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Introduction & Summary 

Since 2010, Visit Kent has run an annual outdoor advertising campaign - the Kent Contemporary campaign 
– with key partners to reposition the destination as the Garden of England for the 21st century, building on
awareness of what the county has to offer whilst being able to surprise and delight in new ways.

Working with leading creative agency, M&C Saatchi, the campaign features striking imagery with the Visit 
Kent branding on London outdoor and digital media, targeting London audiences to inspire them to take 
more day trips and short breaks to Kent. 

The campaign allows partners to use media that they could not afford on their own, and also gain extra 
opportunities for exposure and access further distributions channels.  

2016 in review 

The 2016 campaign saw a shift to increase the length and volume of activity carried out for the campaign, 
to ensure maximum exposure for partners and the Visit Kent brand.  The campaign had a total of 11 
partners and 9 creatives, and also benefitted from additional budget contributed by Visit Kent from Kent 
Heritage Railways funding.  As a result of partner feedback, the campaign was refreshed to include: 

 7 new images, a new tone of voice and headlines on all creatives and a new logo lock-up

 Increased digital presence across a longer timeframe

 New, improved research methodology and improved metrics from media with new partners
Destination Research

 A new media buying agency, AKA

 A dedicated landing page for the campaign on the Visit Kent website

 A greater focus on creative content – e.g. user generated, sharable, competitions etc

 Increased communications between Visit Kent and campaign partners throughout the campaign

2017 partners 

The 2017 campaign followed the same format as the revised 2016 campaign, but included fewer partners 
as Turner Contemporary and Dreamland were unable to return due to budget constraints, and the 
Heritage Railways project funding had ended. 

2016 partners were: 
1. Southeastern (branding only)
2. Thanet District Council (2 x creatives)
3. The Historic Dockyard Chatham*
4. Medway Council*
5. Hever Castle
6. English Heritage (Dover Castle)
7. Canterbury Business Improvement District (BID)**
8. Shepherd Neame
9. Folkestone Artworks

*Joint partnership, one creative
** In partnership with Canterbury City Council and Whitefriars Canterbury, one creative
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2017 activity at a glance 

22nd May to 31st August 
Outdoor o 2 x transvision screens at London Liverpool Street (20 second spots on rotation,

7pm to 12midnight)
o 108 x 16 sheets underground & overground
o 66 x Adrail Illuminated 6 sheets underground & overground

Digital MPUs featured on: 
o Transport for London
o TripAdvisor
o Captify (programmatic)

Social 
media 

o Promoted Facebook carousel/link adverts for partner creatives
o Facebook, Twitter and Instagram link posts driving website traffic & rebranding

of channels with new imagery
o Facebook canvas adverts showcasing all partners

Web o Dedicated campaign webpage on www.visitkent.co.uk with partner profiles
o Homepage takeovers of all campaign images
o PPC and Google Adwords

Content o 3 x competitions to encourage User Generated Content

PR & 
E-comms

o Dedicated PR activity
o Campaign images used across B2C and B2B newsletters

2017 results summary 

 The out of home transvision and outdoor panels delivered 23.5million impressions

 Digital promotions delivered 2.9million impressions, generated just under 7,000 clicks

 Paid social media promotions reached 1.5million people

 Organic social media promotions had 2,143,321 impressions

 The campaign’s paid social media activity, including Canvas advertising and promotions for two

competitions, received over 2.7 million impressions, 21,000 interactions (comprising likes, shares

and comments), and generated 30,000 website visits.

 47,092 visits to the campaign page, 2nd most visited page on the website during campaign

 65,966 visits to partner and destination pages during the campaign

 More than 4,000 entries to three competitions

 The total number of visits to Kent (day trips and overnights stays) as a result of the campaign is

currently estimated at 593,613.

Watch the campaign film with our partners for a summary of our activity in action: 

https://youtu.be/v6FZDKAmVcA
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Tran
svisio

n
 Screen

s | D
elivery

•
Th

e cam
p

aign
 w

as b
o

o
ked

 to
 ru

n
 fo

r 1
4

 d
ays fro

m
 2

2
 M

ay to
 4

 Ju
n

e
.

•
Tran

svisio
n

 is a p
rem

iu
m

 rail fo
rm

at co
n

sistin
g o

f large, elevated
 h

igh
 reso

lu
tio

n
d

igital scree
n

s w
h

ich
 d

isp
lays an

im
ated

 ad
vertisin

g. Th
e fram

e
s are p

laced
 in

 h
igh

traffic an
d

 h
igh

 d
w

ell lo
catio

n
s n

ext to
 d

e
p

artu
re b

o
ard

s in
 statio

n
 co

n
co

u
rse

s,
cap

tu
rin

g th
e atten

tio
n

 o
f travelers th

at p
ass th

ro
u

gh
 every d

ay.

•
W

e selected
 scree

n
s at tw

o
 statio

n
s, V

icto
ria an

d
 Liverp

o
o

l Street w
ith

 ad
vertisin

g
ru

n
n

in
g in

 tw
o

 b
u

rsts, fo
u

r p
artn

ers in
 each

 1
0

 se
c b

u
rst. Th

e
 activity ran

 in
 Leisu

re
H

o
u

rs b
etw

ee
n

 7
p

m
 an

d
 statio

n
 clo

se
.

•
W

e ad
d

ed
 Liverp

o
o

l Street to
 en

su
re th

e cam
p

aign
 en

gaged
 w

ith
 m

o
re travellers fro

m
Essex an

d
 Su

ssex. U
tilisin

g Leisu
re H

o
u

rs en
ab

led
 u

s to
 reach

 an
 au

d
ien

ce alread
y

active in
 th

e d
ays o

u
t m

arket.

•
O

u
r cam

p
aign

 w
as b

o
o

ked
 to

 d
e

liver 2
,0

5
8
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9

9
, im

p
ressio

n
s (im

p
acts) an

d
 fin

al
d

elivery w
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7

1
,8

3
5

 im
p

ressio
n

s, exten
d

in
g th

e reach
 o

f th
e cam

p
aign

 b
y 6

%
 free

o
f  ch

arge.
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D
igital Learn

in
gs fro

m
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0
1

6
 C

am
p

aign
 

1
.

P
ro

gram
m

atic ad
vertisin

g d
e

livered
 th

e ch
eap

e
st co

st p
e

r w
eb

site click, w
ith

 ab
o

ve b
en

ch
m

ark resu
lts fo

r tim
e

sp
en

t o
n

 site.
A

 h
igh

er p
ro

p
o

rtio
n

 o
f sp

e
n

d
 w

as allo
cated

 to
 th

is activity th
is ye

ar.

2
.

O
f th

e site d
irect ad

vertisin
g activated

 fo
r last year’s cam

p
aign

, Trip
 A

d
viso

r an
d

 TFL d
elivered

 th
e h

igh
e

st click
th

ro
u

gh
 rate. A

d
ve

rtisin
g o

n
 N

atio
n

al R
ail w

e
b

site (N
atio

n
alR

ailEn
q

u
iries.co

.u
k) w

as d
ro

p
p

e
d

 fro
m

 th
e

 p
lan

 fo
r

th
is ye

ar.

3
.

Faceb
o

o
k ad

vertisin
g d

e
livered

 th
e greatest level o

f w
eb

site traffic h
o

w
ever w

e saw
 m

o
re e

n
gagem

e
n

t w
ith

co
n

ten
t o

n
 In

stagram
.  W

e
 in

tro
d

u
ce

d
 th

e
 Face

b
o

o
k C

an
vas A

d
 fo

rm
at to

 th
is ye

ar’s cam
p

aign
.

4
.

W
e reco

m
m

e
n

d
ed

 u
tilisin

g ‘go
als’ in

 G
o

o
gle A

n
alytics to

 fu
rth

e
r m

easu
re th

e
 q

u
ality o

f traffic an
d

 lo
o

k at settin
g

a “co
n

versio
n

” m
etric. W

e
 se

t go
als to

 d
e

te
rm

in
e th

e
 q

u
ality o

f traffic se
n

t to
 th

e
 site

: m
in

im
u

m
 am

o
u

n
t o

f tim
e

sp
en

t o
n

 site, n
u

m
b

e
r o

f p
ages view

ed
 an

d
 click th

ro
u

gh
s to

 a p
artn

e
r site.
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d

viso
r 

•
A
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 fo

r tw
o

 w
ee

ks fro
m

  2
2

M
ay –

4
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n
e

•
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rts &

 C
u

ltu
re In

terest C
o

n
ten

t, an
d

D
o

m
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u
rist A

ttractio
n

s

•
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u
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e
rn
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glan

d
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u
n
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d
in
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t

•
R
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ss d
eskto

p
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let an
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p
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 A

d
viso

r H
igh

ligh
ts 

•
Th

e im
p

ressio
n

 vo
lu

m
e

 d
e

d
icated

 to
 th

is m
ed

ia o
w

n
er w

as su
b

stan
tially 

h
igh

e
r th

is year (3
0

5
,2

3
1

) versu
s 2

1
9

,3
7

2
 last year.

•
Th

e in
creased

 in
vestm

en
t p

aid
 o

ff as th
e as th

e C
TR

s o
u

tp
erfo

rm
ed

 b
o

th
 

A
K

A
 b

e
n

ch
m

arks an
d

 last year’s C
TR

s. W
e reco

m
m

e
n

d
 co

n
tin

u
in

g to
 u

se 
Trip

 A
d

viso
r in

 fu
tu

re V
isit Ken

t cam
p

aign
s.

To
tal Im

p
ressio

n
s: 

3
0

5
,2

3
1

To
tal p

o
st im

p
ressio

n
 lead

s: 
1

5
6

To
tal clicks:

1
,1

9
2

C
TR

: 
0

.2
9

%

B
e

n
ch

m
ark C

TR
:

0
.2

1
%

To
tal w

eb
site visits (lead

s an
d

 clicks): 
1

,3
4

8
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•
A

ctivity tan
 fo

r tw
o

 w
ee

ks fro
m

 
2

2
M

ay –
4

 Ju
n

e

•
R

an
 acro

ss d
e

skto
p

, tab
let an

d
 

m
o

b
ile targetin

g ru
n

 o
f site

•
So

u
th

e
rn

 En
glan

d
 co

u
n

ties 
targeted

 exclu
d

in
g Ken

t

•
1

5
4

,0
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4
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n
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D
igital A

d
vertisin

g | Site D
irect TFL H

igh
ligh

ts

•
D

u
e to

 p
u

ttin
g m

o
re o

f th
e

 d
igital b

u
d

get in
to

 p
ro

gram
m

atic ad
vertisin

g, less sp
e

n
d

 w
en

t in
to

 TFL th
is year.

•
A

s a resu
lt th

is year’s im
p

ressio
n

 vo
lu

m
e

 (1
5

4
,0

4
4

) w
as less th

an
 h

alf o
f last year’s (3

3
2

,1
5

4
) an

d
 w

e saw
 a

d
e

crease in
 th

e effectiven
ess o

f th
e site to

 d
rive traffic to

 th
e V

isit Ken
t site.

•
C

o
m

p
arin

g C
TR

, th
e activity d

id
 n

o
t p

erfo
rm

 as w
ell as last year (0

.1
2

%
). it also

 p
erfo

rm
ed

 b
elo

w
 o

u
r

b
e

n
ch

m
ark. Th

is co
u

ld
 b

e
 related

 to
 th

e sm
aller cam

p
aign

 w
e ran

.

•
Its also

 w
o

rth
 n

o
th

in
g th

at its n
o

t a like fo
r like co

m
p

ariso
n

 as w
e w

ere p
ro

m
o

tin
g d

ifferen
t p

artn
ers th

is
year, co

m
p

ared
 to

 last year.

To
tal Im

p
ressio

n
s: 

1
5

4
,0

4
4

To
tal p

o
st im

p
ressio

n
 lead

s: 
3

1

To
tal clicks:

1
2

3

C
TR

: 
0

.0
8

%

B
e

n
ch

m
ark C

TR
:

0
.1

1
%

To
tal w

eb
site visits (lead

s an
d

 clicks): 
1

5
4
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p
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D
igital A

d
vertisin

g | W
h

at is C
ap

tify? 

•
C

ap
tify m

arries u
p

 th
e p

o
w

er o
f search

 w
ith

 th
e im

p
act o

f d
isp

lay
ad

vertisin
g.

•
C

ap
tify cap

tu
res d

ata fro
m

 m
illio

n
s o

f search
e

s m
ad

e o
n

 w
eb

sites
in

clu
d

in
g e

-co
m

m
e

rce an
d

 p
u

b
lish

in
g (n

o
t se

arch
 e

n
gin

e
s) to

 target
b

an
n

e
rs to

 o
u

r target au
d

ien
ce.

•
Search

 is a lo
w

 fu
n

n
el sign

al o
f in

ten
t b

y aggregatin
g an

d
 an

alysin
g

th
e d

ata C
ap

tify can
 target o

n
ly th

o
se

 u
sers w

ith
 a h

igh
er p

ro
p

en
sity

to
 co

n
vert (visit th

e V
K

 w
eb

site), d
rivin

g cam
p

aign
 efficien

cy an
d

effectiven
e

ss. C
ap

tify m
ake

s se
n

se
 o

f th
e

 co
n

text o
f th

e
 se

arch
–

to
sh

o
w

 o
u

r ad
vertisin

g to
 in

-m
arket co

n
su

m
e

rs.

•
A

d
vertisin

g is geo
-targeted

 w
ith

 o
u

r cam
p

aign
 b

id
d

in
g in

 au
ctio

n
 fo

r a
d

efin
ed

 gro
u

p
 o

f keyw
o

rd
s. A

cro
ss th

e lifetim
e o

f o
u

r activity, th
e

algo
rith

m
 learn

s w
h

ich
 keyw

o
rd

s d
e

liver th
e m

o
st clicks

Exam
p

le Keyw
o

rd
s fo

r th
is 

cam
p

aign
:

R
egio

n
al P

arks
&

 G
ard

e
n

s
B

ed
 an

d
 B

reakfast
A

irb
n

b
Ken

t
A

ttractio
n

s
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g | C
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tify H
igh

ligh
ts 

•
C

ap
tify su

b
stan

tially o
u

tp
e

rfo
rm

ed
 A

K
A

b
e

n
ch

m
arks, w

ith
 th

e o
verall C

TR
 b

e
in

g 0
.2

1
%

 vs
th

e b
e

n
ch

m
ark o

f 0
.0

8
%

.

•
C

ap
tify gen

erally ten
d

s to
 d

e
liver so

lid
 C

TR
 resu

lts
acro

ss A
K

A
’s clien

t p
o

rtfo
lio

 an
d

 m
e

rits
co

n
sid

e
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n
 fo

r u
se

 in
 fu

tu
re cam

p
aign

s.

To
talIm

p
ressio

n
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2
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4
6
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0

9

To
tal p

o
st im

p
ressio

n
 lead
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2

8
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To
tal clicks:

5
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C
TR
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0
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1

%

B
e

n
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m
ark C
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0
.0

8
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5
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e
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e

d
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w
n

e
r
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K

A
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ch

m
ark C

TR
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TR
 Se

rved
 Im

p
ressio

n
s

W
h

at
d

o
e

s
th

is
te

llu
s?

•
9

2
.4

%
 o

f o
u

r D
igital D

isp
lay sp

en
d

 w
as allo

cated
 to

 C
ap

tify an
d

 Trip
 A

d
viso

r, as a resu
lt it is

en
co

u
ragin

g to
 se

e b
o

th
 o

f th
e

se
 m

e
d

ia o
w

n
ers excee

d
in

g A
K

A
 b

en
ch

m
arks fo

r C
TR

 (C
ap

tify
b

e
n

ch
m

ark = 0
.0

8
%

, Trip
 A

d
viso

r = 0
.2

1
%

) –
th

e key K
P

I in
 th

is cam
p

aign
.

•
W

h
ilst Trip

 A
d

viso
r d

ro
ve a h

igh
er C

TR
, as a resu

lt o
f th

e
ir h

igh
e

r C
P

M
 th

e actu
al vo

lu
m

e
 o

f clicks w
as

lo
w

er, an
d

 so
 th

e C
o

st p
er C

lick w
as h

igh
e

r. W
ith

 in
creased

 b
u

d
get o

n
 Trip

 A
d

viso
r w

e co
u

ld
 h

ave
ach

ieved
 greater scale.
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n
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y p
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e
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 Se
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n

s
 C

TR

•
Th

e flu
ctu
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n
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 im

p
ressio

n
s se

rved
 u

s d
u

e to
 C

ap
tify as eq

u
al n

u
m

b
e

rs o
f im

p
ressio

n
s b

o
u

gh
t fo

r
each

 p
artn

er o
n

 Trip
 A

d
viso

r an
d

 TFL. W
h

ilst th
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so
lu

te d
ifferen

ces b
etw

ee
n

 p
artn

ers ap
p
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e
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e d
ifferen
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ercen

tage o
f o
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 im

p
ressio

n
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0

0
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n
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e
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ith

 o
n

ly 0
.0

5
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 d
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 b
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w
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n
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So
cial M

ed
ia A

d
vertisin

g –
Faceb

o
o

k 

2
2

 M
ay to

 4
 Ju

n
e

, 2
 w

e
e

ks

•
B

ase
d

 o
n

 in
sigh

ts fro
m

 last year, w
e u

tilise
d

Faceb
o

o
k ad

vertisin
g p

rim
arily as a traffic d

river fo
r

w
eb

site visits.

•
B

e
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o
ke au

d
ien

ce targetin
g w
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Visit Kent Digital, PR and Content Report 

Website 

As with 2016, Visit Kent created a bespoke campaign webpage to ensure a more cohesive campaign 

strategy and to give the consumer a trackable destination for information after they had been exposed to 

other campaign promotions.  

The campaign page, 9 Reasons To Choose Kent This Summer (https://www.visitkent.co.uk/kent-is-calling-

you/), was the main call to action for the majority of paid and organic promotions, including website, social 

and paid advertising, using blog list-style content to feature each of the partners and their images, with 

short and sharp text detailing why they should visit the venues/destinations and The Garden of England. 

We also ensured the Southeastern logos and integrated booking tool were included prominently on the 

main destination page.  

The messaging on the page mirrored M&C Saatchi’s key messaging used on the creatives to show cohesion 

and to give the campaign a consistent tone of voice, so we could measure its effectiveness on different 

media. 

Throughout the campaign, all partner images were also used as homepage banners on www.visitkent.co.uk 

along with consistent messaging and call to actions. The campaign landing page and associated 

competitions were promoted on the homepage featured boxes.  

The campaign page was the top landing page on the site during this time, and the second most visited page 

on the website after our What’s On section. 

Key results 

• 47,092 views of the campaign page from organic searches, social media and PPC

• 65,966 visits to partner and destination pages during the campaign

• VisitKent.co.uk received 446,005 visits and 1.1million page views during the campaign

Visits to the campaign page were lower than 2016, but this is in line with the reduction in budget due to 

fewer partners being involved. Dwell time on the campaign page was higher than last year, with visitors 

spending an average of 1.41 second on the page. Direct links partner websites were also added to the 

landing pages during the campaign to encourage more visitors to engage and book directly with the 

partner brands*.  

*An error by our new website developers in updating our SSL certificate resulted in some referrals from Visit Kent being recorded

as ‘direct’ traffic rather than ‘referral’ on partners sites. This has since been fixed

Partner pages 

The main campaign landing page not only sought to promote each 2017 partner and their images, but it 

also encouraged visitors to find out more about each of them featured locations/businesses. As in 2016, 

we added hyperlinks to each of the image titles taking visitors to that partner’s relevant 

attraction/destination page on the Visit Kent website, but this year we also chose to add direct links to 

each partner’s website to ensure partners benefitted from further traffic from the campaign.  
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When assessing the number of page visits at partners’ pages on the Visit Kent website, we measured the 

number of visits to attraction pages as well as dwell time to evaluate the attractiveness of the page as well 

as users’ engagement with content. Some attractions such as Southeastern and Dover Castle had a smaller 

number of visitors but a significantly higher length of stay, which demonstrates that the content on the 

page was engaging.  

Visits Dwell time 

Folkestone 17249 1.34 

Canterbury 11667 1.15 

Medway (including BOM) 9486 1.23 

Hever Castle 8269 1.54 

Broadstairs 6576 1.44 

Ramsgate 6095 1.24 

Dover Castle 4179 1.52 

Historic Dockyard 3750 1.46 

Neame 1630 1.13 

Southeastern (main page) 765 2.12 
*Numbers include campaign specific pages and previously existing pages.

Pages visited after the ‘Kent Contemporary’ Page

1. Hever Castle

2. Shepherd Neame

3. Broadstairs

4. Canterbury

5. Ramsgate

6. Battle of Medway

7. Dover Castle

8. Folkestone Artworks

9. Southeastern
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Social Media 

We ran a number of organic and paid promotions across our main social media channels (Facebook, 

Twitter and Instagram) in partnership with AKA.  

The campaign’s paid social media activity, including Canvas advertising and promotions for two 

competitions, received over 2.7 million impressions, 21,000 interactions (comprising likes, shares and 

comments), and generated 30,000 website visits. Their targeting focussed on the campaign core audiences 

via brand affinity and interests within London and the South East.  

To compliment the targeted paid promotions, all partners’ images were shared across Visit Kent’s social 

media channels in dedicated posts consistent with the campaign’s look, feel and tone of voice, and were all 

used as header images for our Facebook and Twitter pages to increase exposure. 

During the campaign period, Facebook saw a 24.8% increase in page likes following active paid and unpaid 

promotions, bringing overall likes to over 15,400. The page also received over 510,851 impressions.  

Facebook 

 24.8% increase in likes during campaign period

 510,851 impressions during the campaign period

 All campaign images used as Facebook Banners

Dedicated Facebook banner for each investor 

Reach Engagements (Reactions, comments, shares & clicks) Engagement rate (%) 

Canterbury 737 111 15% 

Dover Castle 1,882 50 2.6% 

Folkestone 2,667 124 4.6% 

Hever Castle 3,299 90 2.7% 

Medway 2,525 126 4.9% 

Ramsgate 2,521 140 5.5% 

Shepherd Neame 4,451 375 8.4% 

Viking Bay 2,360 146 6.1% 

Total 20,442 1,162 - 

Average 2,555 145.25 5.6% 
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Dedicated Facebook post for each investor 

Reach Engagements (Reactions, comments, shares & clicks) Engagement rate (%) 

Canterbury 4,324 125 2.8% 

Dover Castle 2,344 66 2.8% 

Folkestone 5,943 339 5.7% 

Hever Castle 2,450 169 6.8% 

Medway 2,196 60 2.7% 

Ramsgate 4,097 119 2.9% 

Shepherd Neame 6,383 348 5.4% 

Southeastern 2,357 56 2.3% 

Viking Bay 5,806 246 4.2% 

Total 35,900 1,528 

Average 3,988 169 4.2% 

Instagram 

Instagram is our highest engaging platform and best performing for images. All partner images were 

shared throughout the campaign with suitable messaging ensuring consistency with the campaign’s tone of 

voice and overall look and feel. Instagram was also used to encourage user generated content through 

promotions of the #KentStaycation competition.   

 14.8% increase in followers during campaign period (11,488 followers)

 2.69% average engagement rate

 Dedicated post for each partner

 Enabled user generated content sharing

Engagements Engagement rate (%)* 

Canterbury 364 3.30% 

Dover Castle 200 1.83% 

Folkestone 166 1.66% 

Hever Castle 354 3.23% 

Medway 262 2.44% 

Ramsgate 251 2.27% 

Shepherd Neame 314 2.93% 

Viking Bay 422 3.91% 

Total 2,333 - 

Average 292 2.69% 
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Twitter 

Twitter is Visit Kent’s biggest channel in terms of following and has been more powerful when used as a 

broadcasting tool. Last year, we did not see a strong response from paid promotions on Twitter, but we 

continued to promote the campaign through more topical content – such as our #BeersOnKent, 

competition, as well as supporting Southeastern’s 2FOR1 & Hidden Gems promotions, and weaving the 

campaign images into our day to day Twitter content. Spikes were identified during paid promotions run by 

AKA and around the #BeersOnKent activity.  

 38,000 followers 

 1,156,230 total impressions 

 All campaign images used as Twitter Banners 

 Promotion of Southeastern’s own summer promotions 

 Platform in which to run #BeersOnKent competition  
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Content 

Creating inspiring content across our digital platforms to support the campaign was an important part of 

our activity in 2017, to ensure that we maximised opportunities to both incentivise visits to Kent but also 

encourage people to spread the word amongst their peers.  

In 2016, the campaign benefited from heighted exposure when Visit Kent linked its existing high profile 

#KissesFromKent activity (a response to potential negative sentiment following the EU referendum) to the 

campaign. While a similar campaign was not running in 2017, the Visit Kent and AKA teams were able to 

produce new, engaging content for audiences through a series of competitions linked to the campaign. 

For this, we created opportunities for User Generated Content through a photo competition, trialled a 

‘live’ social media competition and provided shareable content for engagement to increase the lifetime of 

the campaign, and to further convey the sense that Kent is an exciting, interesting place to visit. 

We ran three competitions over the summer supported by organic social media activity, and selected paid 

promos run by AKA. The competitions prizes were primarily sponsored by partner Shepherd Neame, as 

well as all campaign partners. 

Data capture from the competitions resulted in 993 people opting-in to receive more information from 

Visit Kent. 

Kent Staycation Photo Competition 

This was our longest running competition and focused on user generated and sharable content, running 

over nine weeks.  

This year, we encouraged people to share the most beautiful pictures they had of Kent and reasons why 

it’s the perfect place for a staycation. The competition was open to visitors and Kent residents, with the 

aim of showcasing the county via the people that love it and to capitalise on the popular #staycation trend. 

People were challenged to share their images on our special competition page (run by Visit Kent in house, 

using Woobox software) and the public could vote for their favourite image every week. Entries could be 

uploaded directly to the competition page, or pulled through from Facebook or Instagram using the 

hashtag (#KentStaycation). The public voted every week for a weekly winner, and Kent Contemporary 

partners generously donated prizes for these weekly winners.   

At the end of the competition, the eight weekly winners were put into a Facebook album and the public 

could vote for the overall winner, increasing the engagement and sharing opportunities. All those who took 

part in the competition, or who voted, would effectively be Kent advocates, sharing their experiences and 

driving awareness of Kent through easily shareable visual content.  

Total entries: 549 
Total votes: 238 
Total reach of paid social promo (competition only): 103,880 
Total likes on all photos in the winners’ album: 1,428 
Winning photo: 468 

Kent Hot Spot personality quiz 

In 2017 we tested out a new method of engagement as part of our Kent Contemporary competition 
offering, working with AKA on the concept. Our ‘Kent Hot Spot’ competition consisted of a bespoke 
‘Buzzfeed’ style personality quiz, embedded on the Visit Kent website, which was shared and promoted on 
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social media. Members of the public were challenged to answer a series of fun questions to ascertain 
which of the Kent Contemporary attractions/ destinations their personality most aligns with. When shown 
their end result, users were presented with links back to the main campaign website, and were then 
encouraged to enter a prize draw to win a trip of their own to Kent (allowing for data capture). As part of 
their Kent Contemporary contribution, Shepherd Neame and Southeastern provided the prize for this 
competition.  

Hosted on the Qzzr platform, this easy to use social media gimmick allowed us to capitalise on the 
popularity of social media quizzes, whilst creating emotional resonance between users and our Kent 
Contemporary partners. We worked in partnership with AKA Media to create the questions and answers 
for this quiz, and liaised with partners directly on any copy and content required.  

Total quiz entries: 3,402 
Total prize draw entries: 1570  
VK opt-ins: 885 
Competition page visits: 6,975 
Average time spent: 00:02:18 

#BeersOnKent 

Throughout July, we ran a 4-week competition in partnership with AKA to give one person (each week) 

working in London the chance to win their Friday night drinks – two cases of Shepherd Neame beer, plus 

an attractions pass for Kent – live on Twitter, and have it delivered directly to their office that day.  

Londoners entered the competition by retweeting a pinned post each week on the Visit Kent Twitter 

profile (containing a campaign hashtag - #BeersOnKent).  

At 2pm each Friday the competition closed and the winner was announced via a short (pre-recorded) video 

created by AKA Media showing the beer travelling from Kent to London – but was personalised each week 

by adding the winner’s name at the end. The crates of beer were then delivered directly to the winner’s 

office before the end of the day, and winners were encouraged to share photos of themselves enjoying the 

beers on social media.  

The campaign was heavily supported in-house by PR call outs and organic promotion across our social 

networks, as well as paid promotions each week which were managed by AKA Media. This competition 

performed well on our social media channels due to its quirky and unique mechanism. The competition 

was also running over #InternationalBeerDay which proved to be our most engaged week of the 

competition (with 75 total entries).   

Total entries: 170  
Total Impressions (paid & organic): 119,245 
Best performing: 75 retweets 
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PR & E-comms 

Kent Contemporary campaign was supported by PR activity in order to spread the word and ensure the 

images were shared through traditional online and print media. PR coverage for this year’s campaign was 

much lower than 2016 – this was in part due to the lack of the #KissesFromKent hook, which generated a 

great deal of coverage in the wake of the Brexit vote. Local media pick up was surprisingly low, despite 

regular comms to news desks from the Visit Kent team and promotion of the content gimmicks. 

Engagement on social media was very positive, so there is an argument for reassessing our PR focus for the 

campaign next year and consider key target media, or allocating budget to paid advertising in the national 

media. 

 Three dedicated press releases

 Images circulated to the media

• Interviews with BBC Radio Kent and KMTV

E-newsletters

We incorporated the campaign images into our Visit Kent consumer newsletters, sent out to our UK 

consumer database which currently sits at 60,000 users.  

Newsletters throughout the campaign enjoyed figures above the industry average, with a 29.9% average 

open rate and 3.12% average click-through rate. 

This year rather than simply using the images to accompany generic content in these newsletters, we also 

included specific campaign content promoting our competitions and ‘9 reasons to visit Kent this summer’ 

landing page on the website. 

We believe that these specific call to actions may have had something to do with the higher engagement 

levels recorded in comparison to 2016. 
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Partner Communications 

All Kent Contemporary partners received regular updates on the progress and success of the campaign. A 

number of these are shown below.  

1. Initial Partners Meeting

2. Kent Contemporary 2017 – new logo lockup

3. Media Plan

4. Invoicing

5. Campaign Plan & PPC

6. Update - Artwork, Search & Site Visit

7. Kent Contemporary Update - Landing Page

8. Partner Toolkit & Embargoed Press Release

9. Kent Contemporary Update

10. Site Visit

11. Site Visit Images & Poster Site List

12. Update - Creative Content

13. Creative Content Update & Logo Check

14. #BeersOnKent and New Competition

15. Photo Competition

16. #BeersOnKent is live!

17. #KentStaycation is now live!

18. Interim Results & Summer Update

19. Partner Meeting 2017

20. Results meeting with partners
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e’, selecte
d

 b
y 6

3
%

 o
f all resp

o
n

d
en

ts; ‘K
e

n
t h

as rich
 h

eritage an
d

 h
id

d
en

 gem
s’ (5

3
%

), an
d

; ‘K
en

t h
as a stu

n
n

in
g 

co
astlin

e’ (5
1

%
). O

n
e o

f th
e n

ew
 statem

en
ts u

sed
 th

is year ‘K
e

n
t w

o
u

ld
 b

e a great p
lace fo

r a sh
o

rt b
reak’ w

as selecte
d

 b
y alm

o
st 

h
alf (4

7
%

) o
f all resp

o
n

d
en

ts. Th
is w

o
u

ld
 su

p
p

o
rt th

e id
ea th

at K
e

n
t is gain

in
g a stro

n
ger valu

e as a to
u

rism
 d

estin
atio

n
 b

ran
d

.

2
0

1
6

 resu
lts

6
0

%

5
7

%

5
1

%

N
/A

N
/A

4
1

%

N
/A

3
%
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p

e
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fter

H
isto

rical/ H
eritage

4
6

%
2

1

C
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Stu
n

n
in

g co
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e
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8
%

4
3

A
ttractive co

u
n

trysid
e

2
9

%
1

4

C
o

astal an
d

 w
ater activities

2
3

%
1

0
5

To
u

risty
1

3
%

1
2

6

O
p

en
 sp

aces
1

2
%

6
7

A
 ran

ge o
f gard

en
s to

 visit
1

1
%

9
8

D
ay trip

s to
 Fran

ce
9

%
7

9

Th
e gate

w
ay to

 Eu
ro

p
e

9
%

5
1

0

R
esp

o
n

d
en

ts w
e

re p
rese

n
te

d
 w

ith
 th

e sam
e list o

f attrib
u

te
s th

ey h
ad

 se
en

 at th
e b

egin
n

in
g o

f th
e su

rvey an
d

 asked
 to

 select 

th
e to

p
 th

ree attrib
u

te
s o

n
ce m

o
re. Th

e p
u

rp
o

se o
f th

is te
st w

as to
 estab

lish
 w

h
eth

er th
e im

ages u
sed

 in
 th

e cam
p

aign
 h

ad
 b

ee
n

 

effective in
 ch

an
gin

g p
erce

p
tio

n
s. In

te
restin

gly, ‘stu
n

n
in

g co
astlin

e’ an
d

 ‘castles’ exp
erien

ced
 so

m
e im

p
ro

vem
en

ts in
 te

rm
s o

f 

asso
ciatio

n
s w

ith
 K

e
n

t. Th
e resu

lts can
 b

e in
te

rp
rete

d
 as su

ggestin
g th

at th
e im

ages u
sed

 in
 th

e cam
p

aign
 w

e
re effective in

 

p
rese

n
tin

g an
 im

age o
f K

e
n

t clo
sely related

 to
 th

e h
eritage th

em
e an

d
 o

n
e o

f a n
atu

ral co
astlin

e an
d

 b
each

es (as o
p

p
o

sed
 to

 

seasid
e reso

rts). Th
is is sligh

tly to
 th

e d
etrim

e
n

t o
f th

e co
u

n
trysid

e
-related

 attrib
u

te
s w

h
ich

 m
o

ved
 to

 fo
u

rth
 p

o
sitio

n
.  

It is also
 im

p
o

rtan
t to

 h
igh

ligh
t th

at th
e te

rm
 ‘to

u
risty’ h

as m
o

ved
 u

p
 six p

o
sitio

n
s, again

 rein
fo

rcin
g th

e id
ea th

at K
e

n
t is 

b
eco

m
in

g m
o

re reco
gn

ised
 as a to

u
rism

 d
estin

atio
n

, rath
er th

an
 as th

e gate
w

ay to
 Fran

ce an
d

 o
th

er Eu
ro

p
ean

 co
u

n
tries. 
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n
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g
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h
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 o
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en
ts b
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u
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b
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u

en
t a

ctio
n
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m

p
le: 9

0
6

)
Filters:  C

a
m

e a
cro

ss V
isit K

en
t a

ctivity  an
d

V
isit K

en
t a

ctivity in
flu

en
ced

 d
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n
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la
n
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 visit K

en
t

Su
rvey resp

o
n

d
en

ts w
e

re aske
d

 to
 sp
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h

ich
 statem

en
ts b

est d
escrib

ed
 th

eir su
b

seq
u

en
t actio

n
s after b

ein
g exp

o
sed

 

to
 th

e V
isit K

e
n

t p
ro

m
o

tio
n

s. Th
e resu

lts sh
o

w
 th

at 3
%

 o
f all resp

o
n

d
en

ts visite
d

 K
e

n
t, stayin

g o
vern

igh
t fo

r o
n

e o
r m

o
re 

sh
o

rt leisu
re b

reaks/ h
o

lid
ays sin

ce M
ay 2

0
1

7
. A

 fu
rth

er 9
%

 visite
d

 K
e

n
t fo

r o
n

e o
r m

o
re leisu

re d
ays o

u
t sin

ce M
ay 

2
0

1
7

. In
 ad

d
itio

n
, 1

%
 o

f resp
o

n
d

en
ts stated

 th
ey h

ad
 b

o
o

ke
d

 o
n

e o
r m

o
re leisu

re trip
s to

 K
e

n
t, alth

o
u

gh
 at th

e tim
e o

f 

co
m

p
letin

g th
e su

rvey th
ey h

ad
 n

o
t yet visite

d
. Th

ese
 resu

lts w
ill b

e u
sed

 in
 th

e retu
rn

 o
n

 in
vestm

en
t calcu

latio
n

s, 

p
rese

n
te

d
 in

 P
art 4

 o
f th

is rep
o

rt. 

4
%

 said
 th

ey h
aven

't visite
d

 o
r b

o
o

ke
d

 a trip
 to

 K
e

n
t yet, b

u
t p

lan
 to

 d
o

 so
 b

efo
re th

e en
d

 o
f th

e year. A
 fu

rth
er 7

%
 

stated
 th

ey p
lan

 to
 d

o
 so

 at so
m

e p
o

in
t in

 th
e fu

tu
re. It is u

n
like

ly th
at all o

f th
ese p

lan
n

ed
 b

u
t n

o
t b

o
o

ke
d

 trip
s m

ay 

h
ap

p
en

. A
s w

e
 are u

n
ab

le to
 q

u
an

tify th
e p

ro
p

o
rtio

n
 o

f trip
s th

at w
ill actu

ally take
 p

lace, th
ese p

o
te

n
tial trip

s are n
o

t 

in
clu

d
ed

 in
 th

e retu
rn

 o
n

 in
vestm

en
t calcu

latio
n

s. 

A
ctio

n
2

0
1

7
2
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1
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r o
n

e o
r m

o
re sh

o
rt leisu

re b
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e o
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I p
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o
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I p
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o
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 d

o
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N
o
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N
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 m

a
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ly 2

0
1

6
? (Sa

m
p
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Q
1

0
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o
w

 m
a

n
y n

ig
h

ts d
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en

d
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a
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0
1

7
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m
p
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u
m

b
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s b
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o
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p
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1
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n

y d
a
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a
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a
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e in
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ce M
a
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0

1
7

? (Sa
m

p
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5
9
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1

2
A

. To
ta

l n
u

m
b

er o
f d

a
y trip

s b
o

o
ked

? (Sa
m

p
le:1

7
5
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P
art 3

 –
V

isits to
 K

e
n

t –
V

isit ch
aracte

ristics

Th
e co

n
versio

n
 research

 calcu
latio

n
s in

vo
lve

 estim
atin

g th
e p

erce
n

tage o
f resp

o
n

d
en

ts in
flu

en
ced

 b
y th

e cam
p

aign
. W

e u
sed

 

su
rvey d

ata relatin
g to

 th
e typ

e o
f trip

 (d
ay / o

vern
igh

t), p
arty size an

d
 co

m
p

o
sitio

n
, as w

e
ll as resu

lts fro
m

 th
e latest 

C
am

b
rid

ge Eco
n

o
m

ic Im
p

act M
o

d
el(2

), to
 estab

lish
 th

e average sp
en

d
 p

er n
igh

t an
d

 len
gth

 o
f stay. 

B
y ap

p
lyin

g ratio
s fo

r th
e average n

u
m

b
er o

f d
ay an

d
 stayin

g trip
s, th

e average n
u

m
b

er o
f p

eo
p

le in
clu

d
ed

 in
 th

e visitin
g 

p
arty, sp

en
d

 p
er trip

 an
d

 th
e average n

u
m

b
er o

f n
igh

ts sp
en

t in
 th

e area (in
 th

e case o
f o

vern
igh

t visito
rs) w

e
 are ab

le to
 

estim
ate th

e to
tal n

u
m

b
er o

f d
ay an

d
 o

vern
igh

t trip
s m

ad
e as a d

irect resu
lt o

f th
e cam

p
aign

 an
d

 th
e resu

ltin
g ad

d
itio

n
al 

sp
en

d
 th

at can
 b

e attrib
u

te
d

 to
 th

e K
e

n
t C

o
n

te
m

p
o

rary m
arketin

g cam
p

aign
.  Th

e d
ata u

sed
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 th
e co

n
versio

n
 calcu

latio
n

s is 

sh
o

w
n

 b
elo

w
. 

2
.8

d
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s take
n

(2
.2

 in
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0
1

6
)

V
isitin

g gro
u

p
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.5
 p

eo
p

le (2
.6

 ad
u

lts / 0
.9

 ch
ild

ren
) 
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.9

 in
 2

0
1

6
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A
ve

rage sp
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d
 p
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igh
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3

3
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2

2
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d
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o

o
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d
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0

1
6
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A
lread

y b
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o
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u
t elsew

h
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R
EA

SO
N

S FO
R

 
N

O
T V

ISITIN
G

 
K

EN
T

Q
1

8
. Is th

ere a
n

y p
a

rticu
la

r rea
so

n
 w

h
y yo

u
 w

ill n
o

t b
e visitin

g
 K

en
t th

is yea
r  (Sa

m
p

le: 6
1

) 
N

o
te: Th

e 2
0

1
6

 su
rvey in

clu
d

ed
 th

e o
p

tio
n

 ‘To
o

 exp
en

sive’ w
h

ich
 w

a
s selected

 b
y 5

%
 o

f resp
o

n
d

en
ts.

P
art 3

 –
V

isits to
 K

e
n

t –
R

e
aso

n
s fo

r n
o

t takin
g a trip

 to
 K

e
n

t 

R
esp

o
n

d
en

ts w
h

o
 in

d
icated

 th
at th

ey w
e

re n
o

t p
lan

n
in

g to
 visit K

e
n

t w
e

re aske
d

 w
h

y. Th
e m

ain
 reaso

n
 fo

r n
o

t visitin
g w

as 

th
at p

erso
n

al circu
m

stan
ces m

ake it d
ifficu

lt to
 visit th

is year
(3

7
%

). It is d
ifficu

lt to
 p

red
ict w

h
at th

ese ‘p
erso

n
al 

circu
m

stan
ce’ m

ay b
e b

u
t are likely to

 b
e n

o
t to

u
rism

 related
, su

ch
 as fin

an
cial co

n
strain

s, o
r o

th
er activities (D

IY, etc). A
 

fu
rth

er 2
0

%
 sim

p
ly stated

 th
ey p

refer to
 go

 elsew
h

ere. A
 sim

ilar p
erce

n
tage (1

8
%

) stated
 it w

as o
f n

o
 in

te
rest to

 th
em

 an
d

 

eq
u

al p
erce

n
tages o

f resp
o

n
d

en
ts said

 th
ey h

ad
 b

o
o

ke
d

 so
m

ew
h

ere ab
ro

ad
 o

r so
m

ew
h

ere else in
 th

e U
K

 (8
%

 each
). 

O
th

er (1
0

%
) 

(1
0

%
) in

 2
0

1
6
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n
al co

n
versio

n
 rese

arch
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d
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p
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d
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u
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h
o
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 o
n
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e V

isit 

K
e

n
t w

e
b
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 w

h
eth

er th
ey h
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 m

ad
e a visit o

r p
lan

n
ed

 to
 m

ake a visit, an
d

 to
 w

h
at exte

n
t ad

vertisin
g 

m
aterials in

flu
en

ced
 th

eir d
ecisio

n
s.

H
o

w
e

ver, cam
p

aign
 activity m

ay n
o

t b
e th

e o
n

ly, o
r th

e m
o

st sign
ifican

t in
flu

en
ce o

n
 d

ecisio
n

s to
 visit d

u
rin

g 

cam
p

aign
 p

erio
d

s. P
o

te
n

tial visito
rs are like

ly to
 rece

ive
 a ran

ge o
f o

th
er in

fo
rm

atio
n

 so
u

rces an
d

 in
flu

en
ces o

n
 

d
ecisio

n
s in

clu
d

in
g frien

d
s an

d
 relatives livin

g in
 K

en
t, m

ed
ia articles an

d
 o

r travel o
ffers. Su
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aracteristics, in

 o
rd

er to
 estab

lish
 a n

u
m

b
er o

f trip
s an

d
 

related
 exp

en
d

itu
re th

at can
 b

e d
irectly attrib

u
te

d
 to

 th
e cam

p
aign

 activity. Th
is sectio

n
 o

f th
e rep

o
rt p

resen
ts th

e resu
lts

o
f

th
e 

cam
p

aign
 evalu

atio
n

, lo
o

kin
g first at th

e eco
n

o
m

ic im
p

act gen
erated

 b
y o

vern
igh

t trip
s to

 K
e

n
t take

n
 o

r b
o

o
ke

d
 sin

ce M
ay 2

0
1

7
. It th

en
 

go
es o

n
 to

 assess th
e eco

n
o

m
ic im

p
act gen

erated
 b

y d
ay trip

s take
n

 o
r b

o
o

ke
d

 sin
ce th

at d
ate. B

y co
m

b
in

in
g th

e tw
o

 am
o

u
n

ts, a
to

tal 

in
crem

en
tal sp

en
d

 an
d

 th
e retu

rn
 o

n
 in

vestm
en

t can
 b

e estab
lish

ed
. 

W
e

 start b
y d

efin
in

g th
e eligib

le p
o

p
u

latio
n

, w
h

ich
 in

clu
d

es G
reate

r Lo
n

d
o

n
 an

d
 Essex. Th

e latest p
o

p
u

latio
n

 estim
ate fo

r G
re

ate
r 

Lo
n

d
o

n
(3

)in
 m

id
-2

0
1

6
 w

as estim
ated

 at 8
,7

8
7

,8
6

2
 an

d
 th

e p
o

p
u

latio
n

 o
f Esse

x (m
id

-2
0

1
6

 estim
ate) is 1

,4
5

5
,3

4
0

. H
o

w
e

ver, o
n

ly a 

p
ro

p
o

rtio
n

 o
f th

e G
reate

r Lo
n

d
o

n
 p

o
p

u
latio

n
 w

o
u

ld
 h

ave b
ee

n
 exp

o
sed

 to
 th

e K
e

n
t C

o
n

te
m

p
o

rary cam
p

aign
. Th

e ad
vertisin

g cam
p

aign
 

in
clu

d
ed

 d
igital an

d
 o

u
td

o
o

r d
isp

lays in
 an

d
 aro

u
n

d
 th

e Lo
n

d
o

n
 u

n
d

ergro
u

n
d

 an
d

 N
atio

n
al R

ail statio
n

s. Every d
ay th

ere is a su
b

stan
tial 

n
u

m
b

er o
f p

eo
p

le in
 Lo

n
d

o
n

 w
h

o
 d

o
 n

o
t m

ake an
y trip

s an
d

 th
erefo

re w
o

u
ld

 n
o

t h
ave see

n
 th

e ad
vertisem

en
ts. A

cco
rd

in
g to

 th
e 

Lo
n

d
o

n
 Travel D

em
an

d
 Su

rvey (LTD
S) (4

), th
e p

erce
n

tage o
f Lo

n
d

o
n

ers m
akin

g n
o

 trip
s o

n
 an

 average d
ay is estim

ated
 at 2

0
%

 o
f th

e 

to
tal p

o
p

u
latio

n
. Th

is lead
s to

 a red
u

ced
 estim

ated
 eligib

le p
o

p
u

latio
n

 o
f 7

,0
3

0
,2

9
0

. 

Fu
rth

erm
o

re, th
e LTD

S sh
o

w
s th

at th
e to

tal n
u

m
b

er o
f trip

s m
ad

e o
n

 an
 average d

ay b
y Lo

n
d

o
n

 resid
en

ts w
as 1

9
.7

 m
illio

n
 . O

f th
ese, 

2
.6

 m
illio

n
 trip

s (o
r 1

3
%

) w
e

re m
ad

e b
y p

u
b

lic tran
sp

o
rt (N

atio
n

al R
ail, U

n
d

ergro
u

n
d

/ D
LR

) w
ith

 th
e rem

ain
in

g trip
s m

ad
e b

y o
th

er 

m
ean

s (b
u

s, taxi, car, m
o

to
rcycle, cycle an

d
 w

alk). W
h

en
 w

e
 ap

p
ly th

is p
erce

n
tage (1

3
%

) to
 th

e estim
ated

 p
o

p
u

latio
n

 o
f 7

,0
3

0
,2

9
0

 

(e
xclu

d
in

g Lo
n

d
o

n
ers m

akin
g n

o
 trip

s), th
e eligib

le p
o

p
u

latio
n

 fro
m

 G
reater Lo

n
d

o
n

 is estim
ated

 at 9
1

3
,9

3
7

 p
eo

p
le.  

A
cco

rd
in

g to
 th

e Esse
x Tran

sp
o

rt Strategy (5
), 8

.6
%

 o
f Esse

x resid
en

ts (o
r 1

2
5

,1
5

9
 p

eo
p

le) co
m

m
u

te
 to

 Lo
n

d
o

n
, an

d
 o

f th
ese, 7

4
.6

%
 

travel b
y train

 (9
3

,3
9

9
). In

 to
tal, th

e eligib
le p

o
p

u
latio

n
 is estim

ated
 at 1

,0
0

7
,3

3
6

 (9
1

3
,9

3
7

 G
reater Lo

n
d

o
n

 an
d

 9
3

,3
9

9
 fro

m
Essex). 

93

http://www.destinationresearch.co.uk/


P
art 4

 –
C

am
p

aign
 evalu

atio
n

 –
Trip
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p
o
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am

p
aign
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Im

p
act A
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t –
Fin

al R
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lts 

Th
e first stage o

f th
e calcu

latio
n

 fo
r th

e cam
p

aign
 evalu

atio
n

 is to
 red

u
ce th

e eligib
le p

o
p

u
latio

n
 to

 in
clu

d
e o

n
ly th

o
se 

th
at recall co

m
in

g acro
ss an

y o
f th

e p
ro

m
o

tio
n

al m
ate

rials u
sed

 in
 th

e K
e

n
t C

o
n

te
m

p
o

rary cam
p

aign
. Th

e resu
lts o

f 

th
e su

rvey sh
o

w
 th

at 6
6

%
 o

f resp
o

n
d

en
ts h

ad
 n

o
t see

n
 an

y o
f th

e p
ro

m
o

tio
n

al m
aterials u

sed
 in

 th
e cam

p
aign

. (See 

p
age 1

4
 o

f th
is rep

o
rt). Th

ey h
ave b

ee
n

 exclu
d

ed
 fro

m
 th

e retu
rn

 o
n

 in
vestm

en
t calcu

latio
n

s as it is assu
m

ed
 th

at an
y 

visits to
 K

e
n

t m
ad

e b
y th

ese
 resp

o
n

d
en

ts co
u

ld
 n

o
t h

ave b
ee

n
 in

flu
en

ced
 b

y th
e cam

p
aign

 activity. Th
is b

rin
gs th

e 

eligib
le p

o
p

u
latio

n
 to

 3
4

2
,4

9
4

p
eo

p
le (at 1

,0
0

7
,3

3
6

 x 3
4

%
). 

Th
e n

ext stage is to
 d

eterm
in

e th
e exte

n
t to

 w
h

ich
 visits to

 K
e

n
t w

o
u

ld
 h

ave b
ee

n
 m

ad
e in

 th
e ab

sen
ce o

f th
e 

m
arketin

g cam
p

aign
. Th

e su
rvey u

sed
 ad

d
itio

n
ality ratio

s to
 th

e n
u

m
b

er o
f visits m

ad
e to

 K
e

n
t; each

 resp
o

n
se to

 th
e 

q
u

estio
n

 w
as assign

ed
 a d

ifferen
t w

e
igh

t. A
 w

e
igh

t o
f zero

 p
ercen

t in
d

icated
 to

tal d
ead

w
eigh

t (th
e trip

 w
o

u
ld

 h
ave 

b
ee

n
 m

ad
e regard

less) an
d

 a w
eigh

t o
f 1

0
0

%
 in

d
icates to

tal ad
d

itio
n

ality (w
ith

o
u

t ad
vertisin

g m
aterial th

e trip
 w

o
u

ld
 

n
o

t h
ave b

ee
n

 m
ad

e). See tab
le b

elo
w

. 
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atio
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p

aign
 in

flu
e

n
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W
e

igh
tin

g

N
o
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en
ce / w

e
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flu
en
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0

%

M
o

d
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flu

en
ce

2
0

%

Stro
n
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flu
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5
0

%

V
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n
g in
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en
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1

0
0

%
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p
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t –
Fin
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A
n

alysis o
f th

e actio
n

s take
n

 fo
llo

w
in

g th
e K

e
n

t C
o

n
te

m
p

o
rary cam

p
aign

 activity sh
o

w
s th

at 3
%

o
f all resp

o
n

d
en

ts 

visite
d

 K
e

n
t, stayin

g o
vern

igh
t fo

r o
n

e o
r m

o
re sh

o
rt b

reaks/ h
o

lid
ays sin

ce M
ay 2

0
1

7
 (se

e p
age 2

0
). W

h
en

 w
e

 ap
p

ly 

th
is p

erce
n

tage to
 th

e eligib
le p

o
p

u
latio

n
 w

e
 are ab

le to
 estim

ate th
e n

u
m

b
er o

f p
eo

p
le th

at to
o

k o
n

e o
r m

o
re 

o
vern

igh
t trip

s to
 K

e
n

t sin
ce Ju

ly 2
0

1
6

 (3
4

2
,4

9
4

x 3
%

 = 1
0

,2
7

5
)

O
u

r resu
lts in

d
icate th

at resp
o

n
d

en
ts m

ad
e an

 average o
f 2

.2
 o

vern
igh

t trip
s, lastin

g an
 average o

f 3
.1

 n
igh

ts each
 an

d
 

w
ith

 3
.0

 p
eo

p
le in

clu
d

ed
 in

 th
e visitin

g p
arty (See p

age 2
1

). W
h

en
 ap

p
lyin

g th
ese figu

res to
 th

e to
tal visito

rs w
h

o
 m

ad
e 

an
 o

vern
igh

t trip
 to

 K
e

n
t sin

ce M
ay 2

0
1

7
 th

is eq
u

ate
s to

 3
8

0
,3

0
2

 to
tal trip

 n
igh

ts take
n

.

1
0

,2
7

5
 x 2

.2
 o

vern
igh

t trip
s = 2

2
,6

0
5

 o
vern

igh
t trip

s

2
2

,6
0

5
 o

vern
igh

t trip
s x 3

.1
 n

igh
ts p

er trip
 = 7

0
,0

7
6

 trip
 n

igh
ts

7
0

,0
7

6
 trip

 n
igh

ts x 3
.0

 p
eo

p
le p

er visitin
g gro

u
p

 = 2
1

0
,2

2
7

 to
tal trip

 n
igh

ts take
n

Th
e n

ext stage is to
 ap

p
ly a cam

p
aign

 w
e

igh
tin

g fo
r th

e varyin
g levels o

f trip
 in

flu
en

ce an
d

 th
e average exp

en
d

itu
re 

p
er n

igh
t. Fin

ally w
e

 ap
p

ly a ratio
 (0

.7
7

) fo
r resp

o
n

se b
ias(5

). P
lease see

 o
verleaf. 
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s take
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K
en
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n
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p
o
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p
aign
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Im

p
act A

ssessm
en

t –
Fin

al R
esu

lts 

A
p

p
lyin

g th
e ad

d
itio

n
ality ratio

s to
 th

e o
vern

igh
t trip

s take
n

 lead
s to

 an
 e

stim
ate o

f 5
3

,6
0

8
 ad

d
itio

n
al trip

 n
igh

ts. 

A
fte

r m
akin

g ad
ju

stm
en

ts to
 th

e figu
res fo

r n
o

n
-resp

o
n

se b
ias (0

.7
7

 ratio
), it is estim

ated
 th

at 4
1

,2
7

8
 n

igh
ts w

e
re 

sp
en

t in
 K

en
t as a d

irect resu
lts o

f th
e K

e
n

t C
o

n
te

m
p

o
rary cam

p
aign

. U
sin

g th
e estim

ated
 average exp

en
d

itu
re p

er 

visito
r an

d
 p

er n
igh

t (£
4

3
.5

6
), th

e estim
ated

 ad
d

itio
n

al exp
en

d
itu

re w
as £

1
,7

9
8

,0
7

0

A
d

d
itio

n
al exp

en
d

itu
re gen

erated
 b

y o
vern

igh
t trip

s taken
 sin

ce
 M

ay 2
0

1
7

: 
 £

1
,7

9
8

,0
7

0

R
atio

 cam
p

aign
 in

flu
e

n
ce

P
ro

p
o

rtio
n

 trip
s

In
flu

e
n

ce
d

 trip
s 

R
atio

W
eigh

te
d

 
In

flu
en

ced
 trip

s 

N
o

 In
flu

en
ce / w

e
ak in

flu
en

ce
4

4
%

9
2

,5
0

0
0

%
0

M
o

d
erate

 in
flu

en
ce

2
5

%
5

2
,5

5
7

2
0

%
1

0
,5

1
1

Stro
n

g in
flu

en
ce

2
1

%
4

4
,1

4
8

5
0

%
2

2
,0

7
4

V
ery stro

n
g in

flu
en

ce
1

0
%

2
1

,0
2

3
1

0
0

%
2

2
,0

2
3

So
u

rce: see p
age 2

5

2
1

0
,2

2
7

 = To
tal trip

 n
igh

ts take
n

To
tal n

u
m

b
er trip

 n
igh

ts in
flu

en
ced

 b
y th

e cam
p

aign
: 

 5
3

,6
0

8
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p
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t –
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al R
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A
n

alysis o
f th

e actio
n

s taken
 fo

llo
w

in
g th

e K
en

t C
o

n
tem

p
o

rary cam
p

aign
 activity sh

o
w

s th
at 1

%
o

f all resp
o

n
d

en
ts h

ad
 

b
o

o
ke

d
 o

n
e o

r m
o

re sh
o

rt b
reaks/ h

o
lid

ays to
 K

e
n

t sin
ce M

ay 2
0

1
7

 (se
e p

age 2
0

). W
h

en
 w

e
 ap

p
ly th

is p
erce

n
tage to

 

th
e eligib

le p
o

p
u

latio
n

 w
e

 are ab
le to

 estim
ate th

e n
u

m
b

er o
f p

eo
p

le th
at b

o
o

ke
d

 o
n

e o
r m

o
re o

vern
igh

t trip
s to

 K
e

n
t 

sin
ce M

ay 2
0

1
7

 (3
4

2
,4

9
4

x 1
%

 = 3
,4

2
5

)

O
u

r resu
lts in

d
icate th

at resp
o

n
d

en
ts b

o
o

ke
d

 an
 average o

f 1
.8

 o
vern

igh
t trip

s. W
e

 h
ave ap

p
lied

 th
e sam

e estim
ates 

fo
r len

gth
 o

f stay (3
.1

 n
igh

ts) an
d

 p
arty size (3

.0
 p

eo
p

le p
er visitin

g gro
u

p
) u

sed
 fo

r o
vern

igh
t trip

s b
o

o
ke

d
. W

h
en

 

ap
p

lyin
g th

ese
 figu

res to
 th

e to
tal visito

rs w
h

o
 b

o
o

ke
d

 an
 o

vern
igh

t trip
 to

 K
e

n
t sin

ce M
ay 2

0
1

7
, th

e to
tal eq

u
ates to

 

5
7

,3
4

8
 to

tal trip
 n

igh
ts b

o
o

ke
d

:

3
, 4

2
5

 x 1
.8

 o
vern

igh
t trip

s = 6
,1

6
5

 o
vern

igh
t trip

s

6
,1

6
5

 o
vern

igh
t trip

s x 3
.1

 n
igh

ts p
er trip

 = 1
9

,1
1

2
 trip

 n
igh

ts

1
9

,1
1

2
 trip

 n
igh

ts x 3
.0

 p
eo

p
le p

er visitin
g gro

u
p

 = 5
7

,3
3

6
 to

tal trip
 n

igh
ts b

o
o

ke
d

Th
e n

ext stage is to
 ap

p
ly a cam

p
aign

 w
e

igh
tin

g fo
r th

e varyin
g levels o

f trip
 in

flu
en

ce an
d

 th
e average exp

en
d

itu
re 

p
er n

igh
t. Fin

ally w
e

 ap
p

ly a ratio
 (0

.7
7

) fo
r resp

o
n

se b
ias. P

lease see
 o

verleaf. 
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A
fte

r m
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g ad
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stm
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 th
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o
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n

se b
ias (0
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7
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), it is estim
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 th
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,2
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8
 n

igh
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e
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n
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m
p
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sin
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d
itu

re p
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an
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 p
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4
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d
itio

n
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d
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9
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A
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d
itio

n
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 b
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THANK YOU! 

Thank you for working with us on this campaign, and for helping to make it the success it was. We look 

forward to making it even bigger and better in 2018. 

Visit Kent team 
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