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Insight & Implications

This research provides a wealth of insight into the experiences and expectations of visitors to Kent. It provides botlsiichoéw 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 key international markets and the other based dontiestic opportunity.

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

Awareness

T

Awareness of Kent (and other counties) tends to be quite low, with peaffg¢e knowing nothing more than the name. It is not dissimilar to awareness of
other counties and is therefore a generic regional England challenge, rather than one that is specific to Kent.

Visitor Experience

T

T
T

Visitors from the US, older people and more recent visitors are the most positive about Kent and other counties in Eypitafiy, @eople in Spain are
the most positive of the European countries, though opinions are generally quite consistent.

Satisfaction and recommendation levels for Kent are similar to those of the other counties included within the research

Overall opinions of Kent are most positive for the history & heritage, the natural environment and the range of outddaesactiv

Purchase Journey & Motivations to Visit

T

T
T
T

Online search activity is key to the holiday planning, with review sites the second most mentioned source. Inbound traargbeitarly those who are
older make good use of-destination information (travel guidebooks, leaflets etc.)

The importance of printed materials, particularly for France and Germany is of note

A desire to explore Kent and the presence of special offers and discounts are important decision influencers, the latiarlyssb among the Spanish
Both package bookings and direct bookings are important for inbound visitors.



Insight & Implications

Perceptions
1  Perceptions of Kent argenerally positive and reflect the core strengths of the region:
1  History/heritage and the natural environment score highest

1  The countryside and historic buildings are cited as the main reasons to visitB€aahes and variety of things to do, whilst important are not
as prominent as they are in the domestic data, reflecting the lowel leMenowledge of the region among inbound visitors

1 Imagery that most appeakme theActive & Outdoors and Exciting & Unexpected themes, with visitors from Spain more drawn by the History
& Heritage

1 Open descriptors are generally positiybeauty/landscape and history the most mentioned themes.

1 With perceptions oKent and other counties tested often quite similar across the inbound audiences, there is opportunity to fartmunicate
YSyiQa !'{ta FYyR ALISOATAO 2FFSNAY3I (G2 3IFSYSNI IS ANBIISNI RAFFSNBYGAL

Experiences

1 Immersive experiences provide a great opportunity to strengthen the perceptions of Kent among the inbound audience. Tlppedhaost are
ones that are easily understood and have clear potential to be unique to Kent. Generally, experiences have lower app¢hkaderntan
audience and may be reflective simply of cultural attitudes, rather than experiences not meeting German needs.



Insight & Implications

Transport

1 Caris the most prevalent single form of transport for inbound visitors around Kent, but overall 42% will rely on pudgitirprivate hire or
organised coach tours

Accommodation

9 '002YY2RIUA2Y A& Iy AYLRZNIUIYG StSYSyd 2F 0KS OGNALE FYyR FY2y3 OAa

Covid19 & Brexit

1 At the time of the research, some limitations to inbound visitor footfall appear set to remain, with both Brexit concelingantiof Coviell9 on
international travel influencing holiday considerations. Ongoing monitoring of trends will provide future insight on this

Sustainability

1  Whilst around half of inbound travellers claim that environmental and sustainability factors influence their choice of, hwideew is muted,
GSYRAY3I (2 06S WjdaAGISQ NIYGKSN 0KIFIY WOSNEQ AYLERNIIF Yl
1  The priority areas tend to be around things that benefit the traveller directly; clean beaches and protection of the laatis@dpe in particular
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Research Objectives

This analysis is based on the quantitative research carried out in International markets

Background
+AAA0 YSyOd A& 2yS 2F wmn LI NIOYSNAR FTNBY CNI y OS-fuhdgdby thedrerrddiance ihnklyEaglan? =
Programme focused on boosting @iak visitor volume

Research Plan
Comprehensive programme of research:

Research Requirements : e
Online quantitative survey

A Research awareness, image and perception of Kent and nested destinations as day/ tri
and overnight holidays choice

A Refine audiences, visitor profiles and behaviour

A Capture destination satisfaction EEI A2 AL

A Identify shifts in key findings from previous research Us 750

A Provide consumer insights which will inform the development of future campaigns, France 750 December 2021
products and a yearound visitor offer Spain 750
Inform the development of new experiential tourism products and potential audiences Germany 750

Compare key perceptions of Kent with competitor destinations

+ 10 qualitative depth interviews in England

Note: The Covid9 pandemic impacted the timing of the research, with the International fieldwork delayed while borders rembised or subject to
extended quarantine periods. The situation eased prior to fieldwork starting, but increased during fieldwork with the esaefgae Omicron variant.




International Fieldwork

Online fieldwork Wednesday'k, Tuesday 2% December 2021.
US began 10 days in advance of Germany, France and Spa

Focus on people who have visited England and/or Kent befc
and/or will visit Kent in future for leisure or to visit friends &
relatives. Screened out those who have never heard of or

visited Kent

Quotas set on gender and age

France 748

Covidl19 travel restrictions from March 2020 mean Spain 750
that recent past experience of visiting England or Kent
is limited and so much of the sentiment is based on Germany 671

assumption/expectation or historic knowledge. US 750
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Respondent Profile

Sample in each country includes a consistent spread of age and gender. Incomes in Spain and France are lower than in Ger

Gender Germany Spain France Germany Spain France
Inbound Inbound

Base 2919 1824 12% 8% 13% 11% 18%
Male 48% 51% 47% 49% 45% 25.34 21%  25% 14% 21% 2206
Female 5294 49% 53% 50% 55% 3544 27%  27% 26% 29% 27%

4554 16% 15% 13% 16% 17%

5564 17% 11% 26% 19% 12%
e 75 or over 1% 2% 1% <1% <1%
Low_mcome 18% 23% 41% 35% NET Under35 33%  34% 26% 3204 39%
Medium Income  40% 57% 49% 54% NET 354 P R— 0% 4500 1100
High Income U Lo R & NET 55+ 23% 2204 34% 23% 16%
Note:

[26 AyO2YS I' !'{ fbupZnnnI 9dz2NBLIS feupInnn

Medium income = US $25,000 T n =~ dhpp> 9 dzNR IS Zaphipp = 1 n N
Highincome! { MTpZnnnbX 9dzNRBLIS eTtpXZnnnb

Q1: Are you: Base: All respondents (2,919)
Q2: Which of the following age categories do you fall into? Base: All respondents (2,919)
Q60 What is your annual household income? All respondents (2,919) 11



Sample Profile: Visiting England

The impact of Covid9 on international travel in 2020/2021 can be seen in the small volume of recent visitors. The impoiftanoean
can also be seen with 93% of visits including London. Recent visitors are the most likely to be returning to Englaed in futur

Past Visits Future Visits
to England,c Visited Visited Visited to England e S
| will d
Visited before between 2017 since UGl 1817 | will definitely

visiting England visit England in

2016 & March 2020 March 2020 in future future

London an dRFE visted 2016 or betore INSZSAMIIINASSGI
wiiilovie ot vised INGET A

of England
0,
s = Will definitely visit England in future

m Will consider visiting England in future

Not visited London/%

Q5 Which of these statements best describes your experience of visiting England in the past, whether for a short ledswacatpn including visiting friends or relatives (day trip or staying for one night or more)? Base: All
respondents (2,919) Q5a When you have visited England has that been a visit to London or to other parts of the countkj PeBpserdents that have ever visited England (1,925)

Q6 Which of these statements best describes your likelihood to visit England in the future, whether for a short leisureatrgtion including visiting friends or relatives (day trip or staying for one night or more)? Base: All
respondents (2919) 12



Sample Profile: Visiting England

Just over half of the US sample have visited England before, increasing tajtiagers of the French sample. London is alnadatays
visited from all countries.

. US Germany
Past visits to England »
Lond Visited
Visited cl)n 3%2/ London an
other parts of EnglanciiibEEil
of England
58%
Not visited London7% |
Not visited Londonl0%
Spain France
London and On'y, 42% London and
other parts other parts
m Visited England since March 2020 of England of England
i 53% 44%
m Visited England between 2017 and March 2020
m Visited England 2016 or before
o Not visited -
® Not visited England London 5% Not visited
London 7%

Q5 Which of these statements best describes your experience of visiting England in the past, whether for a short ledswacatpn including visiting friends or relatives (day trip or staying for one night or more)? Base: Al
respondents (2,919) Q5a When you have visited England has that been a visit to London or to other parts of the coun&kyPeBpsedents that have ever visited England (1,925)

Q6 Which of these statements best describes your likelihood to visit England in the future, whether for a short leisuneatrgtion including visiting friends or relatives (day trip or staying for one night or more)? Base: All
respondents (2919) 13



Barriers to visiting England

Spain had the lowest number of rejectors to visiting England in future, indicating it is a market with big potentials Ravigting are quite

passive with lack of reason to visit and other places are more appealing
Reasons for not visiting England in future

%
I have no reason to go there %
5%

The survey screening process excluded people from the main
survey who would not visit England/Kent in future. Before closing

the survey they were asked their reasons for not visiting in future.

Future visits to England

us 28% 30%

Germany 29% 30%

Spain

26% 12%

France 50% 19%

m | will definitely visit England in the future

| will consider visiting England in the future
| will definitely NOT visit England in the future

Q6 Base: All respondents including screets(4129)

vT . asSy 1ff NBaLRYRSyGa GKIG 62y Qoitsig:gesh RSNI A &AGAY 3

There are other places | want to go tGNE. 19%

more

#0/%9%

%
I don't know anything about Englan(ﬂjﬁg%g
0

I 3/0
| would prefer to go to a cheaper plac#0 97%

| would prefer to visit a country that' s- ],/ %

closer to home

It would take too long to get there

Other
L RARY QG NBIffe
England

| feel that | have seen everything there i
to see in England

oyItlyR AY

B
Sl
_28 20e

A

%

| would prefer to visit a destination in m 3
own country 0%

mUS
m Germany
m Spain

m France
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Segmentation

The majority of people taking part are Buzzseekers and Adventurers. These two segments and Culture Buffs are the toaifiiedyy

visit Kent in future

VisitBritain Segmentation

Sightseers

_ ) _ _ Culture Buffs
Q59 Select which of the two statements in each pair BEST describes

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 (2,919)

Q6¢ Which of these statements best describes your likelihood to visit Culture Buffs
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 (2,919

Base: Visit Britain Segmentation Groups: Adventurers (800), Buzzseekers (1181), Explorers (423), Sightseers (246ffsG260)e B

35%

| will definitely visit Kent in
the future Segment
Sightseers8%
Adventurers 31% Adventurers
Buzzseekers 47%
Buzzseekers
Explorers 26%
Explorers
Sightseers 28%

Global Size
Estimate

16%

38%

23%

12%

12%

Profile Headlines

Older, 67% aged 45 years+

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

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, 57% are aged 55 years+

Like to stay within their comfort zone
Prefer cities to countryside

Seek sensible, wetilanned 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

16


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

Segmentation

A larger proportion of the sample from Germany are Explorers (less Buzzseekers), otherwise segment sizes are quiteamoosssédint

NELES

us German ' France
Culture y Culture Buff Spam Culture
S\ Buffs10%

Buffs9% 8%
Sightseerg% .

Culture Buff
10%

N\
Sightseerg¥% Sightseerg%

=

<

Q59 Select which of the two statements in each pair BEST describeBhpoe.will be a few statements, so we ask you not takttoo long about each just read and answer as quickly as you can. Base: All respondents (2,919






Familiarity

Higher incidence of visiting among those from the US and from France.
Among other counties, Hampshire has the highest awareness among inbound visitors

Kent

Germany

Spain

France

NOTE: Kent is not directly comparable with the other markets because if they hadn’t heard of Kent they screened out.

B Have visited in the past B Heard of and know something about
m Heard of, but know nothing about ~ ® Never heard of

Q16b How familiar are you with each of these destinations for leisure trips or holidays? Base: All respondents (2,919)

Familiarity - all markets

Devon

Hampshire

Lincolnshire

Norfolk

US past visits are highe

for all counties




Past Visits to Kent

The Kent visitors are a little older than those to other counties and there is opportunity to increase the share of Buzzseeke

A Among those who have visited Kent before typically around half have also visited one or more of Norfolk, Lincolnshirdré-amdfshDevon

A The profile of the Kent visitor within this research, is slightly older than visitors to other counties and this is réflectégher incidence of Explorers
and Culture Buffs. Kent has the highest incidence of Adventurers and the lowest of Buzzseekers

mUnder 35yrs m35-54yrs m55yrs & over

m Adventurers m Buzzseekersa Explorers
m Sightseers m Culture Buffs

20



Familiarity

Knowledge of places within Kent is limited, with Canterbury mostkvellvn and then ports of Dover and Folkestone.

Canterbury, Whistable, Herne Ba

Deal, Dover, Sandwic

Folkestone, Hythe, Romney Mars

Medway, Chatham, Rocheste
Maidstone

Dartford

>

YSyili 52¢6ya ! NBI 27
Tonbridge

Ashford, Tenterden

Thanet, Broadstairs, Ramsgate, Marg
Tunbridge Wells
Gravesend

Sevenoaks

Faversham, Isle of Sheppe

® Not heard of m Aware of, but know little about ~ ® Know quite a lot about, but have never been there m Have visited before

Q34 Which of the following places in Kent are you aware of and/or have visited? Base: All respondents that have vasiie(? Pigl) 1






Overall Experience & Recommendation of Kent

Overall experiences of Kent are mixed. Visitors from the US are most positive and from France the least so. Net ProasitdP Syoare

negative across all international markets, suggesting that there is an opportunity to increase the appeal of Kent everywhere

Overall Experience of Kent Recommendation & Net Promotor Score for Kent
(1: Not good at akt 10: Excellent) (0: Not at all likely 10: Very likely)
Mean NPS
atnound [N . S
bslaesme e sl L ww o w1
sy e s w0 e e e
ol e T3 e e w9
e (s e 88 e a7
w16 m 7-8m9-10 m0-6 m 7-8 m9-10

Q19 Thinking back to your most recent trip to Kent, how would you rate your experience overall? Base: all who haveurigjtéat @leisure trip or holiday: Total (1,229), US (309), Germany (240), Spain (:
France (341)
Q20 And how likely is it that you would recommend a holiday or short trip to Kent to a friend or colleague? Base: 8I9T8)dlS (750), Germany (671), Spain (750), France (748)

*Note: NPS is calculated by % promoters minus % detractors 93



Opinion and Recommendation of Kent

Older people are more positive about their experience of Kent, though levels of recommendation are similar across alpage gro

Those with recent experience of England are more likely to recommend Kent.

Overall Experience of Kent Recommendation for Kent
(1: Not good at alt 10: Excellent) (O: Not at all likely; 10: Very likely)
Mean

Visited England between 2017 an
35 - 54 years [GININIso IS 75 March 2020 Toam o am

ml6 m7-8m9-10 ml6 m7-83m9-10
Alone  [IIIN409%I80% 0%
Visit duration has little impact on satisfaction or recommendation. Couple [N24%01188% 4%
Those visiting as a couple are generally more positive about their : .
- - e : With children NS4 279 S0
experience, aligning also with their older age profile

Adult group  [ISToGRIIITS29% S 7%

Q19 Thinking back to your most recent trip to Kent, how would you rate your experience overall? Base: all who haveurigjtéat @leisure trip or holiday: Total (1,229), US (309), Germany (240), Spain (:
France (341)

Q20 And how likely is it that you would recommend a holiday or short trip to Kent to a friend or colleague? Base: 8I9T8)dlS (750), Germany (671), Spain (750), France (748)

Note: NPS is calculated by % promoters minus % detractors ”



S5

Overall Experience & Recommendation of other counties

Satisfaction levels are similar for other counties and Net Promoter Scores (NPS)* are again all negative. As with Keotninosgors,

older people and those travelling as couples tend to be the most positive about their experience.

Overall Experience of other counties Recommendation & Net Promotor Score for other coun
(1: Not good at akt 10: Excellent) (0: Not at all likely 10: Very likely)
Mean NPS
vorok IS s S ame % m% gy
Linconshire [IESEGEEE 73 i
rampsrive [ERIEIE 7+ ST 20
oo ISR 7+ EEEE 22
ml6 m7-8m9-10 m0-6 m 7-8m9-10

Q19 Thinking back to your most recent trip to each of these places, how would you rate your experience overall? Badaaadl widited county for a leisure trip or holiday; Kent (1,229), Devon (1,459),
Hampshire (987), Lincolnshire (905), Norfolk (989).
Q20 And how likely is it that you would recommend a holiday or short trip to each of these places to a friend or collasgusiPriBspondents (2919)

*Note: NPS is calculated by % promoters minus % detractors
25



Opinion/Expectations

| AGG2NES KSNRAGEIS | (KS yIFGdNIE SY@ANRYYSYyd | NB YRHERQTAI

WgSt O2YAyYy 3 FNASYRfteQ G2 GKS F2NB a |

. . Don't know mPoor mFair m Good mVery Good m Excellent
A Food & drink, shopping and Y

ease of getting to Kent are Its history and heritage (famous buildings, castles, monument$e [18% 23% IS I

areas for improvement in The quality of the natural environment 9% |'8% 1249 I
international perceptions. Having a good range of outdoor activities 9% [18% 127% T NS0 7 N

A Visitors from US are most o s for cultural activities (museums, galleries, arts, othet1% Bov 2% | 20%  EEE7EE

positive about Kent, in

particular around the positive Having beautiful beaches 11% 23%

impact of tourism. Offering a distinctive, authentic experience 10%
A Compared to other age Things to see and do all year round10%

groups, older people are least Being welcoming and friendly 9% [78% 11260 NS N EE N

post'_t'v? aIbOUt Kegt:[h The range of attractions and things to do10% [|'8%" 22%
articularly aroun e . .
P y Experiences that do not harm the environment 12% | 9% 22%

beaches and value for money.

A Buzzseekers are the most The availability of information about Kent before you get there11%

positive about Kent, ¢CKS L @FAtroAtAGeE 2F Ay T2 NY LA PYO%INGI2IERIY SYITINZS0ZIS IS BTSN ( <

particularly on range of things The quality of accommodation options 12% [|79% 1128% G

to d_O_ and envi.ronmentally Quality of Customer Service 15% 9% 128% zienmmEnrae

positive experiences. Its overall value for money’ 14% [ 2SN
Note: chart ordered % The quality of food & drink  12%
aléeAay3d WwoEOSttSyidQ The ease of getting to the destination 13% 2% 27z

Q37 Based on your knowledge or The shopping opportunities  13% 7129 TT20% T N2606 T N

expectations, please rate Kent on

each of the following attributes? ¢2dzNAAY KSft LA AYLINRGS | YSYyAlGASa ool $4%0A § Aiaos a  T12IN32602 0 FCLAN Y dzy

Base: all respondents (2,919)

26



Opinion/Expectations

Views are quite consistent between domestic and inbound visitors. Inbound visitors are relatively more positive aboutehiecéyt the

range of experiences/activities and the welcome, while domestic-av¢tRSE 2y (GKS F22R 3 RNA Y]

Inbound visitors are History and heritag

more positive than Quality of natural environment °

domestic visitors J

Welcoming and friendly
[ J .
o) Distinctive, authentic experience Good range of outdoor activities
(- ° °
-] Attractions and things to do
o Cultural activities ¢ ¢
Q ) o Things to see & do all year round
< Experiences do not harm the Information about Kent once
P ; & 2 dZONB (i K SdNJBeautiful beaches
environment
° ° ° Information about Kent before you get there
Quiality of accommodation
Quiality of Customer Service Quiality of food & drink
Ease of getting to the destination N
[ J
Value for money Shopping
¢ = Tourism helos improve ameniti Domestic visitors are
rism im .\
ounsm he’ps Improve amenities more positive than
& facilities for local communities . ..
. inbound visitors
Q37 Based on your knowledge or expectations, please rate Kent on each of the following attributes? DomeSt|C Net: rating very good or excellent

Base: all inbound respondents (2,919) Q37 all Domestic respondents (2,001)

27






Sources of Information

As with domestic travellers, online sources are vital for potential inbound visitors seeking out information, with thartepuices all

online. Recommendation is less important internationally.

Visit a Kent destination website (e.g. www.visitkent.co.uk, Www.explorekent._ 380
www.whatsoninkent.com) 0
Visit the specific attractions websites (e.g. National Trust, The Historic Docl_ 300
Chatham etc.) 0
Use a travel guide or tour operator app (e.g. Explore K_ 29%
Look through destination brochures and Ieafle_ 29%
Look for recommendations on social medi_ 27%
Ask friends and family for recommendations/friends and family m_ 270/
recommendations 0
Visit an online travel agent_ 26%
Use a specific attraction app (e.g. Leeds Castle, Canterbury City _ 24%
Read an article in a magazine or newspa_ 19%
Opinions of bloggers and influencer_ 19%

Other I 1%

None of these . 3%
Q42. If you were planning a future visit to Kent, which of these resources would you be likely to use to plan your gigiiPiB@snational respondents; 2,919

29



Sources of Information

General search is most prevalent in all countries. With destination websites and review sites also important. Visitasnrerarte
Germany also use cline sources of travel guidebooks and destination brochures/leaflets.

N N N

General online search General online search General online search General online search
2. Visit a Kent destination 2. Visit a Kent destination 2. Visit review websites 2. Visit review websites

website website 3. \Visit a Kent destination 3. Use atravel guidebook
3. \Visit review websites 3. Visit review websites website 4. Visit a Kent destination
4. Visit the specific attractions 4. Use a travel guidebook 4. Visit the specific attractions website

websites 5. Look through destination websites 5. Look through destination
5. Use a travel guidebook brochures and leaflets 5. Ask friends and family for brochures and leaflets

recommendations

A Older people tend to do more research, particularly through offline channels. As might be expected, younger travellersmmake of social
media and bloggers. This is reflected in Adventurers generally doing more research.

A Buzzseekers are more likely than any other segment to look for recommendations on social media and, along with CulteadBuffsles in
magazines or seek opinions of bloggers.

A Those who visited England in 2016 or earlier are more reliant on general online search, while those who visited sinc@28laretnre
likely to seek out recommendations from friends /family or read articles in magazines. This may be reflective of thg tiffferlitnehaviours
seen during Covid9.

Q42. If you were planning a future visit to Kent, which of these resources would you be likely to use to plan your gigt9 Eas

30



Importance of Decision Influencers

Desire to explore Kent tops the decision influencers, with special offers and discounts second most likely to be ranked first

m Ranked1 mRanked2 mRanked3 mRanked4
m Ranked 5 mRanked 6 mRanked 7

e oy PE %% 1m0 1006 219 1796 [55% SR
to choose from °

oo T Py Cxperence
activity :

resece ot amiytens n ve o RS

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 2,919

Suitable accommodation is more important for those who
visited England in 2016 or earlier or have not visited
before. It is also more important among those taking
short breaks, people travelling alone and the Explorer
segment

Variety of activities is a greater decision influencer among
those planning a longer stay and among the Adventurer
segment

Location of activities is more important to young people,
those travelling in a group (with or without children) and
people planning an ofpeak visits

Desire to visit Kent is strongest among those over 55
years and the Adventurer segment

' VYRSNJ opQa IINBX Y2NB tA]1Ste
presence of friends/family as are those travelling alone
Women are more likely than men to be influenced by
special offers or discounts. Deals are also more important
to those aged 35 and over and to those who have not
visited England before. Explorers are the most deal
sensitive segment.

Men are more likely than women to place importance on
past visits, as are those who previously visited England for
a holiday of 4 or more nights.

31



Importance of Decision Influencers X

Some differences across markets in terms of most important decision influencers.

Suitable Accommodation Variety of activities and experiencesLocation particular experience/activity Kent is somewhere | want to explore
I I 9% I I . 8% : . 8% . . | 8% .
US Germany Spain France US Germany Spain France US Germany Spain France US Germany Spain France

®m Ranked 1 m Ranked 2 m Ranked 3 m Ranked 4 m Ranked 5 m Ranked 6 m Ranked 7

A Accommodation is less important tc
visitor from US
Variety and location of activities has
similar importance to all markets

A General desire to visit Kent is amor
potential visitors from Germany,
while presence of family/friends is
the least so

A Potential visitors from Spain are the
most motivated by special offers
and discounts

A Repeat visits are generally not
Q41 Below are a number of items that might impact your decision to take a holiday in Kent. Please put them in decision influencers, particularly

the order you would consider them, with the aspect you would decide on first at the top of the list. . .
Base: All 2,919 among people in Spain

Family/friends in the area Special offers/Discounts A place | go often

[) 8% 8% 11%
- > z - . I

US Germany Spain France US Germany Spain France US Germany Spain France

32



Booking Behaviour

There is an almost equal split between independent travellers and those who book a package

. Visitors from Spain agéy ledsv bk

directly with providers.

International A Those who visited England during US
Covid19 are more likely to book
1% directly with accommodation and
activity providers, perhaps reflecting
their greater independence and
confidence.

A Younger people, and the more affluent
are more likely to book directly with
providers

A Older people (55 years+) are most
likely to book their trip as a package Germany

m Other

Q41 How would you book a future visit to Kent?
Base: All 2,919

P

Spain

France

2% 7§ 1%
A There are no differences across types
of visitor groups, or between longer or
shorter stays.
= | would book the accommodation and activities directly with the providers
= | would book a package with a provider that included travel, accommodation and activitie:
= | will be staying with friends/family so will arrange directly with them
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Reasons to visit Kent

Countryside is the top reason by a significant margin for inbound visitors, suggesting perhaps a lack of knowledge andngeathe
wider Kent offer

Countryside and natural be auty/ 35 Y00
Cultural attractions (historic buildings, famous sightS) . 2690, 00,
Beaches and seasid I 20% e, 350
A variety of places to visit 20 300,
Never been before and wanted to go somewhere nel Ty m— 24%
Sampling the local food and drinKEEEEEGEGEGEG_—_—————TET 23%
A mix of old and new EEGEGEGEGEGEG_—_—_——————— 3%
Value for money cost of staying therd e ——— {00
Unique experiences availabl i —pe 20%
Good deals ((_)n travel, hollday package_: .etm%lg% o Inbound
Wide range of holiday activitiesT—— 18%
Climate/weather [EEGEG—EEE—, 18%
Accommodation (variety and quality ) IEEEG————— 150
Vibrant cities [ 17%
Meeting the local people [EEG—_—_—__—ppmm— 16%
Easy to get around [EEEEGG_—_—_ 1220, (9,
Easy to travel to get there LA e 220
Easy to plan and organisSimm_—_ 1490, <o,
Security and safety [EG—_——13%
Festivals (Canterbury Festival, Soul Festival el 135
Contemporary culture (music, films, art etc J——r 1 3%
Possibility of visiting family and friend S 00 150
Watching or playing sport ey 8%
Visit a film or TV location =gy, /%
For business/work E=ges 6%

Q51 And which of the following are reasons why you would choose to visit Kent? Base: Will definitely visit / considekerisitinthe future All Domestic (2001) All Inbound (2,919) 34

m Domestic



















































































































































































































