World

Saga Magazine

OK! Magazine

Radio Times

RHS Magazine

The Guardian (National Geographic Traveller Supplement)

Family Traveller

25 Beautiful Homes
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Campaign delivery

37, 261, 903
Social Ad impressions

1,079,247 Website 
sessions

1, 586,053
YouTube Views

298,483
Partner referrals 

10,672,480
Social Ad Plays

Since the borders have opened.

Our campaigns have delivered
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Calendar plan
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Summer BOOK NOW 
reactive campaign

Wellness campaign - shoulder launch

Integrated Summer Campaign

2023 

We are here

Integrated campaign 
targeting our 3 audience 
segments

35+ looking for 
wellness / enriching 
getaways inc group

New 
campaign. 
3 core 
segments



We will continue to take a data 

driven approach

● New reporting dashboard in 

development

● Close monitoring and benchmarking to 

VisitBritain

● Working with agency specialists to 

adapt according to consumer research, 

challenges and opportunities

● Adapting campaigns to tourism 

feedback 
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Data

Reporting & 
Analysis

Existing Research
● Occupancy Survey
● Exit Survey - collated, further 

analysis needed
● Campaign performance
● Website visitor demographic 

data

Tourism 
Strategy 

Marketing 
StrategyImprovements to existing 

available research
● Occupancy Survey -

reminders + UX improvements 
● Exit Survey -refocus around 

strategic goals (not currently 
happening) collated, but not 
yet analysed

Where are we now

Ambition

+ Additional
● 3rd party research 

identifying trends and 
opportunities

● Bespoke quantitative 
research to identify 
barriers

● Messaging testing 



New Cruise welcome page on 

visitguernsey.com

New cruise graphic to be released to 

the media

Working on research

Looking into familiarisation visits for 

new and existing cruise ship contacts 

for business development
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Cruise



Working in partnership

● Continual contribution to occupancy survey

● Special offers to populate the site and help fill 

occupancy gaps (if possible)

● Visiting journalist itineraries support 

● To share your news which we can then share 

with the industry

● Support tourism & hospitality on public facing 

forums

● Let us know if you have any concerns or 

feedback, we are here to help you
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What we need from you



A nice end picture
Thank you


