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This analysis is based on the quantitative research carried out in Britain, supported by the qualitd@péhimterviews. Ta first sections provide the overall
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This research provides a wealth of insight into the experiences and expectations of visitors to Kent. It provides botlsiachoéw of how Kent is perceived
and detail on the various elements within a visit experience (accommodation, transport, experiences etc.)

There are two reports as part of this research project, this one based on the domestic market and the other based on kegtiotgal markets.

The following is a headline summary of the main findings contained within this report:

Awareness

A Overall awareness of Kent is similar to that of the other counties tested, but awareness of places within Kent taiks qffaljt beyond the major towns

Visit and Visitor Profile

A Kent visitors oveindex on short breaks {2 nights) compared to visitors to Lincolnshire and Hampshire, where day trips aedikedy. Visitors travelling
to Kent from further away are more likely to stay overnight. Of the counties tested, Devon is most likely to attractstaitogs4 nights or more

A Buzzseekers and Culture Buffs are the segments most likely to want to visit Kent in the future

A Buzzseekers are young trendsetters, seeking action, excitement and new experiences. They are inspired to visit Kemtxdtimpughd unexpected
experiences and through outdoors activities
A Culture Buffs are middiaged travellers who seek out a mix of iconic places and local experiences. They are drawn to Keattisyatid culture and
history and heritage

A The variation between experiences and profiles of visitors in peak afgukai seasons is perhaps not as great as might hase éepected

Visitor Experience

A Satisfaction and recommendation outperform some competitors, but lag behind Devon, which may be seen as a market leadEomgtreputation as a
domestic holiday destination

Purchase Journey & Motivations to Visit

A Online search and review sites are key to the booking process and so search optimisation and good reviews for tourisespeisiagsvital. Younger
people also seek out bloggers and other social media recommendations

A The appeal of the beaches and countryside in Kent combines with an expectation of visiting historic sites and icomnsativaizth in turn likely builds to
the perception of Kent as having a wide range of activities and an appeal across all age groups

A Active and Outdoors, History and Heritage and Food and Drink are the most inspiring images, with some overlap betwes the thr
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A Perceptions
A YSyid A& aSSy Ia I QoSlFdziaTdzZ Q LI I OST NBfFEAY3I ¢ A duity degibed bprdadgpyas N.
WAYUSNBAUGAYIQd wSAA2ylFffe YSyd LISNOSLIIAZ2YA R2 RAT FEadfNdoredukK&hd 2 Sa
nostalgic. The North appears less clear in its identity overall, but deeper investigation may show differences by Vik®r pro
A ¢KS O2dzy iNBAARSKY Il GdzNFf o0Sldzié |yR (GKS @FNRSGe 2 ¥atlielitdgSthatisitde O A
FGGNRAOdzGS Y2&ad 2F0Sy NIGSR OSNB 3JI22R 2NJ SEOSt t Sy (i = turhllerNiforim@rdzildo NI
perform very well, which is of increased significance in the83VID world where the outdoors is more popular than ever
A Immersive Experiences
A Experiences of most interest to visitors overall are those that are different to things done at home, which are uniquthaniicao Kent
A Experiences are important for making memories. Reflecting the two segments most interested in visiting Kent, outdooveerpattences
(river tours, wildlife reserves, walking tours etc.) are popular, as are vineyards, breweries and cideries
A Transport
A Car is the primary transport method, though those coming from London are more likely to use the train. Accessibilitass $@erier among
non-visitors
A Accommodation
A The importance of accommodation in driving destination decisions is strong, particularly among youngecgedpl@ & 2 fmay gecisiok S L
influencer and is a core part of the short break/holiday for over half of travellers. Perhaps again influenced by C@M#{anhecreased interest
in higherend hotels and in selfatering accommodation (rented cottage, camping etc.)
A COVID Impact
A There is still a wariness currently of booking too far in advance for fear of changes to COVID rules and/or access. tblygiendsremains a top
concern for both attractions and accommodation. However, domestic visitor volume uplifG¥iD may not be sustained as {ifrds of those
gK2aS GN)} 9SSt KlIoAdGa KI@FS OKFYy3ISR RdzNAyYy3a / h+xL5 SELISOG (2 NBGdzNY
A Sustainability
A The increasing focus on sustainability provides further opportunities for Kent, as the aspects linked to sustainatpkgpteethink are most
AYLRNIGEFYG 60tSEYST dzyLR2ftfdziSR 6SFOKSax LI NJ] akANBSY arcdved Stréngthsy R |
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Research Objectives

This analysis is based on the quantitative research carried out in Britain, supported by qualitdiypehinnterviews.

Background

Visit Kent is one of 14 partners from France and the UK working together on

9.t 9wL9b/ 92 I -fusdaddytheldteReg Srénde (Channel) England Research Plan

Programme focused on boosting -qféak visitor volume Comprehensiv@rogrammeof research:

Online quantitative survey

Research Reguiremens

A Research awareness, image and perception of Kent and nested destinations as day  Britain 2000 August

trips and overnight holidays choice uSs 750
A Refine audiences, visitor profiles abdhaviour

o o France 750 December
A Captgre d?stlr?atlon S.atI.SfaCtIOI’] | E— 250 2021
A Identify shifts in key findings from the previous wave - =0
erman

A Provide consumer insights which will inform the development of future campaigns, y

products and a yearound visitor offer

T

Inform the development of new experiential tourism products and potential
audiences 10 qualitative indepth interviews in England

A Compare key perceptions of Kent with competitor destinations
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Online quantitative fieldwork Wednesday®3ugustc Friday 9' September 2021

Focus on people who have visited Kent before and/or will visit Kent in future fo
leisure or to visit friends and relatives

Geographic skew towards those living within 3hr drive time of Kent

Quotas set on gender, age and region (excluding Northern Ireland)

2001 valid, completed interviews

10 online depth interviews (Zoom) December 2021
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The sample is in line with population profile for gender and age, along with a good spread of incomes. The geography icvekelge
those within a ¢.23 hour journey time to Kent. As part of tisereeneingprocess, Kent residents could not complete the survey.

7

Male 51%
Female 49%
%
18-24 13%
25-34 16%
3544 19%
4554 17%
55-64 18%
6574 13%
75 or over 4%

Q1: Are you: Base: All respondents (2,001)

North

A 13% East Sussex

0 East 2%
P Northo Yorks&
_West 2% Humber 3%
v J¢
3 EastMids
West 149%
Mids 13% | East 14%
Wales 4% /7
London %
18%
- South
South East 17%
West 11%

Q2: Which of the following age categories do you fall into? Base: All respondents (2,001)

Q3 Which region do you live in? Base: All respondents (2,001)
060 What is vour annual household income? All respondents (2,001)

Prefer not to

0 >£15,000 a
£80,000+ say, 6% year, 12%
year, 6%
£60,00%
£80,000 a,
£25,000 a
year, 20%
£40,00%
£60,000 a
year, 21%
£25,001£40,000
ayear27%

11% Berkshire
12% Buckinghamshire
6% Essex

11% West Sussex
26% Hampshire
2% Isle of Wight
6% Oxfordshire
12% Surrey

10
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Respondent Profile

A strong representation of newhite British in the sample allows us to explore diversity within the results.

E

White - British 1582  79% profile than other ethnicity groups. White - Other [N46% I 64%

White - Other 109 5% There is a greater proportion of women Asian [NSSZIe2% e
Mixed or multiple ethnic . among the Asian and other namhite  Other Ethnicity [EI40%6 T 60%
groups 7 3% ethnicity survey participants.

. . .\ Mal F I
Asian or Asian British 144 7% _ _ m Male mFemale
A greater proportion of ethnic groups other

g:act' éAfr.iCﬁn, CREIEEEN | o 4% than white British live in Southern England/nite - British [T7249% 00850 0 41%
ack Britis 31% of those who are Asian live inthe ~ White - Other [10788% " 50%  17%
. 0 .
Other ettnic group D R Midands. asion S SST
Prefer not to say 26 1% H hnici
Asian participants are the most affluent Other Ethnicity [ /60% . 31%  10%

with 20% having an income of over £60,000.

m 18-34 years m 35 - 54 years m55 years and over

e

m Southern England (inc. Londony Midlands m Over 2hrs drivetime

White - British
White - Other

Asian

Other Ethnicity

m £25,000 or less m £25 - £60,000 = Over £60,000 m Prefer not to say

Q60 What is your annual household income? Base: All respondents (2,001)
Q61 What is your ethnic group? Base: All respondents (2,00Nlote: Ethnicity Groups combined for analysis due to small sample bases 11
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Kent Visits and Intent to Visit

The sample included a good mix of recent andsmtecent visitors as well as some who had never visited Kent before.

Past Future
Vit Visited Visited Definitely | will consider | will definitely
Never before between 2017 since I_\rI]C?Ttvilt visiting Kent in visit Kent in
Visited 2016 & March 2020  March 2020 S future future

Visited Since March 202_- Inte_nt to visit Kent in the fu'_ture Is highest among those who have visited
during the COVID pandemic.
Visited between 2017 and March 202 Those who have not visited Kent before and those who visited 5 or more
years ago are the least sure about visiting in the future.

Visted 2016 or before _ This suggests a communication focus is needed around first time visitors

Not visited to engage and inspire them.

m Will definitely visit Kent in future m Will consider visiting Kent in future

Q5 Which of these statements best describes your experience of visiting Kent in the past, whether for a short leisubeltdayoincluding visiting friends or relatives (day trip or staying for one night or more)? Base: All
respondents (2,001). Q6 Which of these statements best describes your likelihood to visit Kent in the future, whethieoifdesssre trip or holiday including visiting friends or relatives (day trip or staying for one night or more)’
12

Base: All respondents (2,001)
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VisitBritain segmentation, developed originally for inbound visitors, has been included within the survey. Buzzseekdtaranguifa are
most likely to visit Kent in the future.

53%

61%
| will definitely visit
Kent in the future
45%

59%

47%

| will consider
visiting Kent in the
future

60%

Q59 Select which of the two statements in each pair BEST describes 4%
you. There will be a few statements, so we ask you not to think too
long about eaclt just read and answer as quickly as you can. Base: All
respondents (2,001)

Q6¢ Which of these statements best describes your likelihood to visit
Kent in the future, whether for a short leisure trip or holiday including
visiting friends or relatives (day trip or staying for one night or more)?

Base: All respondents (2,001)

VisitBritain Segmentation

Segment Glob_al =i Profile Headlines
Estimate

Buzzseekers

Explorers

Adventurers

Sightseers

Culture Buffs

Base: Visit Britain Segmentation Groups: Adventurers (B3&gseekerés32), Explorers (532), Sightseers (191), Culture Buffs (203)

38%

23%

16%

12%

12%

Younger, 64% aged £84yrs

Free spirited and spontaneous

They like to take holidays full of action and
excitement

Older, 58% aged 55 years+

Content to enjoy holidays at a more relaxed pace
Nature lovers enjoy the outdoors as well as must
see sites

Enjoy embracing local culture

Older, 67% aged 45 years+

Enjoy travelling off the beaten track
Like spending time outdoors in nature
Seek out new experiences

Older, 57% are aged 55 years+

Like to stay within their comfort zone
Prefer cities to countryside

Seek sensible, wetllanned trips

Average age 37 years

Image and brand conscious
Travelling is often a status symbol
Like welknown and safe destinations

Source:lnbound Tourism Toolkit | VisitBritaiWisitEngland

13


https://www.visitbritain.org/business-advice/attract-international-visitors/inbound-toolkit-0

Qualitative Participants

The 10 qualitative wilepth interviews were designed to explore topics of interest identified in the quantitative analysis.
The sample was designed to focus on audiences of most interest.

3 x London
3 x Midlands
4 x South

5 x 25¢ 34 years
4 x 35¢ 54 years

1 x 55 years and ove

3 xBuzzseekers
2 x Adventurers
2 X Culture Buffs

3 x Explorers

VISIT KENT

GARDEN ¢ ENGLAND
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EXPERIENCE
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. =

Visited Kent before When visited Kent Seasonality (past visits) Duration (last visit)

8 x Yes
2 X No

6 X Since March 2020
5 x Between 2018 & March 2020
2 X Before 2018
(multiple visits)

1 x Januaryg March
2 x Aprilg June
7 x Julyg September
3 x October December

5 x 1¢ 3 nights
4 x 4¢ 7 nights
1 x More than 7 nights

Accommodation (past visits) Visit Group (past visits) Intent to visit Kent

2 x 4/5 Star hotel
4 x 3 Star hotel
1 x Glamping
3 x Camping/Holiday Park
1 x Airbnb
2 x Rented cottage

3 x Partner/Other adults
4 x Children under 10 years
3 x Children 1@ 16 years

2 x Already booked
3 x Seriously researched
4 x Considering Kent

1 x Not intending to return to Kent | »

14
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Kent is quite well known as a leisure destination, on par with Devon and ahead of the other three competitor countie$&asiézl aged

over 55 and living more than two hours drivetime are the least familiar with Kent as a destination for leisure tripsaysholid

m | know the county extremely well  m | know the county quite well m | know Kent extremely well m | know Kent quite well
m | know a little about the county mL R2y Qi 1y2¢ (KS = | know a little about Kent EL R2yQl (1y2¢6 Y

Ul 15% 31% 42% 12% Female 44% 16%

Male 40% 9%
Norfolk 13% 26% 41% 19%

18-34 34% 14%
Lincolnshire Fael kel 42% 29% 35-54 42% 13%
55+ 50% 10%
Hampshire SHELZ) 24% 42% 23%
{2dzi KSNYy 9y 3 38% 9%
Devon 16% 3504 38% 10% Over 2hrs drivetime 45% 17%

Adventurers
Buzzseekers 2006 NS60 e EA
Explorers
Sightseers
Culture Buffs

Q16b How familiar are you with each of these destinations for leisure trips or holidays? Base: All respondents (2,001) 16
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Familiarity

Awareness of places within Kent is quite limited. Dover and Canterbury are the most visited/well known.
Many destinations have not been heard of by more than one in four respondents including the Kent Downs AONB.

Dover 46% 18% 31% A
Canterbury 37% 20% 35% 8%

Margate

Folkestone 30% 16% 42% 13%
Tunbridge Wells 27% 17% 43% 13%

Dartford 27% 16% 45% 12% = Have visited
Maidstone 27% 16% 45% 11% before
Ramsgate 24% 15% 47% 14%

Ashford 22% 14% 45% 18%
Sevenoaks 21% 17% 46% 17%
Whitstable 19% 17% 43% 21% m Know quite a lot
Rochester 19% 16% 51% 15% about, but have
Kent Downs AONB 19% 15% 34% 33% never been there
Tonbridge 18% 16% 42% 23%

Chatham 18% 15% 45% 22% m Aware of, but
Herne Bay 18% 15% 38% 29% know little about
Gravesend 17% 15% 51% 17%

Broadstairs 17% 14% 43% 26%
Deal 16% 14% 37% 32% m Not heard of
Romney Marsh 15% 15% 39% 32%
Sandwich 15% 15% 46% 24%
Medway 15% 13% 42% 30%
Hythe 15% 12% 38% 34%
Isle of Sheppey 14% 15% 49% 22%
Faversham 13% 14% 49% 24%
Thanet 12% 13% 41% 34%
Tenterden 11% 12% 28% 49%

Q34 Which of the following places in Kent are you aware of and/or have visited? Base: All respondents (2,001) 17
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Awareness of Dartford, Gravesend and Sevenoaks has increased relatively from the previous research, while Hythe, Tehterde
Broadstairs are relatively less wkhown now compared to other places in Kent.

Dover 1 2 1 Chatham

Canterbury 2 1 -1 Herne Bay 16 17 1
Margate 3 4 1 Gravesend 17 25 n
Folkestone 4 3 -1 Broadstairs 18 13
Tunbridge Wells 5 6 1 Deal 19 19 0
Dartford 6 15 @ Romney Marsh 20 20 0
Maidstone 7 8 ! Sandwich 21 18 -3
Ramsgate 8 -3 Medway 22 23 1
Ashford 9 11 2 Hythe 23 12 11
Sev.enoaks 10 e @ Isle of Sheppey 24 N/A N/A
Whitstable 11 10 -1 Faversham o5 21 4
Rochester 12 9 -3

Kent Downs Area of Outstanding 13 N/A N/A Thanet 2 24 =
Natural Beauty (AONB) Tenterden 27 22

H
N
\l
1
H

Tonbridge

Q34 Which of the following places in Kent are you aware of and/or have visited?

Base: All respondents (2,001) 18
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Visitors during the COVID pandemic and in the years before were younger than those \

2800 visited longer ago. The considerable skew to younger people during COVID is likely to
0

. ; reflect travel restrictions and the greater level of concern through the pandemic among
28% 25% 24% 6965726% older people. The age profile of those who have not visited Kent is evenly distributed.
19% 130 Future intent to visit Kent is fairly evenly distributed across all age groups
11%
II Recent visitors are more likely to have been from the South of England, driven primarily

visitors from London. This may well reflect the COVID travel restrictions in place.
Visited since Visited between Visited 2016 or  Not visited Those who have not visited Kent are typically from the Midlands and beyond.
March 2020 2017 and March  before Future intent is higher among those who are closer to Kent, particularly among those
2020 living in London.
m 18-34 yrs m 35-54 yrs m 55 yrs or over

32% 34950%
25% 26987%  26%4096% . -
16% 7‘V
o R
- . . . . Southern Midlands Over 2hrs
Visited since Visited between Visited 2016 or  Not visited o
March 2020 2017 and March before 18 - 34 years 35 - 54 years 55 years and England (.up to drivetime
over 2hr drivetime)
2020
m Southern England (up to 2hr drivetime) m | will consider visiting Kent in the future m | will consider visiting Kent in the future
m Midlands m | will definitely visit Kent in the future = | will definitely visit Kent in the future

= Over 2hrs drivetime

Q5 Which of these statements best describes your experience of visiting Kent in the past, whether for a short leisunelidgyoincluding visiting friends or relatives (day trip or staying for one night or mQ®&g2Vhich of these
statements best describes your likelihood to visit Kent in the future, whether for a short leisure trip or holiday inelstimg friends or relatives (day trip or staying for one night or more)? Base: All respondents (2,001) 20
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The majority of last leisure visits to Kent were either day trips or short breaks of a couple of nights. Almost half (d@%6) Ining within a

two hour drivetime of Kent came just for the day.

Short break (1-3 nights)_ 42%
Medium break (4-7 nights)- 16%
N

Long holiday (more than 7
nights)

. 47%
Day trip

37%
Short break (1-3 nights)
50%

Medium break (4-7 nights) = Up to 2hr drivetime

22%

m OQver 2hrs drivetime

Long holiday (more than 7. 3%

Q14 How would you describe your last/latest leisure visit to Kent? Base: All who have visited Kent (1,470), Up to 2 (B0&}ti over 2hrs drivetime (320) 21
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Visitor group composition changes a little between short, medium and long stays.

Day Trip Short Break Medium/Longer Break

Last visit to Kent* (1-3 nights) (4 nights or more)

The longer the last stay in Kent, the

more likely the visitor group was to

include children.

n
n

* Note: percentages sum to slightly above A
100% where people have children both up
to and over 12 years in their group

Future visit to Kent

(Based on those quite or very likely to stay [/ Visits to Kent Day Trip Short Break Medium Break Long Break
for this length of time) (1-4 nights) (4¢ 7 nights) | (8 nights or more)

A similar picture is seen for likely

future trips to Kent, with young Younger children (A2 years) 26% 25% 28% 32%

children in particular, more likely to  QOlder children (12 years+) 15% 14% 15% 18%

be in the visitor group on longer

breaks. Alone/couple 44% 46% 43% 41%
Adult group 21% 19% 20% 16%

Q14 How would you describe your last/latest leisure visit to Kent? Base: All who have visited Kent (1,470), Day Thpr35&alS(619) Medium / Longer Break (292) 22
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Summer dominates, but a third would visit in Spring or Autumn. Price and quietness drive reasons for visit in term time.

There is a slight skew towards summer visits among those

} It is quieter with fewer other tourists
coming from London.

51%

It is a cheaper time to visit 49%

Those more likely to come in shoulder seasons are those aged
55 and over. Adventurers, Sightseers and Explorers are also

more likely to consider ofpeak visits to Kent. Itis a better time for me Weather""’ise_ 21%
For a specific event (e.g. a festival, religio_ 20%
event, Christmas market, New Year) 0
. It is a good time to explore indoor attraction_ 18%
Winter: December, January 9% (e.g. museums, art galleries) 0
February s 1 -
is for a specific persona

anniversary/celebration
Autumn: September, October, 34%
November It is more authentic (e.g. roaring fires in pub 12%
For the seasonal wildlife sighting opportunitie
None of these - 7%
Spring: March, April, May- 34%

For another reason I 1%

Q48 At what time(s) of year would you be most likely to visit Kent in the future? Base: Will definitely visit / congidgrisit in the future (1,989)
Q50 Which, if any, of these reasons would encourage you to visit Kent outside of the summer &asenWill definitely visit / consider visiting Kent in the future (1,989)
24



Summer vs OfPeak Visitors
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Those with schoehge children have to take trips during the
school holidays. It is an unavoidable situation, that can lead
to frustration around prices.

Several of the participants in the qualitative research talked
about prices increasing in the school holidays.

= Mainly/only during
school holidays

= Mainly/only outside
of school holidays

= Don't know

Q49 Would you plan to visit Kent during the school holidays or not?

GF1Ay3 AY

the school holidays, they just whack their prices up
Family with older children

4 N

Whitstable is definitely somewhere that | would like to do a longer
ONBIF1 (2 odzi AGQa 2dzad a2 SEL
time, school holiday time, are pretty astronomical

Family with schoeage children

o %
/AAGQa 2dzald a2 SELISYyaAgsS G2 32\
YSSR F2NJdza G2z LQY y20G F 4GSt
2T NRPtS SAUKSNI a2 GKSNBQa y2
2T GAYS&A NBI f f 2-wise2ANe usedit@gd onhalitky
Ay a2Nli 2F alé& G4AYS IyR (KSy

< O
S R
‘@) w0 W

=

Family with preschool children/

™ D Z R

C:
W=-+H =
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Winter and Summer visitors are more positive than those who visited Kent in the shoulder seasons. Summer visitorearera lgdsitive
in the way they describe Kent. However, there is considerable overlap between peak qedloffisitors.

Overall Experience
(1: Not good at alt 10: Excellent)

Spring: March, April, May

Summer: June, July, Augu

Autumn: September, October, Novemb

Winter: December, January, Februa

ml-6m7-8m9-10

m Summer Visitors m Off-Peak Visitors

35%

Breath-taking

28%

- 54%
Lush countryside °

: » 40%
Vibrant and exciting °

0
Stylish 39%

0,
Out of the ordinary 24%

54%

Warm and welcoming %
0

31%

Hidden gem
%

58%
%

Beautiful

54

Note: chart shows those attributes where the difference between the
views of summer vs offeak visitors are the largest

SP..\

26



VISIT KENT interreg H
France ( 12wl ) England

GARDEN_.;/ENGLAND EXPERIENCE

Rogonsi Beveioprent Fune

Summer vs OfPeak Visitors

If attractions and hospitality businesses closep®ak,theimpact on visitor experience and perceptions of Kent can be negative.

Feedback from the qualitative research contrasts with the quantitative
results, with concerns from some visitors around the lack of places open in / \
the off-peak seasons. This may have been amplified by the COVID situation, There was nothing open, like there was nowhere to get

but has led to some negativity among-piak visitors and illustrates the chips, nothing kind of seasige Now, it was migveek and it
risk closed businesses pose to perceptions of Kent, even when those wasoffa S a2y> a2 YlI&oS GKIGQal ¢
closures were perhaps atypical. SELINRSYOSR (KIG 08F2NB ¢K|Sy

ended up having to hop on a bus to the end of the line, to
get the train back, because there was nothing to do, we were
stuck there. Until the train came back

Family with young children (During COVID pand?'

O
N—’

A lot of places we went to just felt derelict. There just
gl ayQi NBlFfte FyeldKAYy3a I2Ay3T 2V

Family with young children (During COVID pandemic)

GKS 06SIFOK gl a akKdzio Ly |
I §dzNRIFIe FyR {dzyRIF&>x 0SOlIdzasS GKI {|Q

Family with older children (During COVID pandemic)
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Overall Experience & Recommendation

A third of people rate their experience of Kent very positively and a quarter would definitely recommend Kent. Theserstatsrahan

Lincolnshire and Hampshire and similar to Norfolk. Scores for Devon are considerably higher.

Overall Experience Recommendation Net Promotor Score

(1: Not good at akt 10: Excellent) (0: Not at all likely 10: Very likely)
Mean NP

ml-6m7-83m9-10 m Detractor (0 - 6) m Passive (7 - 8) m Promotor (9 - 10)

Q19 Thinking back to your most recent trip to each of these places, how would you rate your experience overall? Badeaadl vidited county for a leisure trip or holiday; Kent (1,470), Devon (1,459),
Hampshire (1,040), Lincolnshire (967), Norfolk (1,197).

Q20 And how likely is it that you would recommend a holiday or short trip to each of these places to a friend or collasgyusiPrBspondents (2001) Notes: NPS is calculated by % promoters minus %
detractors 29
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The longer visitors stay, the more positive they are about their experience and the more likely they are to recommenti&epeople are

more positive about their visit and are more likely than young people to recommend Kent.

Overall Experience
(1: Not good at alf 10: Excellent)

18 - 34 years
35 - 54 years

55 years and over

Day Visits

Short Breaks

Longer Stays

ml-6m7-8m9-10

Recommendation
(O: Not at all likely; 10: Very likely)

18 - 34 years
35 - 54 years

55 years & over

Day Visits
Short Breaks

Longer Stays

m Detractor (0 - 6) m Passive (7 - 8) m Promotor (9 - 10)

Q19 Thinking back to your most recent trip to Kent, how would you rate your experience overall? Base: all who haventiited Késure trip or holiday (1,470)
Q20 And how likely is it that you would recommend a holiday or short trip to Kent to a friend or colleague?
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There is a slight polarising of views among those who visited during the COVID period, with slightly more detractors @odspitam

among those who visited 20k/March 2020. Those who have not visited are, as would be expected, much less likely to recoremten

m Detrator m Passive m Promoter

Visited Kent since March 202

Visited 2017 - March 202

Visited before 2017 (2021 researc

Visited Kent 2012 - 2017 (previous research) 17% 38%

Not Visited Kent

Q20 And how likely is it that you would recommend a holiday or short trip to Kent to a friend or colleague? Base: Alergsi20d1)

NPS

* Previous research was
carried out with a different
sample that included people
on the Visit Kent database,
which is likely to have led to a
more positive skew
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Opinion/Expectations

Perceived Strengths Visitors vs NorVisitors
A The attributes that Kent scores best on A The overall opinions of Kent masks some important differences between those who have visited (recent
reflect the breadth of the offer the and those who have not visited Kent before (or did so long ago).
reg|on.has. A, .rankmg oyl s e A Attributes for which the perceptions of Kent are broadly similar across recent visitors and those who hay
A History and heritage not visited before are:
A Quality of the natural A The quality of the natural environment

environment

A Range of attractions (also Things
to do all year round and Range of

A The range of attractions and things to do
A The quality of accommodation options

A Quality of food and drink A In contrast, there are a number of aspects where the perceptions of those who have not visited or visite
A The variety of strengths Kent has are more than 5 years ago dlffer greatly from those who have visited recently:
then reflected in the high ratings for A Range of outdoor activities
Something for everyone and Things to A Ease of getting around Kent
do all year round. A Ease of getting to Kent
A These strengths clearly demonstrate A Quality of Customer Service
the strength of the Kent offer and the A Experiences that do not harm the environment

opportunities to attract diverse

audiences all year round. Whilst accessibility will be impacted by nuisitors typically living further away, this highlights the need

to continue to communicate around accessibility. Immersive experiences are important in building a

A However, they also perhaps illustrate stronger reputation around activities available in Kent.
the challenge around clarity of
identity. Other destinations may have
a more focused reputation that can be
easier to communicate (though also
has the downside of not appealing to
everyone).

A Those who visited Kent recently (since March 2020) are more positive than those who came before CO
(2017¢ March 2020). The only aspect where that trend is reversed is quality of accommaodation, reflectir
the challenge that providers had during COVID. Quality of food and drink and the range of attractions s
similarly before and during COVID, again reflecting limited choices and restricted experiences through t
COVID pandemic.
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Opinion/Expectations

Perceived strengths of Kent reflect the breadth of offer the region has with history and heritage, natural environmere amdjéhof
attractions rated highly.

Many_ of these _attributes m Excellentm Very Goods Good m Fairm Poor - Not Applicable
were included in the 2018 Its history and heritage (famous buildings, castles, monume SIS S228% i ez v
research. Overall the . .

. . . The quality of the natural environmen {6 s e
profile remains quite Something for everyone /330G R 3296 T
similar in terms of areas of The range of attractions and things to d S EEs S 2ys ] <%
SUEE el Ut Uikl The quality of food & drink IS4G S 39 0 5%
might be improved. Things to see and do all year roun ST/ SNGS TSN GG ESTA 4%

. Having a good range of outdoor activiticSllETAZ IS 3/N e e 5%
cluluEl EEiiliEs s Being welcoming and friend!y BT/ S 20G M 330 O £
SuEHing ) Clstnelie, The quality of accommodation option T SAYs I 3360 7%
authentic experience have Offering a distinctive, authentic experienc SIS ez e -2
slipped back a little from  the opportunities for cultural activities (museums, galleries, arts, otHEREZ S 233 e 5%
2018. The availability of information about Kent before you get the BN 2 e Nooean -2

Having beautiful beacheSEEEZENNS006M N 81%  NIsvamN 52
Range of outdoor activities, The availability of individual/independent local shoiSIFEZINE s e %
the welcome and quality of ¢KS F@EAtEoAEAGE 2F Ay T2 NI ERZINIS S0 SIS RN 5% ( K
food and drink have C2dzZNRAY KSf LA AYLINRGZS | YSYA(AS:aESZREEENOZNASann 23820 izoem o% ) dzy
improved from 2018. The ease of getting around the destinatio IS s s «
The shopping opportunities IEZZEINNS0N 2% nsem 8%
The ease of getting to the destinatio il 2SS 0% s -
Note: chart ordered on net: Experiences that do not harm the environmerlllZZNNN287% N sse T eam. 9%
Excellent + very good Quality of Customer ServicdlFEZIININ200gse e 1%
Q37 Based on your knowledge or expectations, The immersive experiences you can take partjiif eIz sie s 10%
please rate Kent on each of the following attributes? Its overall value for money IR N2 806 a4 o

Base: all respondents (2,001)
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Opinion/Expectations

History and heritage and the natural environment are vkelbwn both by visitors and newisitors. The blggest gaps between pfprnon and

NEFtAGe FINB Ay Sras$ 2F 3SGiAay3a G2 YSyidszr SELISNASYyOSa

— \/isited since March 2020 —— Visited between 2017 and March 2020 —— Visited 2016 or before —— Not visited

4 ) X o o 2 ) < 2 N 2 ) X .
6&\@,‘9‘ & & @Q’Q RO q}\é" q}\&* K xob 'z}“‘oo &S %‘oo & & & & & O&A & ¢ @60 'b*&\o
> < S & < X 8 S & N i N O R * o < N ]
< & @ S v < 2 R > & & & o S X o @ S S < & o e
o e »? & R o0 & S & & & R R & & = o & S g & NG
&S S S O S o 3 X D S S ) O N & & & e R S <
S d < & S > e 9 S e < 3 N N S R 2 N
O % O N $ S & S & Q S & o ' @ R &S BN e
S & S @ RS B2 N & ) > & i X o @ < & N
Q QO 9 N D 8 <& 5 & S 0 <9 QS & 9 > N 3 X >
o & N 3 AN & Q o N S & &% % W <& > < °
NS o & Q N C Q O 3 > & & S S o < R < )
O & < 2 0\? > < < be X < > N XN RN ¢ [) Y K2 Q S
o 2 . . O > s &© L X 2
& T ® &S & ~\<‘°"$ N & R T S & o@\ & «‘0@6 & 4;&°°
X > .
. \?’Qg’ OOOOb 'Z§\' 3 (\02\' * < : 4\60 QIOK ‘\@ 6\5\0 fb“’eo 'z}.“\o 'b’\d ® 'bé& \.60 +Q®
N N S G & & o & N X9 e 3 e
& 2 N N S & & 2 > 2 & & > N & &
6\(\ \\\Q /\‘(\z 0\)\& OK\ eﬂlb > ) \Qoo ~N é\o «\QQ; ‘\((\'b QKO (,Q"‘) é)\\\
? 2 < Q & ) & O 0 & S <&
& NS S0 & N o < R \Qa\ & &
S X4 AR N [¢)
N & & » & N K E
NS {\9 Q,’b 'b§ A R
Qo < & '§§b o"ﬂ
Q37 Based on your knowledge or expectations,, o ¥ e??‘ A
please rate Kent on each of the following attribtes? )

Base: all respondents (2001) 34
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Sources of Information GARDENS/ ENGLAND  comniis

Online sources are vital for potential visitors seeking out information, with the top 5 sources all online.

The importance of reviews and recommendations is also evident.

General oniine search I 5o

Visit review websites (e.g. TripAdvisor, Booking.com, Expedig) i 39%
ShEAG 1 vSyQ RSAGAYE0r2y [ESORABSIESOSGNEEES 2 Sy oBRYEw sites are used by more
. . y .. - ) people than official destination
£AAAG 0KS aLSOATAO | G0N 002 (ENESORMNSEMBISRIT | 0121 ogkinction websies
1 FNASYRa yR FrYAtea 72N NS GENNEIRINNENER 23a SyRa | yR Tl YA
Look through destination brochures and leafle S ENEEIEG 20% Despite the dominance of online
. . , \ channels, the value of leaflets and
Use a specific attraction app (e.g. Leeds Castle, Canterbury City GUIdE)IN 19% brochures is evident, presumably

Look for recommendations on social medidiN 18% among people already in the area,
where the tourist office is also a

Visit the Tourist Office [N 179 : :
Lo ’  source of information.

QX

Use a travel guidebook| I 16% These channels are potentially
Use a travel guide or tour operator app (e.g. Explore KNG 15% helpful in Increasing .
spend/extending stays/driving
Visit an online travel agent N 12% repeat visits among visitors
Read an article in a magazine or newspapEig 11% already in the area.

Opinions of bloggers and influencer SN 9%
Used to live in Kent so already have knowledge of the a Sl 9%

other J| 1%

None of these [Jlll 5% _

Q42. If you were planning a future visit to Kent, which of these resources would you be likely to use to plan your visit? 36
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People use a variety of sources to inform their holiday choices, using review sites such as Trip Advisor, Instagraoggerstanial official

as

az2dz2NDSaod

2T NBOASga

Ad WYal ggeQrx asSSiAy3a 2dz

LQY | oAl 2F | LI FYYySNE a2z L)
before we even sometimes make the booking because | want tq
know exactly what there is there to do and are those things
actually like decent, are they good reviews for them

\_ Family with young children /
PK202a& YR NBGZASsa | NB LJN\BOI\1
Fdd {2 AF L FTAYR a2YSGKSNB i
I gL AflFoftS F2NJ GKS RIFIGSa GKI G
GKIFGQa 1)\3“? 2F OGAO1TAYy3 it G
GKS LK2G2a (2 4SS R2S3a A0 f2
GSNXYa 2F tA1ST 6S R2y Qi YAYR
fashioned. | think for us the reviews have to be about the
cleanliness

k Adult grow

| read the reviews, and | will read like hundreds of them

Family with young childre

*&w—hs

)Qf/tl uset Téip A%visoroye{zj1 f? 8 K\ \? Soris use8 extenswefy obwous%y f-]’ar(Eicl}IJ%rlly‘]if
AY | K2u§t ® ho@PAzdzate Al R2SayQi NBI
NEGASsa 2y (GKSYS L Fftglrea NBIFIR NBJAS
GKSNBE Fa ¢Sttt F2NI NBalldzNFydia 2N gK
every time | do anything really

Family with children
o ) /

o0 f & s‘ﬁﬁ%\gAaﬁﬁéu,uK}yaﬁ LOff 221

K '*/li I% i dcg‘ s%ars{t; et ar% (il Bt i, Wheffidr ¥ 8k 2 1on ora

gs%o_ (’f 3{& aBe ’ dhgu inera in?n;% ad ‘B‘t@:ﬁt J ﬁgblé do

T i A Byngya

CLEPLEY K%Vﬂ LR S ?A?% 350 Bt R
\_ Family with young childre

TripAdvisor, most of the time. | use a lot of the visuals, so on the websites and\
things, like I like to see what the playground is like, and what the pool is like. Eve
just Instagramlf you put in the hashtags into Instagram, then you can see the loc:
area, so | would havimstagrammedhe local beach, and things like that

;

q 2

N
Al

Family with young childrw

\_

37



VISIT KENT iiterreg [

France ( $hane!) England

Importance of Decision Influencers GARDEN ENGLAND

Suitable accommodation is the highest ranked decision influencer followed by the choice of things to do.

Suitable accommodation is the most important item impacting the decision to take a holiday in Kent, with
30% ranking ittand almost half ranking itsor 29,

Percentage ranking item: ml m2 m3 m4 m5 m6 m7/

vonel lariies U OPCIENES DENO0SE o 2oz 2w [0 evih
from °

Q41 Below are a number of items that might impact your decision to take a holiday in Kent. Please put them in
the order you would consider them, with the aspect you would decide on first at the top of the list.
Base: All respondents; 1,989 38
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Feedback from the qualitative research adds insight into the decisi@king process and illustrates the variation in how défermpeople

reach their holiday and activity planning decisions, both before and during the trip.

Planning in advance and making use of reviews and online channels.

Spontaneity is important for some and this is often wherelioi
channels (in destination) come to the fore.

Loy GSNE YdOK F  LX I VY SNJ I-yF“e\L gAftf NBASIANDK gKIO1Qa Ay 0KS T NBL P ! YR
the other thing as well, with Instagram, sometimes you can find /Veh:m we arrive somewhere, have a quick |0;-,k&\
mummy bloggers that will do a whole piece on a certain thing ir I N2dzy R 6KSNbB ©¢SQNb aul eAy3az
theareaay R LQf f dzaS GKSY® tou,rist office, pick up afew Ieafle,ts1 find oyt a pit of A
\ Familywithyoungchildrep augdzA¥ AT 65 KIGSyQu R2y|lS Y
Fftolea tA1S U2 R2 U0UKS NbasStk
YyAOS (G2 32 GKSNB FyR 0609 alLkr
/we just did a bit of research in terms of looking at the reviews a\nd gfffiié\ yda ezd R2yQu lyz2o dytsa
stuff like that and then we did that and then after that it was like
G2K> 211Fe FAYSTZ 4SQONB 3F2Ay3 GKSNB&¢ I yR é@@@'ﬁ?Iyéilto@ﬁ'stérﬁdﬁﬁdba-ééntréi%rg,K A
and that was it really YStya (2 YS (KS2QNB GKAY1AY
\_ Adult Group (KS&@QNB LINPdzR 2F G(GKS | NBF =
they want to help people experience it and enjoy
gKIFEGQa 2y 2FFSNP ¢KSNBQaA a2z
) o o to help people )
L Attt 221 Fa I LIXIFIOS YR UKAY1Z a2K tA1S UKIUOZE 2y U

group WhatsApp, anfmy brother]will look into it further
Adult Group

'y R Lz A
Family with disabilities
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Despite the impact of COVID making some people wary of booking too far in advance, the research andndakisgprocess igib

done over a longer period of time for most.

[Last visit to Kent] was a planned one,
LOR 06221SR A0Z L
three months ahead

Family with older children

| love itinerary planning, I love it. | take
pride in creating the perfect trip
Couple no children

/Probably between 12 and 9 montﬂjlsefore] the research starts probably about then in terms of finding )
> QOS2 59SPhP8S gSs2NAIAYHEE @S 6S GSNBY QU YSHy

anterbury, but we then found this other hotel which provided parking as well, so we were like actually {
was going to be easier for all of us.

CI
hat

\_ Adult Group/

GSQNB t221Ay3a y2¢ G2 0221 F2NI ! LINR{

(48 0221 YHAy K2fARI&a &2 0 |ﬁ‘3;”us ous %‘5 ruy%\é' /gwasaa%%%”é?éﬁ;t\t :i‘ge \
0dzi URSYy fA]lSz L R2yQu 1y2p2 holldays and'things i ke we hafe S celona orafew nlghts And a
something, we just like to have a bit of an explore, a bit mote .
impulsive to sort of juggle it around' and prices -NASGe 27 g KA yEI a

Family with young childre as well. In the school holidays, we do )\ t t X L t221SR I
- find that it pretty much doubles, so for Barcelona was just horrendous.
we always try and find the cheapest YR L ¢la tA1S:E v
_ option because some weeks are {22 6S OlyoOStftSR®

Iwould_propably say between two and eight weeks or cheaper than others StasSxXsKIi OLy 685
something like thafto book] Family with younger children a2YSOKAY3I | fAdGCE

Family with disabilities

%

\;mily with older childre

I YR Wdzy S y|St
Family with younger and older childre
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Natural elements (countryside and beaches) are the most common motivators to visit Kent.

Countryside and natural beauty T 40% _ . .
Beaches and seaside I 35% Core motivators cover the main elements of Kentriety

A variety of places to visit I 32% through countryside, beaches and cultural attractions.

Cultural attractions (historic buildings, famous sightS)ie 29%
Easy to travel to get there I 22%

A mix of old and new INEEE—————_ 21% Ease of access and ease of getting around are relevant
Value for money cost of staying ther R 21% supporting messages, particularly when marketing to
Easy to get around I 20% people from outside of the South East.

Sampling the local food and drinkKE  19%
Accommodation (variety and quality) e 17%
Easy to plan and organise s 17%
Good deals (on travel, holiday package et¢)immmn 16%
Climate/weather FIN 15%
Possibility of visiting family and friend SN 15%
Wide range of holiday activitiesHme 15%
Unique experiences availablémms 14%
Never been before and wanted to go somewhere nelN 14%
Festivals (Canterbury Festival, Soul Festival efCH)im 13%
Vibrant cities [N 12%
Meeting the local people I 8%
Security and safety I 7%
Contemporary culture (music, films, art etc JlEEE 7%
Watching or playing sport Il 5%
Visit a film or TV location llll 5%
For business/work Il 3%

These elements do not motivate visits to Kent and are
therefore not likely to be relevant to communicate.

Q51 And which of the following are reasons why you would choose to visit Kent? Base: Will definitely visit / consideierisitinthe future (1,989) 41
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Reasons to visit Kent GARDENy/ ENGLAND o

SP..\

Natural elements (countryside and beaches) are the most common motivators to visit Kent despite recency of visit.

50% —— Visited since March 2020

45% - \/isited between 2017 and March 2020
40% - \/isited 2016 or before

35% - Not visited

30%

25% V7.
% AN\ A\
20% — == /2 A‘

15% N\F~ \V AN

% v N/ \
10% \

0
5% S
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Q51 And which of the following are reasons why you would choose to visit Kent?
Base: Will definitely visit / consider visiting Kent in the future (1,989), Visited since March 2020 (377), Visited bétwesrd March 2020 (573), Visited 2016 or before (573), Not visited (531) 42
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Reasons to visit Kent

You could ejther doa
Coastal break or You could

doa countryside break, or
You could do both, means

that it’s quite a versatijle
county to visjt

Family, young children

~
~eo
S
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S~
S~
S

W
~<
~<
~<
~<
e

There’s some quite ni

like Tunbridge Wells. It’s quaint

and a bit midd|e class and nice

and quite a nijce place, clean.
Then there’s also the

SRSy countryside and stuff like that.

_________________________ There’s scenery that’s lovely,
There’s also, which | have more

of an interest in, the coasta|
towns

ce towns

POST,

Family with disabilities ‘

aesthetic, those S
buildings and it lo
quaint, really quit

ort of origing| Style
Oks really quite
€ pretty

Family, young children

N
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Barriers to visiting Kent

I NNASNR (2 @GAaAOAY3I YSYOd lYz2y3d GK2aS gK2 KIF @S y S oBohpoddisy o

communicate the Kent offer to inspire current rejecters.

Barriers to visiting

There are other places | want to go to mor- 23%

It would take too long to get there [N 16% Given the range of things that Kent is
positively perceived for, the main barrier to
0
| would prefer to go somewhere closer to hom- 12% visiting is a lack of strong motivation to travel

to Kent. Many will live a long distance away

YR 0StAS@GS Al wy2i 62N
equally it demonstrates the value in strong
messaging of the Kent offer, its uniqueness

| would prefer to go to a cheaper plac' 5% and compelling reasons to visit.

L FS8SSt dkKFiG L KIS afSsy SOSNEUKAY3I (K

A 7

L RARYy QU NBlItte SyeRa Ad tlhad GAyYS L

Note: only 12 respondents (1%) said
they had visited Kent before, but Other I 4%

would never visit again

| don't know anything about Kent- 11%

| would prefer to go abroad- 10%

Q7 Why would you not consider visiting Kent for a short leisure trip or holiday in the future?
Base: 387 Never visited Kent before and not intending to visit in future
44



Reasons not to visit Kent

Nobody could €ven so much as open a
packet withouyt being attacked by
seagulls. And | mean, properly
attacked

FOR ADDRESss ONLY

Family, young children

YOu get the perception of Kent as
being two halves... you've got the
more Home Counties side... and the
more industrial-y side

Family, older children
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-o---;--------------------------------

VISIT KENT

France (
EXPERI

Euwopesn Regionsl

GARDEN ¢ ENGLAND

POSTCARD

inalot
There's a lot of poverty ina

ns in Kent.
e coastal tow ,
R look at the stuff tha.t S
- r the years with
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Barriers to longer visits to Kent are often beyond the direct influence of Visit Kent, though there is a potential oppartwmt deals that

give extra nights accommodation enabling the visitor to stay longer and increase spend on experiences, food and drink etc

Barriers to staying longer on last visit

Didn't need to stay any longe i I 43%  Barriers to not intending to stay longer

Couldn't get more time off work 25%
g - ’ Don't think I'd want to stay any_ 3204
It was just a day trip for one specific_ longer
23%

place/attraction/activity Personal reasons (time off work
other commitments etc.)

Can't afford to stay Ionger_ 25%

Couldn't afford to stay Ionger. 10%

This visit was part of a longer holida

0,
that included other places in Englan 8% Visit part of a longer holiday -
. . . 16%
Couldn't find available accomodatior. 6% including other places in Englan
Not enough to see and do t 0
Couldn't find aff_ordable . 6% justify staying longer 0- 13%
N accomodation The visit to Kent would be en - 9t
The visit to Kent was en route to ol 504 route to, or from, a visit to Europe 0
from a visit to Europe

Don't think I'll be able to find - 8%

Not enough to see and do to justif;l 3% suitable accommodation

staying longer
Other - 8%
Other I 2%

Q15 Why did you not stay longer on your last/latest visit? Base: 1177 whose last visit to Kent was a day trip or shidrBhbiggits)
Q39 Why would you not stay longer on a visit to Kent? Base: 327 who will be likely visit Kent for a day trip or shdrt3mesgtks) in future
Q40 What, if anything, would make you plan a longer stay in Kent? Base: 327 who will likely visit Kent for a day ttipreagh@3 nights) in future

The potential for experiences to drive
longer stays is evident, along with
calendarised events/ festivals that
can extend visits.

Triggers to staying longer

Good holiday deal - 60%
Specific holiday
experience (learning, - 32%
food & drink, wellbeing)
Specific event or festival 0
taking place - 29%
More choice of
0,
accommodation . 18%

Other I 7%
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Inspiration to Visit Kent

Active and Outdoors Food and Drink History and Heritage

Within the research, respondents
were shown sets of images and
asked which would really inspire
them to visit Kent.

The choices reflect what is seen
elsewhere in terms of the breadth of
assets that Kent is known for.

It also illustrates the type of imagery
that interests potential visitors.

There is overlap in who is inspired by
each set of images and the deep
dive section contains further insight
into the appeal of each theme.

Q35 Below are sets of images that depict different types of themes and experiences that people might experience onkawvisitdovhat extent does each set inspire you to want to visit Kent? Base: All respondents (2,00&},
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O2YSa FTNRY GKS |OUAQOSk2dziR22NAS 6KAES F22
Wellbeing remains a niche concept as a holiday activity.

Food and Drink History and Heritage

= Really inspires me to visit
Kent

= Inspires me a little

= Doesn't really appeal to me

= Puts me off visiting Kent

Arts and Culture

Q35 Below are sets of images that depict different types of themes and experiences that people might experience onkavisitdovhat extent does each set inspire you to want to visit Kent? Base: All respondents (2,00138
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Word Associations with Kent
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welcﬂmmg @ .wr:;tﬁn I ﬁ‘fé-orelax . &‘% '{%
e\ a* cat cETTffs '
b none:_ c’@gc leeaCh famil d'as't:b“i'i--ett'y
'- fresh frut @ d
gardens hDUSES dl qualnt

Se Rmbusy.canterbury
a:ilf?ﬂrra-ll:rlni:t:l pl I'll;l & . - O
;:‘,?,g}'gﬂae oast;_ | § ISy sipet
@’. UNTEYSIC .eﬁ.-;g‘z‘?a{éﬁsg,,
cathedral (\ GJ ppsurs L - L TOWN 0 "O
weegbeautifulbistoryo
EXCiting L.@Gg ard engz(pemmnm
nothing et
hops
amamlqueachl?"m"h I Storl C{Edhsg ﬁlgggrﬁ nal

Q25b What are the top 3 words that come to mind when you think of Kent as a leisure destination? Base: All respondehts (2,001

Respondents were asked for
spontaneous words to describe Kent. The
result is a mix of both attributes of Kent
(countryside, coast, seaside etc.) and
emotive descriptors (interesting, fun,
beautiful etc).

Those who have visited Kent are more
likely to use emotive words (fun, nice,
relaxing etc.) while nowisitors are more
likely to name specific places (Dover,
Canterbury) and the countryside.

Some nowvisitors describe Kent as
WSELISYaArdSQ | yR WLR
may contribute to some nowisitors not
considering Kent as they perceive it to be
too pricey for them.
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Word associations with each region, reflect what was seen previously in the Visitor First Research.

West Kent North Kent

East Kent

Gt NPOARSAa + Of SIFNJ oNBlaaSSia (KS ySSBrsiziacCdA FAfa GKS ySSR i

terms of planning a day out for the older

. _ accessible and again rewards
Visitor First audiences whilst enabling younger

GKS WSELJX 2 NBNHEQE

Research audiences to pursue their particular
AYyuSNBad Ay f20LF¢

Freedom is calling

Visitor First
Positioning
Proud, :
Imagination.
Expensive _ Ripe
., sy _L-reedom
__Picturesque . .
2021 Bright Crowded Heraldic
Research Lush countryside

Eclectic Bold opeap & cheerful
Diverse Fun Genteel

Nostalgic LUXUry Informal
L ity Stron
Inspirational Curiosity >°19

g Hidden gem
Undiscovered g

F22R YR RNAY] €

Curiosity is calling

Genteel Crowded

2 Inspirational
Diverse Heraldic
Imagination

Proud Rire |nformal
suo%,‘g‘”’y Expensive

Bold Shabby Nostalgic
Cheap & cheerful
Hidden gem  Fun Bright
Eclectic Lush countryside

- Undiscovered
Picturesque Curiosity

visitors to share their knowledge with
friends, whilst it also fulfils the need for
@2dzyISNI GAAAG2NER (2

Imagination is calling

Lush countryside

Proud -
Expensive INOStalgic

Imagination Eclectic
Informal Undiscoversd
Cheap & cheerful

Ripe F Bold
g un
" engegizelStond
: by ke
Curiosity Inspirational
Freedom H :
Hidden gem

Crowded Picturesque

Q36 Kent can be divided into three areas: West Kent, including places such as Maidstone, Sevenoaks, Tunbridigdlibgelts] Ashford East Kent, including places such as Canterbury, Margate, Folkestone, Sandwich and
Dover North Kent, including places such as Rochester, Chatham, Sittingbourne, Dartford and Isle of Sheppey Whichwinthevéolis do you associate each destination with? Base: All who have visited Kent (1,470) 51
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Statement associlatiornKent GARDEN/ ENGLAND 21

Kent has core strengths around its history and heritage and the range of things to do. Opportunities to strengthen itsopsraep around

vibrancy and value. Challenges to work on may be around more targeted positioning (for the young and/or old).

Long history and heritage Associations with Kent are broad covering both its history and beauty. It
Lots to see and do70% More for the old seen as a destination with lots to see and do for people of all ages. Qual
Beautiful S Out of the ordinary accommodation is also a strength.

Transforming Because Kent is seen as a place for all ages, it is not seen as specificall
the old or for the young.

Morefortheyoung Y SY U Ad y20 LISNDSAPSR a wzdzi 27
GKFG ¢2dAf R LISNKI LJA a0NBYy3IGK Ada
ht RSN LIS2LX S I NB Y2NB LRaAGALDS |
differently on areas the county is not so recognised for.

For the young and old

Quality accommodation

For all seasons Romantic

; [2y3 KAad2NEB | yRX
Hidden gem Lots to see and do More for the old
Beautiful Out of the ordinary

C2NJ GKS &2 dpPf% Y RX Transforming
v dzl £ A {

Warm and welcoming

Lush countryside Breath-taking

More for the young

Authentic Upmarket For all seasons Romantic
: . iy 2 NXY Hidden gem
Relaxing Vibrant and exciting y g
Lush countryside Breath-taking
Easy to get to Value for money
Nostalgic and traditional _ Stylish Authentic Upmarket
Distinct identity Diverse
e 18-34 yrS Relaxing Vibrant and exciting
Q33 Now we are going to show you a list of things people have said about different destinations for holidays and short™ 35-54 yrs Easy to g(?t tp o— . Value for money
breaks in the UK. Thinking about each statement, please indicate which destination or destinations in each row you 55 VIS, o over Dlstlnlct Fdean it o | DK/eF}gﬁWSh
Faa20AlGS 6AGK GKIG adlraSySylioe [ 2dz Oy aStSOiG la Ylye 2|\¥Jl-a %Sé RSaMyrﬁXzya F2NJ SIOK adalaSySyi
2F (KSASQ AT &2dz R2y Qi GKAYy]l GKS ¢2NRA RSAONARGS lyeé 2F (KS RSadGAylrdGAizya akKz2gyod . FasSy !'fft NBaALRY]
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Statement associationNorfolk & Lincolnshirg™ = =

Norfolk and Lincolnshire have relatively low understanding and lack reputation for vibrancy aofitbatordinary uniqueness.

Their core strengths are similar to Kent around a calm relaxing destination with authenticity and beauty

Kent scores at similar levels to Norfolk with competitive advantage coming Kent outperforms Lincolnshire on all attributes with the exceptions of
through aspects such as lots to see and do and quality accommodation. gl fdzS F2N) Y2y Sex 2dzi 2F GKS 2NR
Kent is also seen as more upmarket, vibrant, stylish and diverse. two counties have similar scores .
a—— e - -
Kent-e—Norfolk ——Kent ——Lincolnshire
Long history and heritage . . .
Beautifuy 0% More for the young [ 2y3 KAAauUu2NE | yRX
For the young and old i Transforming For the young and ojg)%, More for the young
. 60% Authentic Transforming
Relaxing Upmarket 60%
Warm and welcoming g Upmarket
Warm and welcoming Vibrant and exciting
Relaxing Romantic

Lush countryside Out of the ordinary

Lush countryside Out of the ordinary

Authentic Romantic
Quality accommodation Vibrant and exciting
Lots to see and do Stylish
Beautiful Stylish
Quality accommodation Diverse

Lots to see and do Breath-taking

Nostalgic and traditional More for the old

L . _ Value for money More for the old
Distinct identity Hidden gem
For IFea ons Breath-taking For all seasons Hidden gem
alue for money Easy to get to

b2adlf3IAO I YV RXDivers
IJ:'Iasy to get to BIStInCt |dent(|aty

Q33 Now we are going to show you a list of things people have said about different destinations for holidays and shart thee&ks. Thinking about each statement, please indicate which destination or destinations in each
NBg &2dz aa20AFGS 6AGK GKIFG adlraSyYSydo |, 2dz OFy aSt Sfii KS3a Sy yAsT 2N dk 3R 2FySwli  RISGAGYAlY HI0KAS? ypa2 NERRaNJ RSS-aGKNA&o(
Base: All respondents that do no live in specific county; Norfolk (1,742), Lincolnshire (1,790) 53
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VISIT KENT :
BUSINESS France ( fanel ) England
EXPERIENCE

Hampshire, like the other competitors has lower levels of all perceptions, but is recognised for its heritage and itsliceautifyside.

Devon stands out with much greater public understanding with plenty to see and do.

yi 2dzi LISNF2NXYa | | YLAKANSD
YEYGAO YR WY2NB F2N) G4KS

—Kent -—e—Hampshire

For the young and old
Quality accommodatiqin9s More for the young
Beautiful Transforming

60%

Long history and heritage Out of the ordinary

Lush countryside More for the old

Lots to see and do Romantic

Authentic Hidden gem
For all seasons Vibrant and exciting

Warm and welcoming Breath-taking

Relaxing Value for money
Upmarket Distinct identity
Easyto gettg . . Nostalgic and traditional
ytog gtyllsh Diverse g

2y Y2aid DewngeremlyzacsreshighgrihandKent (grd all otipeg gorngies @sted):
2f RQ NJ dHowewer, Keit stil hay soihe nRitRbte Sognetitiiegadvantages over Deve

ease of getting to, history & heritage, for all seasons and diverse.

- K ent—e—Devon

Beautiful
Lots to see and 0%
Relaxing

More for the old

%ore for the young

Breath-taking Transforming

Warm and welcoming Diverse

For the young and old Easy to get to

Quiality accommodation Upmarket

Lush countryside Out of the ordinary

Authentic Value for money
Distinct identity Stylish
Long history and heritage Hidden gem
Nostalgic and trléigrltélcfpsaéasons Roma>1/t||%rant and exciting

Q33 Now we are going to show you a list of things people have said about different destinations for holidays and shart thee&ks. Thinking about each statement, please indicate which destination or destinations in each

NBg &2dz aa20AlGS gAGK GKFG adridaSySyido
Base: All respondents that do no live in specific county; Hampshire (1,775), Devon (1,673)

c2dz OFy as$t Sofii KSa S yAsT 2N3 de 3R 2F/3%0  RISKEAGYALY HIGKAS2 yps2 NERRENJ RS AGTKNAS0(S
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I OKIyOS (2 R2 I2eaSiiniksimaZmsl Ol-y%zggk)

A The research explored interest in many of the immersive Experiences

. . . . . at home
available in the Kent visitor experiences portfolio. _
_ o _ - It would be something to remember, 29%
A Previous VisitBritain research identified: the holiday by 0
A How experiences that are unique and authentic can drive holiday . . :
choice The experience being unique to Kent 28%
A The role experiences can play in extending visit duration The experience being authentic ta -
0
A Interest levels in individual immersive Experiences differ and are often - Kent
linked to familiarity and the extent to which the experiences is established Chance to find out more about the 2506
and recognised. history or culture of the place
A Immersive experiences are a key part of the holiday and the creation of It is a good outdoor activity 21%

memories.

A Among the Immersive Experiences tested in this research, the most popul; - o
are typically well Y2 6y 2NJ W20 @A 2dzAQ SELISNA S/ clonsandOpportunities

A Rural Landscape ExperiencgRiver tours, Wildlife reserve Focus on clarity of offer and communication:
experlencgs and qudlc wa!klng _ A Description of what the experience is (what the visitor adfually

A" YRSNI opQ&a FINB (GeLAOlTffe
and over the least so.
A Interest in experiences is often higher among people living in London.

A There is a greater interest in experiences among those who would stay a

UKS Y2au & communicate its authenticity and why it is unique to Kent

At NRARTe WictidiHEd® daddts or dziifers?yn@iBduals or
groups? Etc.

week or more, highlighting the potential for experiences to extend visit A Provide core detailg how long, how much, where it is etc.
duration. A Inspire the target audience what they will get out of the experience,
A Experiences are typically of greatest interesBurzseekersAdventurers compelling reasons to take part etc.

and Culture Buffs also owardex.
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Immersive Experiences e RSP

Rural landscape and recognisable food and drink experiences are the most popular overall, with learning and wellbeingesxpaviag
lower interest levels;.

9319% 31% 31%
30%
29% 5g04

8%270/270/20 S
>0 2570 257 24% 24% 534 2355,
22% 219% 21% 21% 500,
°19% 1305 189 18%
I I I I I iﬁlw
VPTKPYKpP®D 22df R 82dz O2YAARSNI R2Ay3 Fyed 2F (KSa8 XPSELISNRASYOSaA

XODPAY GKS 7Fdzi dzNB
Will definitely visit / consider visiting Kent in the future (1,989)
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The gualitative research provided illustration of the role unigaekent experiences can have on driving motivation to visit.

Within the qualitative research there were several examples of trips being planned

around specific attractions or experiences.

~

the reason we picked that one was
because of the little steam train

Family with small children

/

Port Lympne. The safari park, \
that was a night glamping. So, |
gl a tA1ST W2KIG
something a little bit different?

Al ¥ &0

Family with older children
- /

One couple were inspired to visit by a
Canterbury Tales walking tour:

ﬁé)\ﬂKSNJ 2 F dza %

really go up to the Lake District or
anything like that, or Cornwall, so we
IK2dAKGEZ W21l &z f
{(2dziKDPQ | vy RwsEYyUS
Tales]LJA £ ANRA Y I IS &2 dz
My partner just loves walking, | like
walking as well, he loves jt. So, yeah,

Baka UKbHSKG >
what, that, it sounds a bit different, it
az2dzyRa Fdzy> S0 Qa
I ROSY U dzNB ©Q

JS

S
NIz
/R 3

we

P

Couple, no chilw
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Transport

Car dominates mode of transport both to and from Kent and getting around whilst in Kent.

Whilst car dominates transport to/from and around Kent, there are some small movements between past visits and future visits.
Public transport usage to get to Kent in future has declined marginally from past visits and may reflect the impact oh@@W&es to public transport

(see following slide).
There are increases in what might be considered sustainable transport (see following slide), with more people intergsiad and walking when in Kent.

Q22 What was the main method of transport you used on your latest visit/short break/holiday to Kent?
Q45 What is the main method of transport you would use on a future visit/holiday to Kent?

Past Visit Future Visit
Getting to and fron Getting around Kent, Getting to and from | Getting around Kent
Kent whilst there Kent whilst there
Train 19% 5% 18% 6%
Bus 4% 10% 3% 9%
Organised coach tour 3% 3% 3% 3%
Car (own, friends, hired) 68% 64% 69% 61%
Taxi 1% 4% 1% 3%
Motorcycle 1% 1% 1% 1%
Motorhome 1% 1% 2% 1%
Bicycle 1% 1% 1% 2%
Walk/hike 1% 10% 1% 13%
Car usage increased with age. It is also higher among those from the South East 720, 78% 71%
(79%) and lowest among people from London (52%) with 30% intending to travelssos, 26%% 64% w1834 yrs
to Kent by train.
) 35-54yrs
Younger people are more likely to walk (17% o€ B3 year olds) and those . . 55 yrs & over

visiting in an adult group (16%).

To & from Kent Around Kent
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COVID response and Green Transport preferen
may be impacting travel choices

Young, urban travellers are more tuned in to green transport, though tempered by COVID concerns around public transgaty. Cu
accessibility and ease of travelling are perhaps still higher priorities for the majority of travellers.

European Regional
Development Fund

Green transport is considered important by a third of people:

A 38% of those under 55 years saying it is important compared to
27% of those 55 years and over

A 42% of those who visit with children

A 40% of people from London

A It is also typically higher among people of Aghite ethnicity

Public transport usage has declined for over half of people. Some of
this will be connected to commuting and/or everyday travel.

Mode of travel, availability of
23%  10% green transport (e.g. hybrid-
engine buses, bike hire)

| am using public transport less
now (trains, buses etc.)

u Agree st.rongly ® Not at all important m Somewhat importan® Neutral
m Agree slightly

m Neither agree nor disagree
m Disagree sightly

® Quite important m Extremely important

Q31 When you are visiting somewhere in England on a short break or holiday, how importantisitto Q28 How much do you agree or disagree with each of the following statements that people have mad

you that the business or attraction is demonstrating these sustainability measures? ? Base: All 2001 about changes to their holiday behaviours in England as a result of the COVID pandemic? Base: A(')_'12
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Transport and Journey Times wemmgmaan e B

The ease of the journey is more important than the duration. Journey times are not specially a concern or worry, bubiek ifatd the

holiday decisiormaking process.

The qualitative research had a mix of people travelling by car and public transport users.

The journey time is noted in the very early planning stages, often in the context of the length of trip: The more nightataeyplanned, the further people
are prepared to travel; typically 3 hours seems to be the maximum for long weekends.

Longer journeys require some planning, with stfppoints either for food, toilets etc. or at a tourism destination to make jirurney part of the holiday.

the deciding factor is whereabouts in Kent because we went to Margate and stayedal ("2 § g2 gzt Ry Q K S\
al NHFGS Ay GKS K2uSf GKSNB FT2NJ 2y S yA3IKi ¢R§§S§al§yy2 lgiz;_t_u}\,ﬂﬁé% L}f@ ugglga |
we were going to Folkestone then we would go south because even though it mightbe | chggse to go somewbhere and we can get there |,
j dzZA O1 SNJ 042 32 2y Y2Uu2NBlezI AuQa Y2Nb LI S} &u|teeé.'sny YR R2SayQu ull1sS @

\_ Family with younger childre N Family with older childrery
(2 6QR 32 a42YS6KSNB y2 Y2NB GKIYy F2dNJ 2F FAQPS K2 dzNE Ay GibgdaRta shFout v K 2
ONBIF 1 ® 2SS g2dz RYyQi y2N¥IFffe 3I32 f2y3ISN 0Ky (KIFG FyR KtivahSurs thedtfed 2 v R

will then drive for the second two hours after the break.
We much prefer going somewhere that we can just get to in one hit without a break, about two, two and a half hours.
\_ Family with disabilitie;

There is a mixed view now you can go all the way from London to Canterbury
of public transport whereas before you had to change at Ashford International
links to Kent s0. Yeah, the train lines are improving

Couple no children

we would never get public transport to Kent. The connections
I NBYy QUi GKSNB® | 2dzQ@S 320 G2 |32
Family with disabilities (South Coast)
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Kent has a good reputation for accommodation quality and is therefore a strength to actively promote, given its infludree on
holiday/short break choice.

Accommodation is a vital element of domestic overnight trips, with almost a third

of people saying it is the first consideration in deciding where to go in England. Percentage ranking : w1 =2 =3 w4 m5 m6 m7
This is then reflected in the proportion of people saying accommodation is the _ . .
. . . . . . Suitable accommodation
main reason or has significant influence over the holiday choice. Importance is
higher among those choosing luxury accommodation or renting a

cottage/apartment.
The quality of accommodation options

Poor, 1%

Good 33% _ _ . .
= The main reason for going on the holiday or short break - "It IS the holid:

= Significant influence on the holiday or short break
= Some small influence on the holiday or short break

= No influence on the holiday or short break ("just need a bed for the night

Q24 How important was your accommodation type on your last visit/holiday in the Kent? Base: 1470 past visitors to Kent Q41 Below are a number of items that might impact your decision to take a holiday
Q47 How important would your accommodation type be on a future visit/holiday to Kent? Base: 1989 will consider Kere in futient. Please put them in the order you would consider them, with the aspect you
Q37 Based on your knowledge or expectations, please rate Kent on each of the following attributes? Base: All 2001 would decide on first at the top of the list.
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GARDEN ¢/ ENGLAND

Travellers use a mix of accommodation provider information, reviews and social media to make their decision. That deftesica is

combination of emotional and rational factors.

L GKAY]l LQR LINROI 0f &
KFRYy QU 06221SR IYyeiKAYy3ID
posted some pictures on Facebook, and they had
all &SR Ay (GKSaS FTAAKSNMSY
YS GKS tAy]l FT2NJ 0KS TFTAFKS

\_ Family with older childre

/Isaw the photos on Booking.com. |
0K2dAKIZ Wg263 GKIQ
then | would want tag before spending
more ¢ | would want to go and research
on their website. | do sometimes use
Airbnb as well, but I like staying in hotels
\ Couple, no children

Obviously, the location is very often important, _
a2YSGAYSa GAGK ! ANDYO Q3
beyond, so yeah, | always look at the map to see [
how close it is to the main event
N Family, young children

I 2 3 /“we saw the glamping tents up there, and | just
i K2dAaAKG X

ﬁaga 02 a én\s\o.
really. So, it was a case of |

I OQldz f & GKI

Al el a az2YSUKAY3 RAFFSNEB |ooking through the caravan P2
out the glamping and overlook the animals. So, itwag  options in the general South
|}LB|'ffAé yYAOSZ f)dZva\UQE?. u FNBEFX AlG ¢l ayQfi
R2 Nb3Idzf F NI e L R2yQu U 32 G2 YSyidszQ Al
Family with older childre w2 KSNB OFly ¢S 8
L22f s> KIFa GKS B
the reason we ended up
choosing where we did was
because we knew that we had
the train option if the weather
was bad and stuff
Family with young childre
usually I go for the one with the most impressive picture§1d
then | look through the galler)| make decisions based on
Yé FSStAy3aa az AT LQY f221|Ay3
vt 202K S I ) @'11K§2 FLINA Oév ééézyﬁgb L ¥
FSStAYy3a:Z W22KXZ LQR ftA1S 02l 0S
to make my decision

Couple, no childrw

o
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The Importance of Accommaodation

C2NJ Y2ail (N} @StftSNAR IOO2YY2RIGA2Y A& YdzOK Y2NB UGKI y oldaddza

planning, with accommodation facilities, location and price all influencing the decision.

as a family we do a yearly breakaway, a girls weekend and we went 1Q a hyOS 6SQ@S 320 +y ARSI 2F | O dzLl
really nice hotel in the centre of Canterbury and there was 14 of us. GKSY LQff adFNI t221Ay3Z | yR LINAR
Adult Group factors. | just look at which area we can get the best value for money

Ay olFaraorttes Ay GSN¥xa 2F GKS| de@
Family with young children

ﬁdo like to have the option to eat at the
hotel just cause, for me, a big part of
staying at the hotel is having a-key Z
NEfFEAY3IZ AdQa KI @
afternoon, so | want to have the option
to just have a totally lazy day where you
just go downstairs, can eat then [laughs]
go back up and watch telly i

k Couple, no children/aie BEIE

| also like to look at whether there is any additional kind\of\
amenities. Or facilities on the property, so off street parking
Ad I oA 2yS F2NI dzAX AF Al R?2
much just going to rule that out straight away because agdin
GAOK 1ARax A0Qa 2dzald y20G LINI C
offer things like a higlehair, travel cot can be right there, so
@2dz R2y Qi ySSR G2 dzasS GKS |aLd
\_ Couple, young childrep
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The gqualitative research included people who travelled with both adults and children with physical and mental disahibjeeyvilles
some insight into the additional challenges they face when planning a trip.

20% of the population have got a disability yet 1% of the hotels provide The holy grail jS an affOfdable hqtel. Guest hoyses and B&Bs
T2NJAGE AYy Y& YAYR® LGQa LINRolpte y| Y2 F22R 050ldzas UKSNbBQa Ffohag
Family with disabilities can walk a bit but it needs to be accessible. Also, accessible
toilets. We tend to stay in hotels and hotels that are more
SELSyardSeo 1 2G6Sta sAGK o0SiGi
SELSYyaABSd 2A3GK LINJAYy3I:Z (K
Family with disabilities

NJ -
e QI

/!fEl"J 2T K20Sfa R2y®4 YYSOUAyY3

rooms where one room has an accessible
oF UKNR2Y YR UKS& QNEB
because we want separate rooms. They
KIS FlLYAf&@ NBr2Ya

LGQa 21teéd 2S5 Oy

A Qa y20 YdzOK 27F |
carer PA with us on occasion for a couple of
nights, then we have to buy another room

\ Family with disabilities

When we ring up, or not ring up a hotel, they rarely ask )
about accessibility requirements. Then when you look on the
1 »POBRAIND I YR AdQa 324 dGKFG | OO0
g AVEGABRE ®Ridz GKAY1Z A& GKAAl |

TSy | Family with disabilitiej

People think that disabled people are just single people because you get quite a few
with a single disabled room with a disabled toilet, an accessible bathroom
Family with disabilities
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_ _ t SNOSLIWiA2ya 2F gKSYy (KAyYy3Ia
A The COVIR9 pandemic of 2020/2021 has had an unprecedented impact on Cumulative percentage
how we live our lives and how we spend our leisure time. 8504

A¢KS WwOf2adNBQ 2F fSAadNB FyR (NI @St 020K Ay | Y FYyR AyibNIiA2yLff
catastrophic impact on the sector. 5% 5% 1% 14% 30% 150

A Recovery is under way, but it is slow:

Ampz 0SEASOS Wy2N¥Et fAFSQ YhEe ySOSMI NBIANY & & & & &
. . o v v v
A 27% have made changes to their holiday plans and expect those Q,Q“Q’@ & O&’fo QJ&@ »o*é\ ¥ & N
changes to be long term o S\ Q,@ & N\ J.\@ 3%
\° ¥
S )
A Whilst people are wary of booking too far in advance, leading to a third
booking closer to their travel date, the planning cycle is typically starting at
the same point. It is therefore important to ensure communications still hit | have not changed my holiday plans
the full planning cycle and that late bookings are accessible. ) choices as a result of COVID
0
. . 19%
Preparing for a trip Dot Know
6% 90U | have made some changes but they
o 9% just short term and | will return to pre
28% Planning/Booking further from |[27% COVID holiday choices in the next ye
49% the travel date than normal or two
42% About the Same | have made some changes to my
. holiday plans in the short term and
24% 33% I Booking 44% they are likely to influence my holiday
Planning/Booking closer to plans long into the future
Planning Booking travel than normal Don't know

SourceCOVIBLY9 Consumer Sentiment Tracker | VisitBritifave 38 Fieldwork period 23%; 27" August 2021
Q29 Do you think any changes you have made to your leisure travel behaviour are long term/permanent changes, or doyamwihimkturn to preCOVID behaviours in a year or two? Base: All 2001
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30% claim that the environment and sustainability are important in their choice of holiday destination. It is most imfmmttenyoung and
Adventurer segment.

Total 29% 33% )
= Extremely important 18-34 27% 34% ,  m Extremely important
= Quite important 35-54 30% 34% > m Quite important
= Neutral 55+ 28% 31%
= Neutral

= Somewhat important
® Somewhat important

= Not at all important Adventurers 25% 33%

m Not at all important

Buzzseekers 23% 37%
Explorers 33% 30%

Sightseers 37% 27%

|I

Culture Buffs 32% 36%

Q30 How important is the environment and sustainability in your choice of holiday(s) and destination(s)? Base: All 2001
Q31 When you are visiting somewhere in England on a short break or holiday, how important is it to you that the busitregdion & demonstrating these sustainability measures? Base: All 2001
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Aspects of most importance are those that also have personal benefit. For example clean beaches and parks are impasitard,for

regardless of the environment/sustainability connection.

Messaging around actions being taken to make sure tourist destinations are clean and protected will resonate with wils#@s ath messaging around
sustainability.

Clean, unpolluted beaches, parks and green spa 11% 19% )

Actions to protect the natural landscapé 20% 21%

m Extremely important
Control on numbers of visitors to protect specific are: 23% 20%

m Quite important
Opportunity to 'shop local'/support independent businessé 25% 21%

m Neutral

Environmentally-friendly activities 27% 20%
B Somewhat important

Eco-friendly accommodation 33% 17% _
m Not at all important

Use of Green Tourism accreditation certificates/labe 34% 17%

Food miles and local provenanc 31% 19%

Mode of travel, availability of green transport (e.g. hybrid-engi

0 0,
buses, bike hire) 33% 17%

Q31 When you are visiting somewhere in England on a short break or holiday, how important is it to you that the busttregdion & demonstrating these sustainability measures? Base: All 2001
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Sustainability Measures

Clean beaches and parks are important for visitors of all age groupfi¢tutly accommodation and environmentafigendly adivities are
more popular among younger audiences.

% important (net extremely important and quite important)

Clean, unpolluted beaches, parks and green spa
73%

50%
Opportunity to 'shop local'/support independent business
46%

Actions to protect the natural landscap
57%

Control on numbers of visitors to protect specific are

soor 54% m18-34
0

Environmentally-friendly activities m 35-54
42%
420 m 55+
Eco-friendly accommodation
40%

Food miles and local provenanc 41%

39%
Use of Green Tourism accreditation certificates/lab

38%

Mode of travel, availability of green transport (e.g. hybrid-engine bus 3806

bike hire) 27%

Q31 When you are visiting somewhere in England on a short break or holiday, how important is it to you that the busttregdion & demonstrating these sustainability measures? Base: All 2001,
18-34 (593), 354 (718), 55+ (690) 73
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A Based on the learning and insight from this research we would recommend focus on the following areas:

A Active encouragement of longer staythrough extended hotel offers, promotion of experiences, radéy itineraries etc.

A Considetargeted messagindpr priority segments:
A TheBuzzzseekeaudience, who are younger people, lookingriew and excitingAuthentic experiential activitieanay be key to this.
A Culture Buffs an older audience who will respondaots & cultureand history & heritagemessaging.

A COVID has raised still further the appeal of the outdoors and a focus on wellbeing:
A Kent has recognisenutdoor assetdn its countryside and beachesstrong messagingf their presence and theiralue in supporting
wellbeingshould resonate with domestic tourists.
A Outdoor experiential activiied IN2 A RS G KS 2LILR NI dzyAGe G2 RR WySé FyR SEOAGAYy
O2YYdzyAOFGA2Yy 2F WYSyld 2dziaiARSQd
A Linked closely to this is the need - O U A @ SQR2 daiZRPR NBG (1 KBSzzskeleeveldzdiBtensityzF T | y R

A There are some (relatively small) areas of concern that may warrant proactive communications:
A Thenegative perception®f the areas of Kent impacted by the channel crossings, make them less attractive to visitors.
A The perceptions of attractions and hospitality beaigsed out of hours/off peakmay be driven by COVID restrictions (not just in
Kent), but is a perception that could grow if not addressed positively.

A Sustainability and inclusivityvill continue to grow in importance and any offer and messaging that has these aspects built in from the start
will be easier to evolve going forward. In the short term theus is still around the visitor benefiiclean beaches, unspoilt landscape etc.) .
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A Kent has &road and widereaching appealthrough the diversity of the offer. Whilst this is an asset in terms of opportunity, it also
presents a challenge wommunicate and so a clear, strong identityr the county is therefore important to maintain.

A There is opportunity foexperiences to support the Kent brand messagijtny focusing on those that asathentic and as uniquas
possible to the area. Not only do they support the overall proposition, but they also enable visitors to make memoriesyasttblie
their own social media content and therefore promote Kent to their netwdgske® following).

A The importance obnline presencds greater than ever, both for the region and for individual tourisnated businesses. The need for
WK2ySadeQ Aa 3ANBFGSNI GKIY SOSNI G220
A With prospective visitors doing ever more online research and planning (accelerated by COVID), owned channels are used in
parallel with review sites and social media conteflhe hotel pool shot taken from an angle that makes it look huge will soon be
exposed by the Instagram posts from visitors showing the true size!

A Whilst online is key, particularly in the planning stage, there remainsportant role for offline content in regionTraditionally this is
delivered through tourist offices and leaflets available in hotels, shops, attractions etc. There may be an opporturote treative,
innovative offline communications that engage and inspire visitors. This may be particularly relevant for promotion eheaperi
activities.

A Whilst there is an understandable skew towards visitors within a c.2 hour drive time, longer journey times are not abasser

longer journeys tend to link to longer stayshere is potential value in attracting these audiences. As ease of journey is key and car
remains the primary transport mode, the main road corridors (M4, M1, M40) would appear to be good areas to target.

76









Segmentation

VISIT KENT interreg H

GARDEN%ENGLAND EXPERIENCE

France ( $hane!) England

Ewropesn Regions! Deveiapment Fund

VisitBritain segmentation, developed originally for inbound visitors, has been included within the survey. Buzzseekdtaranguifa are
most likely to visit Kent in the future.

53%

61%
| will definitely visit
Kent in the future
45%

59%

47%

| will consider
visiting Kent in the
future

60%

Q59 Select which of the two statements in each pair BEST describes 4%
you. There will be a few statements, so we ask you not to think too
long about eaclt just read and answer as quickly as you can. Base: All
respondents (2,001)

Q6¢ Which of these statements best describes your likelihood to visit
Kent in the future, whether for a short leisure trip or holiday including
visiting friends or relatives (day trip or staying for one night or more)?

Base: All respondents (2,001)

VisitBritain Segmentation

Segment Glob_al =i Profile Headlines
Estimate

Buzzseekers

Explorers

Adventurers

Sightseers

Culture Buffs

Base: Visit Britain Segmentation Groups: Adventurers (B3&gseekerés32), Explorers (532), Sightseers (191), Culture Buffs (203)

38%

23%

16%

12%

12%

Younger, 64% aged £84yrs

Free spirited and spontaneous

They like to take holidays full of action and
excitement

Older, 58% aged 55 years+

Content to enjoy holidays at a more relaxed pace
Nature lovers enjoy the outdoors as well as must
see sites

Enjoy embracing local culture

Older, 67% aged 45 years+

Enjoy travelling off the beaten track
Like spending time outdoors in nature
Seek out new experiences

Older, 57% are aged 55 years+

Like to stay within their comfort zone
Prefer cities to countryside

Seek sensible, wetllanned trips

Average age 37 years

Image and brand conscious
Travelling is often a status symbol
Like welknown and safe destinations

Source:lnbound Tourism Toolkit | VisitBritaiWisitEngland
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Buzzseekers are more prevalent among Asian and other ethnicity groups, driven at least in part by the age profile ahfgarticip

White British has the greatest proportion of Adventurers, reflecting the older age profile of participants, but also sggggsetater interest in exploring

the outdoors amongst this ethnic group. A similar picture is seen for Explorers, again influenced by the age profileatadiatgrest among white British
in the local culture/environment.

Culture Buffs are a larger segment among ethnicities other than white British.
Buzzseekers account for half of all those who are Asian or of other ethnicity

White British White other Asian

Culture Buff
re Bt

sghtseerN

Other Ethnicity

Explorers5%

'Y

Q61 What is your ethnic group? Base: White British (1,582), White Other (109), Asian (144), Other Ethnicity (140) 80



Segmentation key differentiators

Personal Profile  63% 18 34 years

Geography 25% London

Attitudes A Care about the image they
portray to others

A Seek out new experiences

A When | travel, | enjoy
exclusive or luxury
experiences that others might

find unaffordable

Last Trip to Kent
Details

57% know Kent quite or
extremely well

28% rate experience 6 or less
32% with children @2 years
31% arrive by train/bus

15% higkend hotel

66% accommodation is the mai
or significant influencer on
holiday decision

Base: Visit Britain Segmentation Groups: Adventurers (B8&gseeker32), Explorers (532), Sightseers (191), Culture Buffs (203)

57% 55 years & over
39% income under £25,000

30% Midlands
A 1 know the type of thing |

like, and tend to stick with A | enjoy spending time in

that

A 1 enjoy spending time in
the outdoors and in
natural landscapes

A | prefer holidays full of
action and excitement

A When | travel, | like to be
O2YF2NIlF ot S
seek out luxury

64% know little or nothing
about Kent

53% rate experience 7 or 8
64% with partner

78% arrive by car

8% camping/glamping

VISIT KENT

GARDEN ¢/ ENGLAND

interreg E

France ( antel) England

65% Female
38% 18; 34 years
48% 35 54 years

23% London

44% 35 54 years 48% 55 years & over

24% London

A Care about the image they
portray to others
A 1 know the type of thing |
ALQY Y2NB 27 | likeladddend dSshdk @ity
A | prefer holidays at a that
slower and more relaxed A | enjoy spending time in

A Seek out new experiences A | know the type of thing |
like, and tend to stick with
the outdoors and in that
natural landscapes
A | prefer holidays at a

slower and more relaxed

pace pace the outdoors and in
A When | travel, | like to be natural landscapes
O2YF2NI+oftS o6dzi R2y Qi A | prefer holidays at a

0 datiek drRlukuRyi slower and more relaxed

pace

38% rate experience 9 or 10 45% day trip 28% with children @2 years
62% with partner 23% travel alone

77% arrive by car 27% family & friends homes
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Segmentation key differentiators

Explorers and Adventurers have broader travel destination preferences.
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Kgy Segm S Buzzseekers Explorers Adventurers Sightseers Culture Buffs
Differentiators

Travel Preferences

Kent Perceptions

Barriers to longer
future stay in Kent

77% Traditional
coastal/seaside town

35% Mountains or hills
63% Rural coastline

69% Countryside or village

53% City or large town

55% dog friendly important

79% Opportunities for cultural activities
70% shopping important

70% events or festivals important

50% really inspired by Exciting &
Unexpected

47% really inspired by Active &
Outdoors

43% really inspired by Food & Drink
41% really inspired by Wellbeing

15% visienroute to/from Europe
16% not sure they will find suitable
accommodation

22% part of a longer holiday

78% Traditional
coastal/seaside town

45% 35% Mountains or
hills

64% Rural coastline

71% Countryside or village

63% City or large town

75% Opportunities for
cultural activities

50% dog friendly
important
67% shopping important

48% really inspired by
Active & Outdoors
41% really inspired by
Food & Drink

odi: g2dzZ RyQo gl yv& dal Ry Qi
stay longer stay longer
18% not sure they will
find suitable
accommodation

Base: Visit Britain Segmentation Groups: Adventurers (B3&gseekergs32), Explorers (532), Sightseers (191), Culture Buffs (203)

gl
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Length of Trip Taken

Kent appears to ovendex on day trips, as does Lincolnshire. Devon attracts lestgging visitors.

Both leisure and VFR visitors to Kent typically either visit for a day or a short 269 48%
break.

34%

A similar pattern is seen for Norfolk, Lincolnshire and Hampshire, while Devon is "y 27%
a more recognised holiday destination and so has a much higher proportion. °
15%
8% 6%
Kent (Ieisure) Kent (VFR)
37% ; ;
m Day Trip m Short Break (1 - 3 nights)

® Medium Break (4 - 7 nights) ® Long Holiday (more than 7 nights)

25%

7% 26% 27%
258%™ . 25% .
0
0, 0,
11% 130 15% 15%
6% 8%

Norfolk Lincolnshire Hampshire Devon
m Day Trip m Short Break (1 - 3 nights)

® Medium Break (4 - 7 nights)  m Long Holiday (more than 7 nights)

Q10 What type of visits have you made to Kent in the past? Base: All who have visited Kent (1,470) )
Q14 How would you describe your last/latest leisure visit to Kent? Base: All who have visited Kent (1,470) Note: Kent data not directly comparable as sample skewed to geography

Q16 Have you ever visited the following places in England for a leisure trip or holiday? Base: All respondents (2,00t)cessible to Kent and screeners applied based on past/future visits 84
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VISIT KENT

As would be expected, day trippers tend to be local, whether visiting for leisure or visiting friends and relatives.

Day trippers to Kent fdeisurewere more likely to be older and live in
London, the SE or East.

18-34 yrs [N 42%
35-54 yrs [N 46%
55 yrs or over [N 50%

Scotland, NE, NW Yorks & Humb &N 23%
Wales [N 279%
East Midlands [N 38%
South West I 39%
West Midlands [N 39%
East of England Y 50%
South East I 559
London FEEE 60%

Over 2hrs drivetime [N 31%
Up to 2hr drivetime SN 56%

Q10 What type of visits have you made to Kent in the past? Base: All who have visited Kent (1,470)

Day trippers to Kent that weraisiting friends or relativesvere more likely to
be female and live within a twhbour drivetime of Kent.

Male [N 23%
Female [T 31%

Wales T 11%
Scotland, NE, NW Yorks & Humb&f 12%
East Midlands B 17%
South West [N 20%
West Midlands [N 24%
East of England I 25%
South East I 3509
London FEE 41%

Over 2hrs drivetime I 16%
Up to 2hr drivetime ST 35%
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Those who stay longer in Kent are more likely to be younger (across both leisure and VFR) and typically come from further a

EXPERIENCE EUROPEAN U_NION
Ewropesn

Profile of longer stays (4+ nights) Rt

Those who visited Kent for longketisurebreaks were more likely to be People that werevisiting friends or relativedor 4+ days were more likely to
younger and live over 2 hours away. be male, younger and live over two hour drivetime of Kent.

18-24 [ 40% Female [ 19%

25-34 I 3%

35-44 I 29% Male I 23%

45-54 I 28%
55-64 I 32%

65-74 I 34% 18-24 [ 29%
75 or over I 28% 25-34 [ 24%
East of England I 28% 35-44 [ 23%
South East I 28% 45-54 [ 19%
West Midlands e 30%
South West IEEEEEG————— 32% 5564 | 1%
East Midlands I 32% 6574 L 17%
London I 34%
Scotland, NE, NW Yorks & Humb S 3% 75 or over [N 13%
Wales I 44%
Up to 2hr drivetime I 30% Up to 2 hours drivetime [N 19%
Over 2hrs drivetime IS 36% Over 2 hours drivetime [ 27%

Q10 What type of visits have you made to Kent in the past? Base: All who have visited Kent (1,470) 86



Visitor Group Composition
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Over half of visitors come with their partner/spouse, rising to almost-tinads of Adventurers and Explorers.

Culture Buffs an@®uzzseekerare most likely to visit with young children.

589,°8%

Alone . 15%
24%
Partner/Spouse - 55% ’

Pre-school
re-schoo agel 29

children
Alone Partner/Spouse
hil -12
C |dre;eZ?:d5 . 17%
620, 64%
Children 13 years and
older . 12% 50645%
Other adult family 18%
members 14%
13% 14% |16%
Group of friends I 9%
Alone Partner/Spouse

Q21: Thinking about your last leisure visit to Kent, who did you travel Witik?all that apply

14%

m London m South West
m Southern England (up to 2hrs drivetima) Midlands
m Over 2hrs drivetime

20% 24%
° %1 of 7% 19%19

‘ 14% 0}20{)20/ 13% 4% 4% 14% 1%

s

7%7%5%

Pre-school age Children aged 5 - 1Zhildren 13 yearsOther adult family Group of friends

children years and older members

m Adventurers  m Buzzseekers mExplorers m Sightseers m Culture Buffs

25% 24% 21%

179%
19, 15%, 12% 13%
8°/

0
%2/0

149
11% ll%l
= H

3%20/

Pre-school age Children aged 5 - 1Zhildren 13 yearsOther adult family Group of friends
children years

and older members

Base: Total (1470), Alone (217), Partner (809)seh®ol children (100), Childrerl2 years (248), Children over 12 year2)1®ther adult family (267), Other friends (136)
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Seasonality of Future Visits =

Potential visitors from the South West are a strong opportunity for the shoulder seasons, primarily because it is quigteakiseason,

but also the cheaper prices. Older people and those visiting in couples or adult groups are good targets for the shcolder sea

Summer visitors are typically more local and Summer visitors are more Adventurers, as an older segment are more
particularly from London, though London visitors likely among the younger interested in offpeak visits, as are Explorers.
also come in Winter (family visits at Christmas?).  and middle age groups and Buzzseekers and Culture Buffs skew towards
Visitors from the South West are most likely to those with children. summer peak season.

come in the shoulder season.

6 (58

Summer: June, July, Augus o I: %
2°71%
Spring: March, April, May‘

Autumn: September, October,-

]
November [,
%

0,
Winter: December, January gof"

February ‘810 W

%%

0
69% 70%
2
T 4% — 2%
31% 8%
25%
42%
[
s
0
43%

A%

23%

10% L s
9%

8%

Over 2hrs drivetime m 55 yrs or over

[ m Culture Buffs
® Midlands m 35-54 yrs m Sightseers
m Southern England (up to 2hr drivetime) m 18-34 yrs = Explorers
m South West m Buzzseekers
. m Adventurers

London
Q48 At what time(s) of year would you be most likely to visit Kent in the future? 88
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Summer visitors are a little more positive about Kent. The only attribute that is scored higherlldpdff | @A & A U 2/NE  KASEN

m Summer Visitors m Off-peak Visitors

51%

The opportunities for cultural activities (museums, galleries, arts, othm 54%
. . - 62%
Its history and heritage (famous buildings, castles, monumen 65%

Note: chart shows those attributes where the difference between the views of summer-ygé&Kivisitors are the largest
89
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There is not as much difference between those who visit in the summer and those who visipp@akffeasons as might be expett
because there is considerable overlap of people.

A LYRAGARdZ f QGAAAG2NAKSAEAG2NI INR LI R2Y QU < Naxt Visit aSlazy o
A There is a skew towards summer: (single answer) Summer Off-Peak
A T_hpse yvho next intend to visit Kent in the summer, typically last Last visit Spring 15% 26%
visited in the summer. —
A This appears to simply reflect the higher summer visitor volume Last visit Summer 70% 46%
rather than a divide between those who visit in the summer and Last visic Autumn 12% 21%

those who come in ofpeak seasons. -
Last visit Winter 3% 7%

A Almost half of those whose next visit will be-pffak, last visited in the Past visits Next Visit Next Visit
summer and around a quarter in each shoulder season. (multiple answers) Summer Off-Peak
A Those who last visited offeak are equally likely to visit in Spring,

Summer or Autumn. Past visitg; Spring 36% 53%

i _ Past visitg; Summer 83% 66%
A This overlap of people across the seasons means that the difference between

visitors in summer and offeak are generally not major. There are no Past visitg Autumn 29% 45%
significant differences in: Past visitg, Winter 15% 2204
ﬁ I\_(earlofflc'_;tst visit ﬁ ICOVII? impa(;t onthglidtz;\)(.tt;lehaviours Last Visit Last Visit
evel of intent to visit again mportance or sustainaniil . .
A Trip length or duration A Reasons for choosing Kent (UIETEE ST, SUTES Sl
A Transport mode to Kent A Income, ethnicity, gender Next visit- Spring 28% 45%
A Accommodation type ..
Next visit- Summer 81% 48%
Next visit- Autumn 29% 43%

Next visit- Winter 8% 13%

90



VISIT KENT HiLEIrey -
France ( fanel ) England i x\l
EUROPEAN UNION
European Regional

Summer vs OfPeak Visitors GARDENS ENGLAND “owiic i
e

A{dzYYSNI OA&AAG2NE Xo

A Inspired to visit Kent by the Exciting & Unexpected and the
Wellbeing imagery.

A Say shopping opportunities (56% vs 49%) and
Events/festivals (51% vs 44%) are important.

A The variety of activities as an influencer to visit Kent (21%
rank it first).

A More likely to consider a longer break in Kent in future
(28% vs 22%), with deals more likely motivate longer visits

Ocmr0d ¢K2aS8S ¢K2 ¢g2dZ RyQi &

been on a day trip to a specific place.

A More active online using Kent destination websites (43% vs
36% and attraction websites (38% vs 32%) to seek out
information.

A Booking as a package (30%).

A Interest in the Ghost hunt tour experience (31%).
A Walk or hike once in Kent (12% vs 7%).

A Slightly younger (32% are -B& vs 27%).

A More from London (23% vs 18%).

A Slightly moreBuzzseekerg31% vs 27%).

8 fOPYSNI) NBE Y2NB fA1Ste G2

Aofft ST GAAAG2NE X

A A little more likely to be visiting friends and relatives (34% vs
29%) and therefore friends and family more likely to be the
primary decision influencer (16%).

A 55% visit alone/in a couple (45% of Summer visitors).

A Greater interest in rural coastline (52% vs 45%) and say that
clean unpolluted beaches are important (68% vs 63%).

A Planning more day trips and short breaks in England in 2022

A{le (GKS Wiy2s oSttt QkQKI gS ¢
particularc Deal, Folkstone, Maidstone.

A Social media recommendations more important in informing
decision (20% vs 16%).

A Book directly with accommodation providers and activities
(60%).

A Slightly older (38% 55yrs + vs 32%).

A More from the South East (21% vs 16%).

A Slightly more Explorers (29% vs 25%).

91



VISIT KENT interreg H

* ¥
SR
T
e
BusiNESS France ( antel) England o x
an
onal Developement Fund Development Fund

Individual Stories -

Female 2534 yrs, Buzzseekef Explorer, Female 4554 yrs, Culture Buff/Sightseer, single mum, Female 4554 yrs, Buzzseekemarried
normally travels with partner, visited Kent  visited Kent pre and during COVID, miange hotels or one daughter, Airbnb, UK short breaks,
Feb 2020, 4/5* hotels rented accommodation longer holidays abroad
AhNBFYAaAyYy3 Iy | yydzl ASngle mum with 2 daughters aged 10 and 14 years. She A Initially while working in the area saw
away for 14 of her female relatives who is a good leisure break planner and has lots of ideas of how pretty the coastal area around
range from mid20s up to 75 years old. where to go next. She is restricted to holidaying in schoc  Hythe is and how unspoilt it seemed
In February 2020 they went to holidays. She tends to decide where to go and her compared to other English coastal
Canterbury and stayed in the centre of daughters get involved in planning the activities they will  resorts she has visited.
the city in a 4* hotel and had a fabulous do. Planning ahead, she wants to have a big family A Coll th ded Deal
time! K2t ARF® AY HnuHH 0ST2NB k& 5 -oleagues ihererecommended Uealas
- a leisure break location, so booked a

A Sarted planning the Canterbury trip a A ) ) ) o long weekend in summer 2019 as a 3
year to 9 months beforehand astheyhad A52 Say Qi f A 1S Kz2u LXIFOSa 2 fairlyspontaneous trip and usedirBnB R

14 people to liaise with on dates and I NBYy Qi GKIO 1SSy 2y GKS & tobookaccommodation. They enjoyed
levels of expenditure. The key influence holiday. They like city breaks and have done a number ¢ the pier and castle.
was having somewhere relatively easily short breaks in the UK to York and more recently Oxford A Lei break bout bei ith
accessible for everyone with good A S =BG OfselS 2l EIORUIL Selig Bty
- AD223ft SR W3t YLAY3IQ FyR Ol friends and family in a beautiful locationly’
transport links. : . | : : :
in Kent. It resonated with her as she remembered seein¢  with options for things to do and places
A Bookeda hotel in Canterbury so at least F NBLEZNL 2y U0UKS WC¢CAISNI [ 2 towalk. Y'Y
they had something booked and she on TV and the unusual accommodation overlooking the A x 7 AR A x x| «
knew she could cancel it right up to the tiger enclosure. That proved to be too expensive for her, A ?h(azmsinam%n% uFings?hgt?‘ aoﬁ ;reNt?of €
date of travel. However, she still kept an but she found a cheaper lodge option overlooking the S ontaneous. ou spend ha% our time
eye out for something else and a deal animals, albeit still quite pricey). It was a novelty for a\?va honin yroung and or gnisin
came up for a better hotel in Canterbury G KSY +Fff +yR KSNI IANI & Sa ¢ K%\pya L
for the same price however it also OdzLJo 2 NRQ Ay UKSANI It YLA J J
prescriptive as weather can affect plans.

offered parking for the guests.
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Individual Stories -

Female, 2534 yrs, Explorer/Adventurer, from West Midlands, Female, 25834 yrs, no children, ExploreBuzzseekerse public

child with mental disability, visited Kent in 2019 transport, loves the outdoors, visited Kent in summer 2020

AH & I NBtFESR IddAGdRS (2 G§KS FIFrY A5SaONAROSEa KSNESEF Fa I Q5A BAGIK
a mix of summer holidays booked up to a year in advance (pre down just a bit! Having been more of a traveller staying in
pandemic behaviour) and ad hoc spontaneous day trips and budget accommodation and always on the move, these days
overnight trips away during the rest of the year. her and her partner like to stay in boutique hotels that have

A Hoseasons or Haven Holidays work for them as they have the Sl LELEEESOm ey Spzoe
entertainment element for the children and tend to be near a A Chose the hotel in Ely as the main attraction for the birthday
beach. break. It was a historic, Jacobean building and when she saw

A Havi 0KS LIK2G2a 2F GKS AYUGISNRAR2NE (KS
Having a clear plan and familiarity for her daughter works for . knew it was the place to book
UKSY |a I FlIYAfte F2N f2y3ISNI K2t AF P ' A a
to be near a beach where there are enough activities and A Generally she decides on the area to holiday in first and then
eateries. chooses a hotel to stay in. Sometimes if she finds a

particularly special hotel to stay in, that trumps whether the
area is quite right, and the price can also be secondary. For
special occasions she is happy to pay more for a hotel if it is
distinctive and warrants it.

A Booking ahead since the pandemic hit is hard due to the ACKS AYyFaNMIGA2Y 2yEAYyS | o62dzi |

uncert.ainty an_d the hike in p_rices that companies have made, so planned her own itinerary and found hotels that worked
especially during school holidays. It seems to make the cost for them, a central B&B in Canterbury, a couple of days at a

sloulele tior lees ey special hotel outside of Canterbury, and then a hotel on the
coast.

A As a family they will travel a couple of hours for a day trip, such
as a recent day trip to Longleat Safari Park which was a good 2
3 hours each way.
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Opinion/Expectations

Rank Order

VISIT KENT

GARDEN ¢/ ENGLAND

interreg E

France ( {h2Me! ) England

The following charts plot the rank order in which the statements perform in this research and where available compar&i® tiesearch.

¢KS WYIFILAQ NP RSaA3IySR G2

Items in this quadrant have previously ranked highly but
have been ranked lower in the most recent research
and/or among more recent visitors.

It is important to review these elements and establish
GKSUKSNI GKS& | NB (SYLJXZ NI NE
of COVID or whether there are underlying issues that
need specific action to be taken.

Items in this quadrant are ranked bottom in both groups

being compared (e.qg. the 2018 survey and people visiting

more recently).

They are therefore areas that Kent does not perform so well

on. They may be aspects that require concerted effort over

GAYS G2 Y2@0S LIS2LX SQa SyYyiuUNByOKSF
Note: Value for money will often fall in this quadrant and

therefore may not be the priority to attempt to address.

Rank Order

KAIKEAIKIG

g K SdddBt ahddigh-eedddv vigitdlsS K| a OKI|F y3S

Items in this quadrant are ranked top in both groups being
compared (e.g. the 2018 survey and people visiting more
recently).

Wo f A THAS@ arédordzéstaRlishedstrengthS for Keht, thaddan be

reinforced through messaging.

Items in this quadrant have previously ranked lower but
have been ranked higher in the most recent research
and/or among more recent visitors.

These attributes have improved, either in terms of
delivery and/or in how they have been communicated.
They are strengths to continue to build on for the future.
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VISIT KENT

GARDEN ¢ ENGLAND

France ( ganche ) England
EXPERIENCE
f—

Rogonsi Beveioprent Fune

Channel

Accommodation & availability of information before the visit have slipped back among those who visited during COVIDlturhile cu

activities and independent shops have increased.

Its history aryj heritage

Something for everyone
@

Good range of
outdoor activities

@ Quality of food & drink

Opportunities for cultural

Sllpped SIS Core Longerm Things to see and do all year
N during COVID Strengths to maintain ® round
8 ® Quality of accommodation
- Quality of the natural
&) environment Y
‘2‘5 Welcoming and friendly
@ .
No] ° Range of attractions and
S - . _ Beautiful beach things to do
~ Availability of information about eautiful beaches
— Kent before you get there ®
I~ ®
c @ Distinctive, authentic experience
8 @ Ease of getting around Kent
= Focus @ Ease of getting to Kent
)
() for ® R
2 | Action Availability of information about - activities
E Shopping opportunities ® Kent once there Ind|V|duaI/|nhdependent local
= shops
. @
-%’ Experiences that do not harm the _ Tourism helps improve amenities

environment
Immergve experiences you

can take part in
@® Overall value for money

@ Quality of Customer Service

& facilities for local communities

Growing
Strengths
to build on

Q37 Based on your knowledge or expectations,

please rate Kent on each of the following attributes?

Base: Visited Kent since March 2020 (382) Visited between 2017 and 2020 (580)
2018 Survey visited in last 5 years (843)

Visited since March 2020

Note: Comparison is based on rank order of statements asked in both
years, as absolute scores have changed
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Opinion/Expectationg Comparison to 2018 Surveyaresnyensian oo

VISIT KENT interreg @

BusINESS France ( fanel ) England

Among visitors to Kent surveyed in 2021, food and drink, the welcome and outdoor activities have improved their rank &om 20

2018 Survey Rank

Slipped back Its history and heritage
Since 2018 (famous buildings, castles;®
The quality of monuments)

The opportunities for cultural . .
o . __accommodation options .
activities (museums, galleries, The range of attractions and

arts, other) Core things to do
o« Longterm
Offering a distinctive, Strengths to The quality of the nature
authentic experience O environment
I Having beautiful beaches o—

Having a good range of
outdoor activities
® The quality of food & drink
The ease of getting around
the destination
= The shopping opportunities

« Its overall value for money Growing
][:OCUS ¢ Being welcoming and friendly Strengths
or to build on
Action

2021 Survey (have visited Kent) Rank

Q37 Based on your knowledge or expectations,

please rate Kent on each of the following attributes?

Base: Visited Kent (1470)

2018 Survey visited in last 5 years (843) years, as absolute scores have changed

Note: Comparison is based on rank order of statements asked in both
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Opinion/Expectations 2018 Survey vs “;“ ar e
COVIBEperiod visitors -

Shopping and ease of getting around Kent remain-@ngn challenges,

whilst heritage, culture and the natural environment are lelegn strengths.

‘ Slipped back Its history and heritage Core
during COVID from (famous buildings, castless  Longterm
2018 ~ The quality of monuments) Strengths to
accommodation options maintain

The range of attractions

aving a good range
outdoor activities
® The quality of food & drink

> and thingstodo  The opportunities for

G e cultural activities

x Offering a distinctive, (museums, galleries, arts,

> . . other)

Q authentic experience )

S ° The quality of the natural
U:) Having beautiful beaches environment
0 0]

—

o

(Q\V

The ease of getting around
the destination

* The shopping opportunities

Focus Growing
for . « Its overall value for money Being welcoming and Strengths
Action é friendly to build on

Visited since March 2020 Rank

Q37 Based on your knowledge or expectations,

please rate Kent on each of the following attributes? . . .
Base: Visited Kent since March 2020 (382) Note: Comparison is based on rank order of statements asked in both

2018 Survey visited in last 5 years (843) years, as absolute scores have changed
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France ( $hane!) England

Main Reasons to visit Kertty age - el

Younger audiences generally less engaged at this questiorthey know what Kent has to offer?

25%
Among the main reasons given to visit Kent, older people are much  Countryside and natural beaum .
more likely to be motivated by the countryside than younger ’

people. . R

Beaches and seaside B cox =18-34

. 0

The beach is a strong pull for those aged 35 years and over. 1o W 35-54

This is reflected in the rank order of selection where beaches top A variety of places to visit 33% m 55+

the list for young people and variety of places is ahead of beaches 41%

for those 55 years and over. Cultural attractions (historic buildings 19% -~

famous Signts) R — e

TOP 5 reasons to travel to Kent 18-34yrs TOP 5 reasons to travel to Kent 3554 yrs TOP 5 reasons to travel to Kent 55+
Beaches and seaside 279 Countryside and natural beauty 409 Countryside and natural beauty 539
Countryside and natural beauty 259 Beaches and seaside 389 A variety of places to visit 419
A variety of places to visit 219 A variety of places to visit 339 Beaches and seaside 399
Cultural attractions (historic buildings, famous sig 199 Cultural attractions (historic buildings, famous sig 289 Cultural attractions (historic buildings, famous sight. 389

Q51 And which of the following are reasons why you would choose to visi? Kase: Will definitely visit / consider visiting Kent in the future (1,989)
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Main Reasons to visit Kertty geography

GARDEN%ENGLAND EXPERIENCE

France ( $hane!) England

Rogonsi Beveioprent Fune

Ease of access is a passive driver for those from the South East, while those from further afield are motivated moresHyg Hreda

attractions within Kent.

39%
: 32%
Countryside and natural beau 40%
42%
36%
37%
Beaches and seasid 350
33% m Southern England
31% (up to 2hr
_ _ 2504 drivetime)
34% m London
28%
. . . . 25%
Cultural attractions (historic buildings, famous sight
29%
31% = Midlands
29%
27%
Easy to travel to get there 15%
16% m Over 2hrs

230 drivetime
22%
19%
20%

A mix of old and new

Visitors from London have a more egne
dimensional view of Kent:

A Beaches and seaside
A Countryside and natural beauty
Supported by convenience/easy to get to.

So a simple choice, perhaps requiring little
thought or planning?

Variety of places to visit plays a stronger
role for potential visitors from the South
West (with beaches less so, reflecting the
ease of access to beaches more locally).

For those further away the countryside,
variety and cultural attractions are all
important. These aspects are also
important for those from the Midlands,
though beaches play a stronger part here
too (given the lack of easy access to the
seaside from the Midlands area).

Note: London is a subset of the Southern England total

Q51 And which of the following are reasons why you would choose to visit Kent? Base: Will definitely visit / considekerisitinthe future (1,989)
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VISIT KENT interreg @

France ( $hane!) England

Sources of Informationby gender GARDEN,/ENOLAND

1 in 3 women ask for recommendations from friends and family or via social media. Men are more likely to rely on offhe&sthan

. 56%

Visit review websites (e.g. TripAdvisor, Booking.com, Expe—%‘u%
tA&aAd 1 vYSyd RSadayridrzy [SSOEMISIOSORONGFAY0A 4G S
tA&Al GKS aLISOATAO +idnN GUNENEEGSEENIS® 'S 030 bl A
a1 FTNASYRa FyR Fryate 72N [NEOSNESRIERSVER TN Sy RE | )
Look through destination brochures and Ieaflel_lgs/i%
1 aS + aLSOAFAO FdGiaNI Odazy [JRBNESESGEE? SSRa /adt ST /I
Look for recommendations on social medigiSSSSS T 21%
Visit the Tourist Office [ 1506 = Female
19% m Male
Use a travel guidebookm’ 18%
Use a travel guide or tour operator app (e.g. Explore K”A’N%
Visit an online travel agentmo/fS%
Read an article in a magazine or newspap-loi/g%
Opinions of bloggers and influencer-gﬁ/g%

Used to live in Kent so already have knowledge of the a-wgo%

Nore of these 4% *The age profile of men in the sample is slightly older
o 6% than women and is likely to be contributing to the
Other g%{o differences seen

Q42. Sources of Information 102
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France ( $hane!) England

Sources of Information by age - .

Visit a Kent destination website (e.g. www.visitkent.co. 27% 399,
www.explorekent.org, www.whatsoninkent.com) 450
Visit the specific attractions websites (e.g. National Trust, Chat

Historic Dockyard etc)

Ask friends and family for recommendations/friends and family m
recommendations

o m 18-34yrs
m 35-54 yrs

Use a specific attraction app (e.g. Leeds Castle, Canterbury City m 55 yrs or over

) ) ) 27%
Look for recommendations on social medi . 20%
0

Visit the Tourist Office

Visit an online travel agent

Opinions of bloggers and influencer

Note: Chart shows just those sources where there are

Q42. Sources of Information large differences across the age groups
Base: all (2001) 103



VISIT KENT interreg R
. . . .GARDEN ¢ ENGLAND %%‘%fmm Egg;;gggg; M
Sources of Information by domestic trip taking

Increasing use of online resources to find information for future trips.

General online searchm 59%
Visit review websites (e.g. TripAdvisor, Booking.com, Expe_39% 45%
tAaAd I YSyd RSadAyl a2y FCORRUNSTNOSOS &% a6 dBA&AG1 Sy
tAaAG GKS ALISOATAO | GGNI OGA 2 PASGSORENNTSEY B8 o0 bl G2yt ¢
a1 FTNASYRa IyR Flryate 72N NOOTEYRL 2 2yak TNASYRE YR
Look through destination brochures and Ieafle_ 2%5{‘,’/0

1 4SS I ALISOATAO FGdNT OlGAazy (PN SSRa /a0t S /1yl
Look for recommendations on social med G — 2%
Visit the Tourist Office -182&%

Use a travel guidebook[ s 1750

B More domestic trips in 2021

® More domestic trips in 2022
17%

Use a travel guide or tour operator app (e.g. Explore Ke-le’l(g’%

Visit an online travel agent-lzloi%
Read an article in a magazine or newspap-lzlo‘/t%
Opinions of bloggers and influencer.9 11%

%
Used to live in Kent so already have knowledge of the a.g 11%
0%

%
None of these 0%

1%
Q42. Sources of Information Other I 1%
Base: all (2001) 104
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France ( Ma che ) England

Sources of Information GARDENg/ ENGLAND S

General online searching is the top source of information for all regions whilst social media recommendations are dighifjbant

amongst those living in London.

General online search 48% 57% 53% 50% 57%
Visit review websites (e.g. TripAdvisor, Booking.com, Expe 32% 39% 37% 41% 42%
Visit a Kent destination website (e.g: www.visitkent.co.uk, 3204 3504 3804 3704 38%
www.explorekent.org, www.whatsoninkent.com)

Visit the specific attractions websites (e.g. National Trust, 2704 350 34% 31% 34%

Chatham Historic Dockyard etc)
Ask friends and family for recommendations/friends and fa

: 29% 31% 27% 28% 29%
made recommendations
Look through destination brochures and leaflets 19% 18% 19% 21% 21%
g‘sjtiedz)spemflc attraction app (e.g. Leeds Castle, Canterbui 18% 17% 2106 17% 18%
Look for recommendations on social media 24% 15% 18% 19% 16%
Visit the Tourist Office 15% 16% 16% 17% 17%
Use a travel guidebook 16% 17% 14% 16% 18%
Use a travel guide or tour operator app (e.g. Explore Kent) 18% 13% 14% 16% 15%
Visit an online travel agent 14% 11% 11% 11% 13%
Read an article in a magazine or newspaper 15% 10% 13% 10% 9%
Opinions of bloggers and influencers 13% 9% 9% 11% 9%
Used to live in Kent so already have knowledge of the aree 13% 7% 10% 7% 8%

Q42. If you were planning a future visit to Kent, which of these resources would you be likely to use to plan your gigifPrBagondents: 1,989 105
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France ( fanel ) England

Sources of Information GARDENY ENGLAND  cronsies

Those visiting with older children are more likely to seek out specific information from destination or attraction welistsstravelling
alone or as a couple are less likely to read opinions of others on social media/bloggers.

General online search 44% 52% 52% 51%
Visit review websites (e.g. TripAdvisor, Booking.com, Expedia) 34% 37% 35% 39%
Visita Kent destination website (e.g..www.visitkent.co.uk, 31% 44% 3506 40%
www.explorekent.org, www.whatsoninkent.com)

Visit the specific attractions websites (e.g. National Trust, Chathar 29% 38% 33% 33%
Historic Dockyard etc)

Ask friends aqd family for recommendations/friends and family ma 28% 2804 2804 3204
recommendations

Look through destination brochures and leaflets 23% 22% 17% 21%
Use a specific attraction app (e.g. Leeds Castle, Canterbury City ( 19% 27% 18% 21%
Look for recommendations on social media 21% 22% 13% 23%
Visit the Tourist Office 16% 20% 17% 17%
Use a travel guidebook 16% 13% 15% 16%
Use a travel guide or tour operator app (e.g. Explore Kent) 16% 20% 13% 16%
Visit an online travel agent 14% 15% 10% 10%
Read an article in a magazine or newspaper 18% 16% 10% 11%
Opinions of bloggers and influencers 18% 13% 6% 11%
Used to live in Kent so already have knowledge of the area 17% 14% 10% 8%

Q42. If you were planning a future visit to Kent, which of these resources would you be likely to use to plan your visit?
Base: All visiting Kent in the past (with younger children (305), with older children (179), alone/couple (719), ady8Xpoup 106
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France ( $hane!) England

Importance of Decision Influencers || e B8 Kl

Whilst suitable accommodation is the highest ranked decision influencer for aljragp,swe then see some significant differences.

The percentage ranking each item first

. . 36%
Suitable accommodation 28%
28%
- - o . 24%
Variety of activities and experiences to choose fro 23%
. . . . . 13%
Location of a particular experience or activi
15%
Presence of family/friends in the are m 18-34 yrs
18%
8% ® 35-54 yrs
19%

Special offers or discount 15%

18%

4%
A place | go to often 4%
3%
4%
A place | go to often 4%
3

Q41 Below are a number of items that might impact your decision to take a holiday in Kent. Please put them in the ordefd/oonsider them, with the aspect you would decide on first at the top of the list.
Base: All respondents: 1,989,-38 (586), 35%4 (715), 55+ (688) 107



Importance of Decision Influencers

VISIT KENT

GARDEN ¢ ENGLAND

France ( $hane!) England
EXPERIENCE

Euraposn Regionsl Deveiopment Fund

Suitable accommodation 29%
Variety of activities and experiences to choose from 30%
Location of a particular experience or activity 13%
Presence of family/friends in the area 14%
Kent is somewhere | want to explore 28%
Special offers or discounts 11%
A place | go to often 2%

Q41 Below are a number of items that might impact your decision to take a holiday in Kent. Please put them in the ordefd/oonsider them, with the aspect you would decide on first at the top of the list.
Base: All visiting Kent in the past (with younger children (305), with older children (179), alone/couple (719), adyBX¥pup

29%

28%
13%
15%
28%
12%
3%

31% 30%
18% 20%
16% 17%
16% 13%
28% 32%
14% 14%
4% 5%
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Regions: Geveioprent Func

Active and Outdoors

The natural environment is an established asset for Kent and the Active and Outdoors theme can inspire younger peoplé.to en

Areas where those who say this image would really inspire them to visit Keninole

Demographics
A 18¢ 34 years whose preferred destinations are mountains or hills or rural coastlines
A Future visits more likely to be by train

Booking Journey
A General online search more important
A Skew to high end hotel and accommodation

Kent Awareness and Perceptions
A Reasons for choosing Kentountryside & natural beauty

Activities and Experiences

A Clean unpolluted beaches and green spaces are more important

A Shopping opportunities are less important

A Activitiesc outdoor activities, experiencing rural life and scenery, history and heritage sites, famous and
iconic attractions, outdoor leisure pursuits

A Experiences: Foraging and Guided hikes
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BUSINESS France ( $hante!) England

Food an d D rl N k GARDEN ¢ ENGLAND  -rience

Broad appeal across age groups, most popular among Explorers, who tend to be slightly older. There is an appetite Varietyvafe
experiences, beyond just food and drink.

Areas where those who say this image would really inspire them to visit Keninole

Demographics
A Explorers
A More likely to take short breaks to Kent in future

Booking Journey
A Accommodation more likely to be the main reason for the visit

Kent Awareness and Perceptions

A Clean unpolluted beaches and green spaces are more important

A More familiar with places in Kent

A More likely to be positive about the quality of food and drink in Kent

Activities and Experiences

Shopping opportunities are important

Activitiesq shopping, history and heritage sites, famous iconic attractions

Experienceg special/luxury experiences

Vineyard tour, brewery tour, gin distillery, heritage arts tour, upcycling, wellbeing, relaxing complementary
therapies, yoga etc. river tours, gin and steam train

To T To I
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GARDEN ¢ ENGLAND  “err

eveiapment Fund

History and Heritage

Areas where those who say this image would really inspire them to visit Keninolesr

Demographics

A Previously visited with a partner/spouse

A Skew to Spring visitors and outside of school holidays
A 55 vyears +

A Explorers

Booking Journey
A More likely to use specific attraction app to source information

Kent Awareness and Perceptions

Those who rate their past experience of Kent 9 or 10 and those who would definitely recommend Kent as a
destination

More familiar with places in Kent

Associate Kent with Nostalgic and traditional

More likely to say Kent offers a distinctive authentic experience and say its history and heritage are very good
or excellent

Choose Kent for the variety of places to visit and cultural attractions

ctivities and Experiences
Clean unpolluted beaches and green spaces are more important
Arts and Culture image set also inspires
Activities to do in Kent: history and heritage sites, famous and iconic attractions
Experiences of interest: heritage arts tour, river tours, gin and steam train

ToToToTo B Do DoToe Do
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Arts and Culture

Areas where those who say this image would really inspire them to visit Kenrinmlesr

Demographics
Couples who have visited Kent before

A Unlikely to visit Kent on a day trip

A Those who say COVID has made some changes to their holiday plans and expect those changes to
continue into the future

A Explorers

Kent Awareness and Perceptions
A Slightly higher knowledge and/or visitation of places in Kent
A Have stronger perceptions of Kent
A Long history and heritage and Nostalgic and traditional
A Having a having Distinct identiénd Lots to see and do
A Beautiful, Warm and welcoming and Lush countryside
A History and Heritage image set also inspires

Activities and Experiences
A More likely to be interesting in exploring history and heritage sites and visiting famous and iconic places
A Out of the ordinary experiences such as the gin and steam locomotive
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Exciting and Unexpected GARDEN/ENGLAND

A younger, diverse audience are attracted to Kent by this imagery, though interestingly they do natyMerS E 2y BK $ NRH
experiences.

Areas where those who say this image would really inspire them to visit Keninmlestr

Demographics

Young and middlaged people

London residents

People who visit with kids-52 years and come to Kent in the school holidays
Asian/Asian British

Buzzseekers

To o J>o T To

Booking Journey
A Those who book a package with a provider that included travel, accommodation and activities
A Social media recommendations are a more important source of information

Kent Awareness and Perceptions
A Generally lower awareness of all places in Kent (except Dover)

Activities and Experiences

Escape room and treasure trail

Relaxing experiences to enhance your wellbeing and look after your mind and body

Glamping retreat; yurts/log cabins, eco hot tubs, spa, electric bike hire, dog spa, recording studio
Fitness and wellbeing programmemmersed in nature, reconnecting mind, body and soul

To o I I
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Areas that those who say this image would really inspire them to visit Kenroex

Demographics Many experiencesappeal to this

A 18¢ 34 year olds audience and appear to include both
A Females those for the adults and some that
A Those whose visitor group includes children up to 12 years and thereforewill entertain the children:
visit in the school holidays A Escape room and treasure trail
A Asian/Asian British 12% A Running tours
: questrian activities
A Equestri tiviti
Booking Journey A Sustainable rural retreat
A" Those for whom the accommodation is the main reason for the trip A Wellbeing experienceyoga,
A Those who book a package with a provider that included travel, pilatesand forest bathing
accommodation and activities A Complementary therapies
A Social media recommendations and bloggers and influencers are more osteopathy, acupuncture,
Important sources of information reflexology, homeopathy,
A Dog friendly is important to this audience massage, pre and post pregnancy
Kent Awareness and Perceptions treatments
A Generally lower awareness of all places in Kent ﬁ Craft workshops
Activities and Experiences Upcycling workshops
R 0 G M A Photography tour
e R SR S W es A Foraging and wild food experience

Would visit theme parks, zoos, other visitor attractions in Kent
Motivated by events, advertising and shopping opportunities
hidKSNJ AYIF3IS &aSida GKIG AYEALANB | NB WC22R YR BNAY|1Q YR WOEOAGAY:

PN ~ 7 A

To To o Do

114



a b

I3 2
o R .
At REY




Word Associations with Kent
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Under 35 years

history. Younger people are more likely to highlight the beach.

35¢ 54 years

r
historical
tradltllonalg ral ez

englan
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canterbury e

Q25b What are the top 3 words that come to mind when you think of Kent as a leisure destination? Base: All respondehts (2,001

55 years+
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