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Our Updates To You
1. 2021 — Marketing Approach and Results

2. 2022 - Marketing Approach and
Opportunities

3. 2022 - Challenges
4. Longer Term View

5. Questions
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2021 In Dates

A LR TN e
Dive into an ‘sland Chiristmas”

States Comms Team Take on VG
A new taskforce to help revive tourism

Christmas Campaign
strategy Borders Open

Launched
May ‘21 August 21 October 21
April ‘21 July 21 September ‘21 November ‘21
‘Welcome To' Campaign Went Live Main Campaign Launched, UNPAUSE LIFE Shoulder Month Campaign Launched
To quickly get Guernsey at the top To reset and reposition the Islands’ tourist To encourage short breaks to extend the
of people’s minds for a safe and offering for a post-pandemic holiday season with season and focus on new niches.
welcoming holiday. new relevance & creative energy.

Welcome to a
more playful way
to zoom

GUERNSEY
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Engaging Trade

Monthly Occupancy Bi-Weekly Forward 24 128 Collaborative
Stat Survey Booking Survey Mailers Sent Trade Accounts Working
November projections at 48% Average of 35 participants 274 recipient opens Set up for With trade partners & carriers
per survey 43% open rate accommodation
Aries showed 23.94% providers
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2021 Campaign Results

July 3, 2021 - November 18, 2021 compared to February 14, 2021 - July 2, 2021

PARTNER REFERRALS

o' VISITGUERNSEY GA

187,933

T 80.8%

@« SOCIAL AD LEADS

Y VISITGUERNSEY FB ADS

10,650

™ 41.8%

GOOGLE CONV.
N

VISITGUERNSEY

17,706

M 793.8%

\ YOUTUBE VIEWS
o VISITGUERNSEY

483,595

N =%
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WEBSITE SESSIONS

" VISITGUERNSEY GA

590,629

M 105.4%

-] SOCIAL AD IMPRESSIONS

¥ VISITGUERNSEY FB ADS

23,807,218

1 651.8%

\ GOOGLE CLICKS
o

VISITGUERNSEY

105,140

1 935.1%

\ YOUTUBE VIEW RATE
o

VISITGUERNSEY

14.41%

M oo%

WEBSITE USERS

.' VISITGUERNSEY GA

449,751

™ 106.2%

@ SOCIAL AD VIDEO PLAYS AT 75%

Y VISITGUERNSEY FB ADS

6,295,724

1~ 596.1%

DISPLAY IMPRESSIONS

QUANTCAST DISPLAY

37,168,908
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Travel Tracker Results

Percentage of Travel Tracker Arrivals Resident vs Non Resident by
Month

@® Resident @ Non Resident

Jan 2021 Mar 2021 May 2021 Jul 2021 Sep 2021 Nov 2021
Arrival Date

100%

50%

% Resident vs Non Resident

0%

NB: This is raw Travel Tracker data, which may contain some duplicates.
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Travel Tracker Results

Travel Tracker Count of Age of Arrivals by Month

2K

1K

OK——_— —

_ wiim all .... -l

Jan 2021 Mar 2021 May 2021 Jul 2021 Sep 2021 Nov 2021
Arrival Month

Age Groups @0-11 @12-20 @21-39 @40-59 @60-79 @80
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Marketing Strategy & Plan



Three Core Audiences

Maintaining existing older audience, whilst growing our future younger audience and multi-generational families.

Couples 57+

Our heartland visitor. Affluent and older, many are
regular visitors to the Islands and they hold a
special place in their hearts. They are looking for a

safe and familiar environment that is close to home.

Interests: Food & Drink, Natural Beauty (Cliffs,
Walking), Heritage

TASKFORCE MEETING

Multi-generational Families

Families looking to reconnect. This group will be
motivated by a broad variety of accommmodation
options in a safe environment with a host of family
& friends activities catering for all ages.

Interests: Food & Drink, Beaches, Island Hopping

Couples and Families 35+

A new younger audience - looking to be active and
have fun. They have suffered years of working at
home, home schooling, non-contact with friends and
family. They are motivated by a destination that can
meet their immediate post-Covid needs - close to
home, fun, short-break escapism.

Interests: Food & Drink, Activities, Beaches, Island
Hopping
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MAINTAIN GROW TARGET

__v'

£

Corporatg.
¢ Entertalnmit

‘raditional Cruises

NICHE \4

4 +

Lifestyle rather than demographic

- — .'::\,
Ou;(door Leisure ““j <= Sports Tourism_-
i.e. Fishing, ™= and //’
Bird Watching Culture & I:elsure

DIAMINGHAN

LONDON
STANSTED
BRISTOL

SOUTHAMPTON @ SATwick
;heglonal

GUERNSEY &
o JERSEY
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Example of Two New Areas to Explore

CORPORATE RETREATS WELLNESS TRAVEL BOOM

= q INSIDER - =

Awe-inspiring company retreats are helping pandemic-
weary remote workers bond, says a CEO who's helped
Amazon and Uber plan luxury trips

T T

Miss
nothing.
Inlimited . .

Ukt “While we all know that travel experiences can be good for the soul, after the
past 18 months, it's no surprise that consumers are looking to their vacations
as a way to relax, unwind and participate in activities that can benefit their

mental health and wellbeing,” said Audrey Hendley, president of American
Express Travel

access:

Entire Hotels Are Starting to Get Booked for a New Round of i
Company Retreats H Predictions of an impending boom in wellness vacations to the tune of

e f $919 billion worldwide by 2022.
: https://skift.com/2021/09/29/wellness-vacations-are-the-next-big-splurge-for-global-travelers/

TASKFORCE MEETING NOV 21


https://www.americanexpress.com/en-us/travel/
https://www.americanexpress.com/en-us/travel/

Campaign Overview

Media Breakdown
Facebook, Instagram & Youtube 36%
Digital Display 25%

Paid Search 16%

Digital TV 15%

Print 8%
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Partner Content Distribution

OGH_GUERNSEY

. ogh_guernsey

Posts

359 views - Liked by thestefaniegrace
ogh_guernsey We're delighted to be offering our

restaurant and hotel services once more moming,

noon and night... more

. ogh_guernsey

<

@ aurigny_gsy
Guernsey, Cha

Qv

280 views - Liked by visitalderney

aurigny_gsy Unp life and feel free on the
Islands of Guernsey... more

rport EMA
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Campaign Assets




Social Shareability as Valuable Currency

Post-pandemic people are looking for
inspiration for escaping once again - with
the renewed reality of it actually being
possible.

A millennial audience is more influenced by:

1. Authentic, mobile content (Instagram &
blog reviews)

2. Peer-to-peer marketing over brand
campaigns & even celebrities

3. Experience: Local food, quality
adventures and stories to tell
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Gocam,(“

SOCIAL PRO DAILY
e Turning the Business 0

on Its Head

f Travel
How Influencers Ar

s consider ‘lnstagrammabnluty

lennial:
r 40 percent of mil " ¢ destination

inion: Ove!
Opinion when selecting their n

ent Ini\uencus share has

The wealth of cont!
companies

lNSTAGRAMMABILlTY'

o Ve—

IMPORTANT FACTOR FOR M|
ON CHOOSING HOLIDAY DE

snmmou

Here's How Much
Instagram Likes
Influence Millennials'
Choice Of Travel
Destinations

g Andrew Arnotd




Reaching A Fresh Audience: Travel Influencers

Investing in Evergreen Content, Not Just Social Clout

Travel blog web traffic comes mainly from search.

In addition to producing inspirational social content, travel influencers rely
heavily on people searching for information on destinations and finding their

reviews and guides on their websites.

With the goal being to introduce Guernsey to a newer audience, this is
an outreach strategy & investment with long-term benefits.
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Reaching a Fresh Audience: Instagram

August-November 2021 @ visitguernsey
\ Message &
Objective: To retain and grow that online attention throughout the year. T
mm‘,\zz;::’otmnz;c ove #ThatislandFeeling
How? o P e
1. Refresh the profile to suit the audience. @ @ @ @
2. Implement a platform-specific content & engagement strategy. e T A B s e

focused on increasing reach, engagement & driving web traffic
through authentic content.

Immediate Results Already Seen:
* Increased web traffic from Instagram - +154% in last 90 days
* Increased levels of engagement - +165% in last 90 days
* Increased focused reach - 60% of our reach is now to UK/Jersey
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Reaching a Fresh Audience: Travel Influencers

Once we knew how millennials find new travel ideas, we went to the platforms
where they find that inspiration.

In August/September 2021, we hosted travel influencers with a focus on:

e  Short-term luxury/boutique escapes
e  Wild swimming

e  Couple travel

e UK weekend breaks

e  Adventure & outdoor adventure

In the first week of having our first group of travel influencers over (25-31 Aug),
on Instagram alone, reach (+92.9%) and engagement (+88.6%) almost doubled.

And we expect the content to influence their audience into next year and beyond.
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What’s Next?

Marketing Approach and Opportunities




2022 Challenges

Hospitality staff shortages
Encouraging audiences to re/visit when world opening up
Still a degree of uncertainty (but could also be seen as an opportunity)

Agility is Key

Old Approach New Approach

90% of budget spent by June Increase interest over shoulder months

50% of budget spent in first 3 months ' Digital first - ability to turn off and on
Very little left for remainder of year Responsive to wider COVID needs
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The Strategy in Closer Detail

MAINTAIN GROW
Traditional Cruise New Boutique Cruise Opportunities
®  Maintain relationships e Targeting more boutique size of ship - more suitable for
® Improving cruise pages on media and trade site Guernsey
e Updates tools and materials for both trade and e  Build new relationships with relationship manager
consumer e  Optimise materials for specific audience
Baby Boomers Younger Audience with High Disposable Income
®  Continue with more print-focused media e 30+ millennials and Gen X
®  Print database e  Showcase variety and boutique offering
®  Regular mailings ®  Online and lifestyle targeting
e Also targeted online as part of the segment
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Weddings

e Encouraging partners to create
package offers

e Promote unique locations with
new licensing - beach, castle

Corporate Entertainment

e Engage corporate travel partners

e Online advertising - corporate HR
media

TASKFORCE MEETING

The Strategy in Closer Detail

TARGET

Outdoor Leisure

e Swimming, fishing, bird watching,
walking, yoga - tapping into wellness

e Targeted lifestyle media

e Group engagement

e Wellness targeting

Other Niche Leisure

e Quirky accommodation - blogger-focused
e Group travel - beyond outdoor activities

e Sports tourism

e Events draw (e.g. Pride)

Regional

e Already targeted by departure point and
regions through digital

e Explore OOH, regional radio, regional press
in Southampton & Jersey

Partners
e Joint funding collaborative campaigns with carriers
e Match funding with tour operators

Europe

e Europe - currently PR, we don't do any active marketing
e Focus on St Malo with permanent link

e Grow Europe through niche outdoor lifestyle groups

e Explore European influencers

e Support Aurigny where possible

e Social and influencers
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2022 Campaign Calendar

e

Winter - ‘ i - a Summer
production = == i > production

Hero campaian - GSY at its best Summer warm UD Summer qo

* Seasonal Boost .
: : ; Autumn why not
: Winter why not Winter why not

Niches - wellness, cycling, swimming, fishing, yoga, bird watching, sports, corporate, weddings and other leisure opps

Always on - variety / surprising activities in Guernsey
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Evolving Unpause Life

Evolution, not Revolution

We have built a campaign, we don't need In under z:n !l.()ur,

to reinvent the wheel and reinvest. y‘?u ey !" anl
island paradise.

By altering the hierarchy we can make R

the campaign more actionable. : t\

By updating the imagery, we can make % .
the campaign more seasonal. -

T ISLANDS of

GUERNSEY

visitguansay.com
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VisitGuernsey App

& o

Discover With a range of Browse and Navig.a 5 tr.ai]s
The Islands of self-guided walks choose routes and identify
Guernsey points of interest

The ISLANDS of

GUERNSEY

Walking Routes

y'
Duration & Difficulty Y

Tnese salt-guidec walks mske tha most of the
Istands® stunning scenery and fabuicus food. Each
route features points of interast and exclusive
offers from activity providers, rastaurants and

walk
Seafront Bombings &
Historic Gardens

© "0 2nours

* casy

Duration & Difficutty 'Y

10 Routes

All of Guernsey s stunning coastal snd island walks,

ik
Seafront Bombings &
Historic Gardens

07 o 2hours

% casy

walk
Arural stroll reveals a
unique chape
© Overzhours

# Moderate

walk
Fairies, Forts &
Deadly Shipwrecks
© Ower 7 hows

% Maderste

Seafront Bombings &
Historic Gardens

Easy

IFFICULTY

OPEN ROUTE MAP

About the route EY

St Patar Port is s3id to have ane of the prettiast
harbours in Europs and is whars you begin this
walk. The Sacord World War had a huga impact o,

How to get there >

Starting your walk

To begn your walk, stand outside the Town Church
on the herbeur side.

MNorth Beach




Website Refresh

A few ideas for ¥ Thatlslandfocling

I'd like to discover

Family adven
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Hospitality Recruitment Campaign

12,726 1,153

Total Website Sessions Referrals to Partner
Since launch Oct 22nd Sites
Caterquest Cl Jobs Cl Hospitality Jobs
32 properties 4 properties 1 property
61 jobs 10 jobs 1 job

*Data correct as of 29th November 2021
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A Need for a More Data-Driven Approach

Where are we now

Existing Research ! Tourism
e Occupancy Survey - low quality data Strategy

e Exit Survey - collated, but not

analysed + Additional
e Campaign performance 3rd party research identifying
e \Website visitor demographic data . trends and opportunities
e Travel tracker data Reportlng & Bespoke quantitative

Analysis research to identify barriers

Ambition Messaging testing
Improvements to existing available
research .
e Occupancy Survey - reminders + UX > Marketing

improvements Strategy
e [Exit Survey -refocus around strategic

goals (not currently happening)

collated, but not yet analysed
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Questions?






