VISIT BRITAIN:
OUR CONSUMER MARKETING STRATEGY

CLARE MULLIN — Marketing Director
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Britain is one of the best known cultural forces in the world
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Foreign travellers feel they already know exactly what to expect from Britain
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Foreign travellers feel they already know exactly what to expect from Britain
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When you feel you know something already there is less urgency to discover it
further
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Britain is one of the best known cultural forces in the world
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Foreign travellers feel they already know exactly what to expect from Britain
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When you feel you know something already there is less urgency to discover it
further
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To reverse our decline of tourism market share we must challenge this latency
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The icons of
Britain that I'll see
one day

We have a very powerful double-edged sword
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The icons of Britain bursting

Britain that I'll see
one day

with things to
experience now

We must get people see beyond the expected so
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THE Make Britain feel like a place bursting with things to experience now,
TASK rather than a museum of things to see one day

The icons of Britain bursting

Britain that I'll see
one day

with things to
experience now
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THE

PROBLEM Foreign travellers feel they already know exactly what to expect from Britain



THE
PROBLEM

Foreign travellers feel they already know exactly what to expect from Britain
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OUR

STRATEGY The world’s most wonderfully unexpected island




How we do it

The world’s most wonderfully unexpected island

No more expected icons in We always blend expected
Isolation, this only reinforces cues with the unexpected
image people have in their heads experiences



With so many iconic and famous sites Britain needs
the world to uncover the real Britain behind the
postcard. By tapping into our audiences passions for
travel we can showcase the unexpected side of Britain
or the expected in an unexpected way to match what
Britain has to their passions for travel.



Platform Idea

| TRAVEL FOR

Travel Passions (per market)
| travel for adventure Expected/Unexpected

| travel for fun Link expected and unexpected to travel passions

| travel for Food & drink putting people at the heart
| travel for culture




“tradh
D B o

‘ RELAXATION

GREAT

BRITAIN

\

N

I TRAVEL FOR

ADVENTURE

visitbritain.com

U TTRAVEL FOR~
& RELAXATION f*

.
FIND vpun v

" GREAT

% BRITAIN

visitbritain.com

é’w :-"nx:,';bi:i "
: GREAT

BRITAIN
g B




{ FOOD & DRINK
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We have been working on a 5 to 10 year audience profiling project which allows us to be confident in targeting those
people who are currently considering Britain as a holiday destination.

We will continue to work on this, adding new audiences and speaking to more challenging but high value audiences as we
become more established in our foundational lower hanging fruit.

UNQUE EXPERIENCES

comfortable with who I am - |

Y ADVENTURERS (16%)
don't care how others see me

o When I travel abroad, I like to get off
the beaten track

1 enjoy spending time in the outdoors
* EXPLORERS (230/0) and In natural landscapes * | always seek out new experiences

I prefer to go to places that dont
generally sée many tourists

* 1 am happy o pay more to visit a truly
o 1am not bathered abowt wh PRFER] Privetime destination. | , o it adventure o 1 prefer holidays full of actio
I can have an extrémely rewarding excitement
ks oliday seithouswhaving to over-s I F. j -
‘e W"-r“rdJUJ Siioymbaving t perdem definitely NOT a routine person

. 1 d to h .2 o = Challenge and/or action-filled activities
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1'rp quitegaid belk othpehe 2 ymique sense of (PR ABYs ool friends .\y‘O'\lgg %?sguac me as a nisk
o 1prefer to/g8 with the flow sty b o v - ke

® Tlike to make plans for others

I dont ike to take on too

much at once with my time

o -

- ks ’ .
©n holiday, I'm happy togh
. _ * v yirLhe first to know about new
I prefor holld:‘.vr n!da slower .‘ln? l;','?f'-‘:' stab ‘533" d%&v"f-éﬁﬁ‘i":’ém#mnm & elNeer
e C
Saxnd pace a On holiday, I'm afreid I'11 miss out on My friends would describe me a4 a trendsetter

. = the best perionces ¥ 1 don't do n?&cm Id gescribe mysedf as an ambitious BUZZSEEKERS (38°/°)

research first

RELAXED

.
ity

QBNOyy NOLLIY

- erson
I know the type of thing ! like, and tend , ! @enerally ¢hose to take a holday in a Holidays are a way to reward myself for my hard work and success
to stick with that wellgastatlished tourist destingtidiuying the right brand matters to me
SIGHTSEERS (12%) 1 lika to be noticed
o Vhen 1 travel abroad, 1 want to see the g

.
world's most famous sites

| probably have more frnends than most people

When 1 travel, I enjoy exclusive or
luxury experiences that others might
find unaffordable

® | am more of 8 City person

. CULTURE I care sbout the image FIND YOUR
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Buzzseekers Explorers

There are five core segments that we
have identified as key opportunities for
growth for British tourism by market. e
Each audience has a different element
of the unexpected that appeals to
them. Whenever we communicate to
them, we should seek to play up _
attitudinal nuances as much as we Sightseers Culture Buifs
would seek to land market specific
relevance.
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TALK TO THEM

WHERE AND HOW WE




UNSUSTAINABLE
CAMPAIGN
PEAKS
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ACTIVITY

TIME

Our old campaign-led approach leads to inefficient bursts of activity
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ACTIVITY

TIME

We need to move to a more sustainable always on
. approach that steadily builds equity with our audience o vouR
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JOURNEY

CHANNEL E.G.

PASSIVE

INSPIRATION

ACTIVE
IDEATION

EXPLORING BUILD GROWING ON THE SHARE AND
OPTIONS ITINERARIES ANTICIPATION GROUND ADVOCATE

a@n

VisitBritain

NATIONAL

GEOGRAPHIC @ he 6 @ @ 8 n @ n

To steadily build equity with our audience, we need to respond

to their needs effectively and in the right channels.

These needs very greatly at different stages of the journey.
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PASSIVE ACTIVE EXPLORING BUILD GROWING ON THE SHARE AND

JOURNEY

INSPIRATION IDEATION OPTIONS ITINERARIES J ANTICIPATION GROUND ADVOCATE
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Make them think of Britain
differently Help them plan Help them travel Help them share

CHANNEL E.G.

OUR ROLE

This also means we have vastly varying roles to play across the journey as an organisation.

N Our brand needs to be the cornerstone that ties everything together. FIND YOUR
() GREAT
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CHANNEL E.G. JOURNEY

OUR ROLE

PASSIVE ACTIVE

INSPIRATION IDEATION

NATIONAL
GEOGRAPHIC

Make them think of Britain
differently

OBJECTIVE: Increase consideration to Visit Britain in the next six months
STRATEGY: Show the unexpected side of Britain

AUDIENCE: Lead two attitudinal segments per market

LEAD CHANNELS: Visit Britain advertising and partners
MEASUREMENT: Increased consideration to visit as a result of work and
corresponding ‘unexpected’ brand tracker statements



CHANNEL E.G. JOURNEY

OUR ROLE

EXPLORING BUILD

OPTIONS ITINERARIES

G OOR

Help them plan

OBJECTIVE: Drive bookings of British experiences AND stimulate
development of new unexpected products

AUDIENCE: Lead segments who have already signalled interest in Britain
LEAD CHANNELS: Partners’ media and Visit Britain tools

MEASUREMENT: Engagement with VB content and tools and bookings
through partners



CHANNEL E.G. JOURNEY

OUR ROLE

ON THE GROUND

VO NHO

Help them travel

OBJECTIVE: Drive regional spread and increased spend by championing
unexpected experiences

AUDIENCE: Lead segments who are on trip

LEAD CHANNELS: Regional bodies and industry partners in Britain
MEASUREMENT: Increased spread and spend



CHANNEL E.G. JOURNEY

OUR ROLE

SHARE AND ADVOCATE

Help them share

OBJECTIVE: Drive advocacy and social sharing of unexpected British
tourism experiences

AUDIENCE: Those on trip and those who have just returned
LEAD CHANNELS: Visit Britain social channels and influencers
MEASUREMENT: Increased positive earned social media activity



@ VisitBritain | VisitEngland @

Content marketing and initial thoughts on global roles

Global Team:
« Set overall VB and VE strategy
We are the « Management of UK Visit Britain and Visit England channels
conductor « Creation and management of global content calendar and
process
« Set best practice guidelines
» Share insights

International Markets:

« Management of in market channels as per global best practice
« Management of content creation and curation as per strategy
« Share insights

Partners/DMOs:
* Inputin to global VB/VE content calendar

TR DMOs +  Collaboration around scheduling -
etc. « Sharing of insights and best practice
«  Provide content 3
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THE Make Britain feel like a place bursting with things to experience now,
TASK rather than a museum of things to see one day

THE
STRATEGY

The world’s most wonderfully unexpected island

Recapping our task and strategy



THE Make Britain feel like a place bursting with things to experience now,
TASK rather than a museum of things to see one day

THE
STRATEGY

The world’s most wonderfully unexpected island
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It's a place that has many great reasons to visit right now

It's an active and exciting destination
It has vibrant and buzzing cities

It has countryside and villages where you can experience real country life

The key brand tracker metrics that sit underneath this



G REAT Join The World  Discover the UK

BRITAIN & NORTHERN IRELAND
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The challenge

« 16-t0-34 year olds took almost 1.4 million fewer holidays at home last year
compared to a decade ago.

* Low knowledge of the geography and little perception of what is available to
see/do

« Tendency to take low cost overseas holidays.

\ 4

Bring Generation Y ‘home’ by educating them on the geography and
competitive tourism product available here, growing the base UK population
who have an interest in taking holidays and breaks domestically, thus
sustainably contributing to the UK economy.



PLANNING A UK
BREAK OR HOLIDAY

Summary

DECIDING
WHAT TO DO

DECIDING
WHERE TO GO

Most UK tourists follow the same
basic process when planning a trip in
the UK:

* Free and Easy Mini Breakers tend
to be more spontaneous and last
minute, missing out some of the
later phases

» Aspirational Family Fun travellers
by contrast follow through every
stage most carefully, looking to
optimise their trip as much as
possible

The choice of holiday activities
depends on a number of different
factors all of which contribute to the
construction of holiday itineraries:

* Emotional needstates — rest, treat
or excitement

* Desired energy & pace

* A mix of ‘destination activities’
(e.g. music, festivals), ‘core pillars’
(e.g. food) & added value extras
(e.g. excursions)

City Breaks and Coastal Breaks offer well-understood and
well-liked options. Tourists need much more help with
countryside trips, where they have much less knowledge
about what to do and offer feel out of their depth:

* By mapping key activities for each area against the core
needstates, it is possible to create broad themes for
each location type that will motivate and inspire during
the ‘Ideation’ phases of the research

* Similarly, by suggesting the right mix of destination
activities, core pillars and added value activities as
offered for each location, it is possible to help tourists
expand their planned repertoires, extending their trips
& increasing their spend



» Authenticity, shareability and new

Information Needs

exciting content.

PASSIVE m Non-specific temptations put in front of me
. - . IDEATION - Beautiful places, fun activities
» We need to break into their social | —----mmmmmmmrm oo oo
-EEI- Non-specific ideas & solutions put in front of me
bubble TRIGGER - Beautiful places, fun activities, good deals
ACTIVE Seeking out ideas within loosely defined parameters
> EXpenenceS Shown tO be tang|b|e IDEATION - Place & activities | am considering (long-list)
. SET Seeking out specific information
and eaS”y bOOkable PARAMETERS $ - Finalise location, dates, travel, accommodation
. ; BUILD Seeking out ideas within tightly defined parameters
> Channe|S |nCIUde SOC|aI (FaCGbOO k, ITINERARIES m - Activities to fit my location, needstates, timeslots & budget
In Stag ram and Sn apc h at)’ d|g|tal FLEX & Seeking out ideas within tightly defined parameters
GROW m - Activities to fit my location, needstates, timeslots & budget
display, billboards and a media e
Sharing everything that [ found out
. . . SHARE ‘m_ - Everything | saw, everything | did, where | stayed, what |
partnership showcasing authentic loved about it

content by the audience’s peers.



Campaign hub & content curation

www.visitbritain.com/jointheworld . JoinTheWorid _ iscover the UK

Iwant everything in the UK o
T

v — S
v - - —

* Influencer content Sayhalls b ey s ss QBT S
* Blog articles
 UGCimagery from Instagram

* Top-line inspiration with added
anecdotes and interesting details

* Send the user to various partners to
book/find out more.



https://www.visitbritain.com/gb/en/campaigns/jointheworld#9t81vm1MUHGRFgkf.97
https://www.visitbritain.com/gb/en/campaigns/jointheworld#9t81vm1MUHGRFgkf.97
http://www.visitbritain.com/jointheworld

Enjoy a taste of the sea in Chelsea

Fish fans, head to West London’s Chicama to sample the bold
favours of Peruvian cuisine. Its sumptuous seafood menu includes
blackened octopus, sea bream ceviche and crispy battered fish in a

brioche bun.

Find out more

crazycatladyldn Wishing this was my breakfast set up! Thank you
@giuliaballetti for inviting me to lunch yesterday! And thanks so much
to @chicamalondon for having us, and for putting up with us swapping

. . . . #chicamalondon, #onthetable, #onthetableproject, #thatsdarling,
#onmytable, #tablesituation, #onthetable_project, #flatlay, #flatlays,
#flatlaystyle, #flatlaytoday, #flatlaysquad, #flatlaynation,
#flatlayoftheday, #flatlaythenation, #prettyflatlays, #tv_living,
#livethelittlethings, #momentsofmine, #fromabove, #seekthesimplicity,
#verilymoment, #foodblogger, #caffienecouture, #flatlayinspire,
#foodstyling, #foodie, #momentslikethese, #foodstylist, #myoklstyle

Every image has been carefully selected to appeal to a
millennial audience...

Live that mermaid lifestyle in Scilly

Located 30 miles from Cornwall’s Land's End and reachable by ferry
or plane, The Isles of Scilly are England's answer to the Caribbean.
This archipelago flourishes with succulents and palm trees and the
beaches are dreamy with their aquamarine waters and soft

white sands. You can also spot all kinds of wildlife including seals,

dolphins and even turtles, if luck is on your side.
Find out more

bexiharris ¢\ ARE THIS ON:
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Your Involvement

» Use the indicated hashtags #Lovegreatbritain and #LoveUK

» Submit tailored experiences, images and video content to
domestic.marketing@visitengland.org

* Toolkit in progress.
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