LEARNING TO ADAPT
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be relevant as we come out of lockdown.

AGENDA

Welcome from Visit Kent Chief Executive Deirdre Wells

Collaborative Learning Session

Looking at 5 Phases of Recovery
Dipping into data, forecasts and projections

Making the shift for the new normal in tourism

- Why purpose will define the next chapter for business
- How to redesign your product, experiences and services

- Diversitying product to reflect the new visitor needs
- Tilting towards sustainable business post-recovery
Creative exploration of new product strategies

. . . 30 mins
Business Ildeation Session -

|[deation session with businesses about the strategic tilt they
are considering in their business. We will discuss their
concerns, individual projections and thoughts on new models
to test and where synergies might exist between businesses.
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LEARNING TO ADAPT

bit.ly/kent-covid
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YOUR PRODUCT

Write your ideas to solve your key challenge
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5 PHASES OF TOURISM RECOVERY

Here at the DTTT we've mapped out five phases for tourism recovery, which
every tourism business in the Digital Skills Academy is invited to develop their

own strategic response for.

COVID-19
TOURISM
RESPONSE

Travel A
Remote Hyper Stay- Closer New
Travel Local cation toHome Normal
PHASE 1 PHASE 2 PHASE 3 PHASE 4 PHASE 5
This is focused on Supporting the The Healing Gradually This is focused
'Dream Now, Visit Hyper-Local power of restarting travel on the 'New
Later' and innovative visitor with staycations with Normal' with a
digital solutions. 'Discover your and tilting to neighbouring cradual restart of
Neighbourhood’ domestic. destinations. clobal travel.



Remote Travel
Remote Experiences,
Remote Dreaming

The first stage in rebuilding the link with your
customers whilst everything is still closed. \Whilst some
will have already passed this stage, others will be

entering it and it's likely that future lockdowns will re-
emerge.

HOw can we make that connection between dreaming

and taking action now that people are online more than
ever’?




Remote Travel
Remote Experiences,
Remote Dreaming

REMOTE TOUR
LIVESTREAMS

EXPERIENCES

EXPERIENCE PREVIEWS FROM HOME

DREAM NOW TRAVEL DREAM NOW
LATER CAMPAIGNS TRAVEL LATER




Hyper-Local
Discover your
Neighbourhood

As the first signs of relaxing the rules start to show, we

nave to ensure that we act respons
that our activity Is not part of spreac

great strategy to restart activities.

VWVhat petter than ensuring locals ap

them to be”?

Ply. [t 1s Important
Ng the disease.

This leads us to the hyper-local strategy. his is also a

oreclate what they

nave and become the ambassadors you always wanted




Hyper-Local
Discover your
Neighbourhood

THEMED LOCAL-HOOD RESPONSIBLE SPACE

DISCOVERY TRAILS MANAGEMENT

VISIT, EXPERIENCE AND HYPER-LOCAL INNOVATION IN

BUY LOCAL DISCOVERY PASSES PRODUCT PAIRINGS
SUMMER PICNIC INNOVATE AROUND PODCASTS & AUDIO

BASKETS & HAMPERS RESTRICTED ACTIVITIES TOURS




N the third phase of opening up, the nearby regiona
and domestic markets will be the ones to lean on. This
S the time tor healing, whilst we are all adjusting to the
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Staycation
1The Healing Power
of Staycations

normal at hnome, can our destination create somnr
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t's widely agreed that staycations are widely

stated, so how can we design the right strategy
at the staycation also becomes the vacation of

choice later on”? For many, this will require a different
oroduct adapted for a more familiar market.




Staycation
The Healing Power

of Staycations
INCORPORATE
MINDFULNESS &
EMPATHY
BECOME A SOCIAL SOCAIL DISTANCE
ENTERPRISE TRAVEL ITINERARIES

EXPERIENCES FOR
‘TRAVEL BUBBLES’

TRAVEL DRIVEN BY
PURPOSE




Closer to Home
Travellng Again with
Cautious Confidence

VWhen will we e finally opening our borders and telling
others to come visit again”? Nobody really knows, but
when the time Is right, we should be ready for that.

This starts with welcoming our nearest neighlbours,
many of whom will have overlooked the beauty ano
amazement there Is to offer. This is an opportunity to
orovide a different welcome, one that iIs more heartfelt,
more rewarding and driven by purpose and values, Not
the transaction.




SAFETY-FIRST
BUSINESS STRATEGY

STRENGTHENED
NEIGHBOURING
MARKETS

FOCUS ON THE ROAD-
TRIPPER

Closer to Home
Travellng Again with
Cautious Confidence

NO MEDIUM-TERM
RETURN OF GROUP
TRAVEL

APPEAL TO FAMILY &
FRIEND ‘BUBBLES’

CONFIDENCE DEPENDS
ON NATIONAL POLICY




New Normal
Opening of Borders,
Gradual Recovery

VWhen will we e finally opening our borders and telling
others to come visit again”? Nobody really knows, but
when the time Is right, we should be ready for that.

[his starts with welcoming our nearest neighoours,
many of whom will have overlooked the beauty ano
amazement there Is to offer. This is an opportunity to
orovide a different welcome, one that iIs more heartfelt,
more rewarding and driven by purpose and values, Not
the transaction.




MEDIUM-TERM SLUMP
IN DEMAND

DEMAND FOR ‘ESCAPFE’
FROM URBAN LIFE

NATURE AND SPACE
WILL BE A BIG DRAW

New Normal
Opening of Borders,
Gradual Recovery

STRONG DEMAND FOR
SUSTAINABLE CHOICES

THERE WILL BE NO
RETURN TO ‘NORMAL




FORECAST SNAPSHOT

COVID-19
TOURISM
RESPONSE




Do you agree with the early opening of tourism related
activities in recovering destinations? Hot -> agree; Cold ->
disagree

Source: DTTT Tourism Impact Network



International tourist arrivals in 2020: three scenarios (YoY monthly change, %)

March April May June July Aug Sept Oct

—— A ctual data®

- == Scenario 1: -58%
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When do you expect tourism demand in your destination will start to recover?

50% T
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December
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Source: UNWTO Barometer



When do you expect international demand for your destination will start to recover?
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BUSINESS REALITIES

COVID-19
TOURISM
RESPONSE




GETTING STARTED FOR THE NEW NORMAL

REASSURE == AN SEINVEN

Crovide confidence to Keep visitors engaged, Jse innovation to meet
visitors on safety. iNspired and assured. your turnover gap.




GETTING STARTED FOR THE NEW NORMAL

REASSUR

PRACTICAL
CHANGE

— [AIN

COMMUNICATION
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WHAT IS THE COST OF IMPLEMENTING
SOCIAL DISTANCING IN YOUR BUSINESS?

|dentify your ‘turnover gap’

This Is where we need to use Innovation to make up
the Income shortfall.



WHAT ARE YOUR CUSTOMERS
NEEDS RIGHT NOW?

"My customers need gnt now. ..



REASSURE
MAKING OPERATIONAL CHANGES

COVID-19
TOURISM
RESPONSE




Think Maximum Capacity

» Beaches »  Entrance Stewards

» (Gardens »  Monitoring & Dispersion

»  \Woodlands » licketed or Timed Entries
»  Parks »  Social Code of Conduct

»  AONB »  Use of Moblle Technology



Provide Reassurance

Hotels & Venues

B&Bs & Guesthouses
Restaurants, Pubs & Bars
Visitor Attractions

General Hospitality

)

Intense disinfectant protocols
Social distancing measures
Reductions or change to service
Staff safety measures

Maximum visitor capacity audits



RETAIN

CHANGE HOW YOUR
COMMUNICATE

COVID-19
TOURISM
RESPONSE




)

Retain Visitors

Destinations

Dream now travel later
for International market

Champion stories of
individual triumph

Provide a destination-
wide narrative

Provide confidence with
clear guidelines

Businesses

Create virtual experiences
for visitors at home

Share stories of the real
oeople behind the scenes

Bulld a come-back story
around a sense or purpose

Provide confidence with
absolute transparency



REINVENT

DON’T CHANGE,
INNOVATE

COVID-19
TOURISM
RESPONSE




START WITH WHAT YOU CAN DO,
NOT WHAT YOU CAN'T

am only aole 1o offer gnt now, put |
can't offer just yet, so neres wnat 'm going
{0 O




WHAT IS YOUR TRUE PASSION?

' have a passion for tis at
the centre of the experience wnich | try 1o
create for my customers.




INSPIRAITON

WHAT INSPIRATION CAN
WE TAKE FROM OTHERS?

COVID-19
TOURISM
RESPONSE
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PIZZ*
|| EXPRESS

Feta and olive mixed salad

Serves 2

Ingredients:
A drizzle of PizzaExpress Leggera Fat Free Vinaigrette
4 salad tomatoes
1red onion
2 cucumber
8 olives
12 block of feta
Black pepper, to season

1. Cut the salad tomatoes into quarters and put them in a bowl.
2. Finely slice red onion and olives, then dice the cucumber
before adding to the tomatoes.

3. Drizzle with PizzaExpress Leggera Fat Free Vinaigrette.

4. Finish with the crumbled feta and black pepper and serve.

Enjoy!
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Funghi di Bosco Pizza from a

. I PIZZ*&
PizzaExpress Romana B {Eownss))
Margherita Speciale

Prep time: 10 mins

Cooking time: 8-10 mins Makes: 1 pizza

1 PizzaExpress Romana Margherita Speciale Pizza

2 thinly sliced portobello mushrooms

15gms shaved Gran Milano cheese (or Parmesan)
1oml garlic oil (or olive oil wil do)

Double pinch of black pepper -1
Pinch of rosemary

Pinch parsley

Method: |

1. Preheat your oven to 180°C

2. Open your PizzaExpress Romana Margherita Speciale pizza
3. Thinly slice 2 portobello mushrooms

4. Add the portobello mushrooms around the pizza in a spiral pattern all the way to the centre
5. Sprinkle with rosemary and black pepper

6. Drizzle with garlic oil

7. Cook in the oven for 8-10 minutes until golden brown

8. Top the hot pizza with shaved Gran Milano cheese

9. Top with chopped parsley

Serve. Eat. Enjoy.... and share with us @pizzaexpress.



Our restaurants may be closed, but you can still
enjoy a taste of McDonald's for breakfast. Follow the steps
below and rustle up your own version of the iconic
Sausage and Egg McMuffin® at home*.

What you’ll need...
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English Muffin

Make your own Sausage
and Egg McMuffin®

Toast until golden brown.

75g Sausage meat

Season with a pinch of salt and pepper then shape into
balls. Flatten into patty shapes and cook under a pre-heated
grill for 6-7 minutes on each side (or as per instructions
on packaging).

1Egg

Brush the inside of a metal ring with a little oil and place in
a small frying pan. Pour in just enough water to cover the
base then bring to the boil. Crack the egg into the ring,
cover the pan and cook for 2-3 minutes.

4

1 American Cheese Slice

Assemble your McMuffin® by layering the patty and egg on
top of a slice of cheese... and enjoy!



® Live

Pay it Forward for the
future of London
businesses

We are offering 100% free fundraising to
help businesses to secure trade by pre-
selling vouchers, goods and services.

Start crowdfunding

3. What can you pre-sell

1. First things first, tell us WpEN 2. What makes your .

the name of your I ) business so special? Tell ar?d. deliver after the

business your story for your page crisis? We call these
: rewards

4. Next add your payment 6. We're all in this

5. Now spread the word.

details so that you can b Rally your supporters together so share Pay it

receive the money you behind your business » Forward with other
need businesses




Help Lizzy's On The Green Survive
Covid-19 so we can re-open and enjoy

the community of Newington Green
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This project will only be funded if at least £10,000 is pledged
by 23rd May 2020 at 12:30pm

sre [ B HE

PAY 11ITH

AL NI
!."%f" [} &":'QPE»
(NO l\,*q;,xt;




£30 or more

Pay forward 10x NHS Coffees

Pay forward 10 coffees for any worker of
the NHS to come and enjoy for FREE!

Select reward

£5 or more 2 of 500 claimed

Postcard & Coffee

Collect a Lizzy's On The Green Postcard
with any Coffee

Select reward

£10 or more 40 of 500 claimed

Postcard, Coffee & Cake

Collect a Lizzy's On The Green Postcard
with any Coffee and a slice of Cake!

Select reward

£15 or more

15 of 15 claimed

Totes Amaze Bag and a Coffee
Collect a Lizzy's On The Green
Postcard, a Lizzy's On The Green
'‘Pineapple’ Tote Bag and any Coffee!

Reward sold out

£2 5 or more

10 of 10 claimed

Totes Amaze Bag, a Tea Towel and
a Coffee

Collect your Lizzy's On The Green
‘Pineapple’ Tote Bag, your Lizzy's Iin The

Kitchen Tea Towel and any coffee

Reward sold out

£30 or more

2 of 3 claimed

5x Livestream classes with FOLD
London

Collect you Lizzy's On The Green
Postcard with any coffee plus the lovely
people at Fold London bring you 5x Live
stream classes

Select reward

£30 or more

1 of 1 claimed

1hr French conversation

Collect a Lizzy's On The Green Postcard
with any Coffee and 1HR of French
conversation with native Camille, to help
you improve your fluency, to get more
vocabulary, knowledge and
understanding of the French, the French
language and France

Reward sold out

£35 or more

Postcard and 10 Coffees

Collect your Lizzy's Postcard and have
10 coffees back.

Select reward

£35 or more

10" Whole Cake and a coffee

Collect a Lizzy's On The Green
Postcard, any Coffee and choose your
10" Whole Cake from our very own
delicious recipes.

Select reward

£40 or more
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1 Years Supply of CARDS by Bow
& Arrow Press (x25)

Collect a Lizzy's On The Green Postcard
with any Coffee plus 1 years supply of
mixed celebration cards (25 cards) by
the wonderful Holly our friend at Bow
and Arrow Press. Holly designed our
Logo, our Totes Amaze Bag and Tea

Towelll

Reward sold out

£40 or more 26 of 60 claimed

Ticket to the Survival Celebration
Party!

Collect a Lizzy's On The Green Postcard
with any Coffee plus 1x Ticket to the
Survival Celebration Party! Live music,
stand up, nibbles and FREE BOOZE!
We can't wait to paaartay!

Select reward

£60 or more

1 of 2 claimed

Thr Zoom Chat with Jayde Adams
& Pudding

Collect a Lizzy's On The Green Postcard
with any Coffee plus friend of the cafe
and television's hilarious Jayde Adams
will titilate you and your household
alongside her "Pudding" for an hour on
Zoom! You lucky ducks!

Select reward

£50 or more

5 of 5 claimed

Zawe Ashton signed "Character
Breakdown"

Collect a Lizzy's On The Green Postcard
with any Coffee plus your signed edition
of local legend Zawe Ashton's book
"Character Breakdown" and a Tote Bag
gifted by her!

Reward sold out

£60 or more

Pay forward 20x NHS Coffees

Collect a Lizzy's On The Green Postcard
with any Coffee and pay forward 20
Coffees for any NHS worker to come
and enjoy for FREE!

Select reward

£1,000 or more

0 of 10 claimed

Sensational Supporter

Collect a Lizzy's On The Green Postcard
with any Coffee plus 20% discount at
Lizzy's for a whole year (from the
reopening date). All Inclusive evening at
Late Nights at Lizzy's for 2 people.
YOUR NAME on the wall. "These people
saved LOTG from Covid-19" or Your
FAVOURITE dish named after you, 4x
Tickets to the survival celebration party!

Select reward

£60 Oor more 1 of 1 claimed
30 min Zoom w/Ed Petrie- BBC
Children's Presenter!

Collect a Lizzy's On The Green Postcard
with any Coffee plus BBC Children's
Ielevision Presenter Ed Petrie (All Over
The Place) offers a 30 minute Zoom call

with you and your children (aged 7-12)

Reward sold out

£60 or more

0 of 1 claimed

1hr Online Hypnotherapy Session

Collect a Lizzy's On The Green Postcard
with any Coffee plus a one hour online
Hypnotherapy session with an
experienced practitioner, to help with
anxiety, confidence or any other
personal issue.

Select reward

£80 or more

24 of 30 claimed

Gizzi Erksine & Jayde Adams
Dinner & Comedy Night

Friends of Lizzy’s On The Green, chef,
restaurateur and food writer Gizzi
Erkskine and host of Channel 4's 'Crazy
Delicious' Jayde Adams bring you an
evening of delicious dining and cracking
comedy. *Date & menu to be announced
but when we have the thumbs up from
the government we will give you a
months notice with 7 days to confirm.

Select reward
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@ airbnb @ v Hostyourhome Hostanexperience Help Login Sign up

LOCATION CHECK IN / CHECK OUT GUESTS
Where are you going? Add dates Add guests Q Search

We may be apart, but wel'l
get through this together.

g

Online Experiences COVID-19 Frontline stays Latest updates

Unique activities we can do together, led by a world of Learn more about the initiative. Learn about our response to COVID-19.
hosts.



@ airbnb = v Hostyourhome Hostanexperience Help Leg in Sign up 4

INTRODUCING

Online 3
Experiences

Unique activities we can do together, led by
a world of hosts.

Interests Dates Time of day Price

Mum-approved for Mother's Day
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OURSHOP Q 2

Featured Stores Deals Daily Essentials F&B Beauty Home & Lifestyle Health & Wellness Fashion Virtual Lessons AirAsia Exclusives
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SMALAND

Photo: Emn;a Ivarsson

EDIBLE COUNTY, WALLBY

SMALAND



The Edible Country Menu Suggestions Our Tables The Chefs Our Nature About




Support
lourism

Impact
Real People




Support Tourism.
Impact Real People.

This is the message we want the industry to take to the world. As
work our way through the most unprecedented challenge
experienced in a generation, we know as an industry, it is people
who really matter.

Millions of passionate individuals, couples, families and
communities depend on tourism, for their prosperity and even
their survival. Behind every incredible experience is someone's

personal passion, their livelihood and their culture.

#withtourism
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People in Tourism

This initiative is about drawing attention to the importance of people in
tourism and the impact every citizen, visitor, business and enterprise can
make by showing their commitment to supporting tourism.

Tourism will never be the same, but it will recover. As we emerge out of this
global pandemic we want to champion tourism for good, tourism impact, a
tourism that impacts real people's lives for greater good of our society,
people and planet.

Support Tourism Impact Real People

Show that you support tourism. Make a pledge to impact real people.
Take the Tourism Impact Pledge and make your commitment stand for

The Impact Heart symbol is your way to show that you support tourism and something.

you're committed to impacting real people’s lives. Choose a commitment from a series of pledges to support people,

Wear the Impact Heart online, and when restrictions are lifted, wear it communities and sustainable choices. When we can travel again, be sure it
proudly wherever you go. makes a difference.



Support
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Impact
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Support
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Real People
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Join the Video
Campaign

We're collecting video stories from the people
iImpacted by the current crisis.

Share your story, help us spread the message
that supporting tourism really does impact
people's lives.

Find out more




People of Tourism

Your tourism industry is made of amazing,
passionate people. Capture their story and
share it with the world. A huge heartfelt "we
miss you but we'll see you again one day" the
people of tourism.

The Real Ambassadors

Key workers are the true heroes. We think
destinations should champion their resilience
and strength, keeping us all be safe. Share
their dreams and passions and just maybe we
can help make them come true, when itis
safe to do so.

Dreaming to Visit

For the millions of people around the world
who are dreaming to travel once again, give
them a reason to share their passion for
travel by dreaming together. Use the power of
community to reach out to yours, inviting
followers to share their dreams with the
world.



CREATIVE IDEATION

DIVERSIFYING YOUR
VISITOR EXPERIENCE

COVID-19
TOURISM
RESPONSE




Trails

Map

Pairings

07

Themes

-

9 Organising and curating

Brand match

It all starts with the brand

A clearly defined brand should be the starting point to create appealing
experiences for visitors. Experiences could reflect the destination brand's
pillars and support them by looking back to awareness building.

Tailored experiences to audiences

Today's travellers seek more and more unique, personalised and "off the
shelf" engaging experiences. It is important to have a clear definition of
personas and markets to adapt experiences, but also a strategy to reach
these audiences.

A natural extension of the brand

Products should be seen as the natural extension of the brand, offering
the opportunity to provide authentic fulfilment to visitors. This is where
experience ambassadors and rich storytelling come into play, linking
message with fulfiiment.

Brand

Product

9 Communicating

Local partners

Local industry is at the core of experience providers needed to craft the
signature experiences. They are fundamental to establish strong local
partnerships.

Key places, local people

Local people are able to offer a service but also talk about the destination
from a unique and authentic perspective which is deeply rooted in the
sense of place they convey.

Pairing experiences

By curating the offer, DMOs can pair the right experiences which really
help lift the brand and offer a unique stand-out experience. Product
pairing represents a key opportunity for DMOs.

Hero, Hub, Hygiene content strategy

Stories shaped around the brand experience represent a powerful and
compelling message for potential visitors. A Hero, Hub, Hygiene content
strategy helps lift the brand experience, seeking to build an image for the
destination together with true ambassadors, taking their stories further as
they become not only brand but experience ambassadors too.

Signature experience ambassadors

Designing product experiences together with destination ambassadors
helps build links between the most authentic voices representing the
destination, unique and incredible visitor experiences and curated
product pairings.

Packaging and distributing

Aggregation & Experience Platform

Aggregating destination experiences, packaging them and
distributing them is a key strategic question for destinations
today. How far you should go, gepends on where you see
yourself playing in the visitor cycle and where the DMO can
create real value.

For some DMOs, packaging and distributing stops
accuration, where product pairings are developed into
signature experiences and distributed through a content
strategy. For others, the potential value of creating and
supporting a product experience platform is a logical next
step and helps industry see commercial value in addition to
brand value.

Hero Content

A hero video for each signature experience
conveying the emotions and senses of the
full experience.

Hub Content

Stories behind the experience, experience
providers showing the passion and
authenticity they put into their work.

Hygiene Content

Strong product information, review
aggregation and strong social and user
generated content to support the strategy.



Brand

Brandmatch = |

It all starts with the brand

A clearly defined brand should be the starting point to create appealing
experiences for visitors. Experiences could reflect the destination brand's
pillars and support them by looking back to awareness building. ™.

Tailored experiences to audiences

Today's travellers seek more and more unique, personalised and "off the

shelf" engaging experiences. It is important to have a clear definition of Product
personas and markets to adapt experiences, but also a strategy to reach

these audiences.

A natural extension of the brand

Products should be seen as the natural extension of the brand, offering
the opportunity to provide authentic fulfilment to visitors. This is where
experience ambassadors and rich storytelling come into play, linking
message with fulfiiment.



Trails

Organising and curating

------
-
-
B

.............

Local partners

Local industry is at the core of experience providers needed to craft the
Map signature experiences. They are fundamental to establish strong local
partnerships.

©
I:L'J Key places, local people

Local people are able to offer a service but also talk about the destination
from a unique and authentic perspective which is deeply rooted in the
sense of place they convey.

Pairings

7

Pairing experiences

By curating the offer, DMOs can pair the right experiences which really
help lift the brand and offer a unique stand-out experience. Product
pairing represents a key opportunity for DMOs.

Themes Packaging an
-




e Communicating

Hero, Hub, Hygiene content strategy

Stories shaped around the brand experience represent a powerful and
compelling message for potential visitors. A Hero, Hub, Hygiene content
strategy helps lift the brand experience, seeking to build an image for the
destination together with true ambassadors, taking their stories further as
they become not only brand but experience ambassadors too.

Signature experience ambassadors

Designing product experiences together with destination ambassadors
helps build links between the most authentic voices representing the
destination, unique and incredible visitor experiences and curated

product pairings.

uting

Hero Content

A hero video for each signature experience
conveying the emotions and senses of the
full experience.

Hub Content

Stories behind the experience, experience
providers showing the passion and
authenticity they put into their work.

Hygiene Content

Strong product information, review
aggregation and strong social and user
generated content to support the strategy.
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offer a unique stand-out experience. Product

y opportunity for DMOs.

Packaging and distributing

Aggregation & Experience Platform

Aggregating destination experiences, packaging them and
distributing them is a key strategic question for destinations
today. How far you should go, gepends on where you see
yourself playing in the visitor cycle and where the DMO can
create real value.

For some DMOs, packaging and distributing stops
accuration, where product pairings are developed into
signature experiences and distributed through a content
strategy. For others, the potential value of creating and
supporting a product experience platform is a logical next
step and helps industry see commercial value in addition to
brand value.



Nature & Wilderness Active & Wellbeing People & Culture History & Heritage
Jersey is a stunning island filled with diverse and untameable wilderness from rocky | -
coast to dense forest. This diverse landscape makes Jersey the peﬁed island for Jersey is a place to come up for air. With beauhful nature and a range of both recharging Jersey is an island that is both proud and passionate, With a rich cultural history and Jersey has a rich heritage and a deep and interesting history, with war tunnels and
wilderness seekers of any age. Jersey's Mld«ness theme isa strongmeme to dewelop spots and adrenaun p,umplng activities, Jersey could sell itself as the pec{ect retreat for  authentic agricultural and craft practice, alongside a vibrant, buzzing and colourful urban  ancient forts, the idea behind the History & Heritage theme is to allow Visitors to discover

asn reﬁes_oa the natural lany scape and related activities Jersey already has to offe visitors to recharge, ect and take a breaj(t’romxhe busyWes asweil asaplacefor culture. Jersey can sell itself as an exciting, authentic and unique cultural destination the history of Jersey while experiencing all of the beauty and depth the island has to
_,__Ing‘.-a'-Nam_rg.g -;wuderness»meme,puw Jersey on the map as a place to advamure and adrenalin on an island shapec bymesea. where old meets new. offer.
reconnect with nature.
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The Empathy Map The Experience Trails

A Redesigned Island Unlimited Experience Trails

Today, Jersey is known as an island shaped by the Starting out with a number of key trails for each

sea. As part of the product strategy, we believe the theme, 'Experience Trails' are designed especially with
island needs to also be shaped by its experiences. the independent traveller in mind and directly

compliment the Jersey Experience Passes.
Visitors to Jersey should be able to discover the

iIsland through a map which shapes Jersey in different The Experience Trails

x| Nature ‘| Heritage

— allow us to curate a | Trails Trails
The Exper ange of individual - {E2ESEERSY | REECRIENRI
e Experience . . - n -
C t8?t'd | e d . od d itineraries based on - Sun & Moon Walk - People of Jersey
0as iIdal range make dramatic varied discovery. . .
9 Y different audience
The Feeli needs and different
e Feelin .
.g thematic clusters. Wellbeing ¥ Culture
A map defined by what i Trails Trails
Jersey makes you feel. L ~ . : _ -
y y 2 Trails also enable - Manomara Trail Grammers Guide
) L - Jersey Secret Spa - Mural Walk
informal pairing' and . extreme Challenge - The Locals Guide

The Interest

packaging of today's
A map based on the four themes.

experiences.
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CREATING SPACE & PROTECTING SAFETY

SOCIAL DISTANCE PRE-ORDER
= EXCLUSIVITY PACKAGES / MENUS
MAX CAPACITY PRIVATE DINING

TICKETED TIMESLOTS CONCEPTS

SECURE EXTRA
CAPACITY (E.G.
BOARDED SHOPS)

CONTACT-FREE SELF-
DINE EXPERIENCES



INNOVATE SERVICE DELIVERY

E-COMMERCE,
CLICK & COLLECT

ON-SITE MOBILE
ORDERING & SERVICES

RE-IMAGINE HOW
SPACE IS USED

LOYALTY &
SUBSCRIPTIONS

CREATE POP-UP

CONCEPTS - REUSING
BALLROOMS FOR GALLERIES OR
REGIONAL FARM FOOD CLICK
AND COLLECT

BECOME A FULLY
ONLINE BUSINESS

PURPOSE ORIENTED
VOUCHER INCENTIVES

VIP TREATMENT WITH
FREE ROOM SERVICE



COMMUNICATION / REASSURANCE

QUALITY MARK SOCIAL MEDIA INTRODUCE FUN EDUCATE CUSTOMERS
(VISIT ENGLAND / VISIT BRITAIN)  STORYTELLING SYSTEMS & NAVIGATION TO REASSURE OTHERS

PROVIDING UP-TO-DATE TEAM UP WITH

gh’§;$¥:R SAFETY BUSINESS INFO PARTNERS & MANAGE THE RISK
(GOOGLE etc.) COMPETITORS

RESPONSIBLE WEB CAMS & ;ig%té';g"g” ORGANISE STAFF &

MANAGEMENT LIVESTREAMS il PROTECT THEM

100% TRANSPARENCY &
COMMUNICATION



TURNING PASSION INTO SERVICE

CHEF LED HEAD GARDENER
COOK-N-STREAM LIVESTREAM WITH SUBSCRIPTIONS
NIGHTS VISITS

GARDEN VISIT + CREAM

TEAM @ HOME HAMPER LOYALTY

PRE-PURCHASE



RE-PURPOSING VENUES

POP-UP PRIVATE & EXCLUSIVE
GALLERIES EXPERIENCES

LOCAL PRODUCE FOOD
HALLS

CONTENT STUDIOS FOR
ONLINE SUBSCRIBES
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