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mi] Key trends that resonate with the Thanet District offer

Thanetbenefitsfrom two leadingattractionsthat set a presidentfor consumerrecognition,
around nostalgia(Dreamland)and creativity (Turner Contemporary) Traditionallyseenas a

fun seasideoffer, Thanethasthe opportunityto build on currentdesiresto spendmoretime

with peoplewe value,offeringthe perfectbackdropto reconnecthavefun anddo something
different.

Tappinginto the key trends around reconnect,local and authentic,will help Thanetengage
visitors beyond the summer season Product development around creative courses,
developingnew skills,or immersinginto an experiencewith friends K I filn@rd connects
viaa sharedlove of popularculture. Thisoffersthe opportunityto developtourism product
that canattractvisitorsthroughthe year.

Fromrecent research we already know that:

V BOOK IN ADVANEWhen booking an experience, 65% of the domestic market book before
leaving home.

V WILL TRAVEL UP TO 1 HOApproximately 80% of domestic customers looking to book an
experience are more than prepared to travel up to an hour, any longer and the % drops
dramatically.

V EXPERIENCES INFLUENCE DESTINATIONN&aty®D% of the domestic market are
influenced by an experience when selecting a destination

Whatexactlyispopculture?

Everythingthat is undeniably associatedwith commercialculture and all A {it@@pings
movies TV, radio, socialmedia, gaming fashion,art and photography it encapsulateshe
spirit of the times, reflectingthe generalmood of the nation (Zeitgeist)
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[IT}] Pop Culture and Film experiences
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m'i] Strengths & opportunities for East Kent and Thanet District

EastKent hasan establishedproduct offer built aroundthe coastal,heritageand
countrysideappeal,but A (d@rainated by icons Becausethis recognitionand
recallof long-standingproduct suchas CanterburyCathedral& the White Cliffsis
so strong, other key areashave often hadto fight to be heard Thanethowever
hasa verydistinctoffer appealingto GenZaswell as40 somethings

Exampleof EastKent opportunities:

Music Venues & Festivals

Pop Culture Film locations/ Games culture

Nostalgic themes reflected in current trend
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Walking and Cycling as a component product.

Getting closer to NatureSeal watching to fossils.

The Great Outdoors

Watersports - kite surfing sand yachting, surfing

Wellbeing, transformative and Pilgrimage

Seafood/ Closer to the coagtengaging| Catch, cook, eat, learn, care
more with the seasons and the sea

Beaches & Coastline

Stunning light/ sunsets

Photography

Iconic coast geological/ historical/ industrial




