


What we’ll be 
covering today

• Latest consumer attitudes towards holidays

• How have other countries performed?

• Jersey Tourism campaign overview 

• Results to date

• Planning for 2010



Consumer attitudes and behaviour 
towards holidays

Consumer 
Attitudes



• Fundamental change in behaviour towards holidays and 
short-breaks

• ‘staycationists’, ‘recessionistas’ and ‘bargain hunters’ now 
cut across all socio economic, demographic and UK 
regions

• Trading down: self-catering, camping & caravanning

• Consumers ‘buying clever’

• Leaving it later and later to book, price often comes 
before destination

Consumer attitudes 
towards holidays



Much more time online

• Looking for same product at better price, driven by 
promotions

• Want holiday offers that create value by enhancing their 
experience and / or inspires them to do something 
different

• Short-breaks abroad and London most likely to be 
entirely sacrificed by many – and around 50% will be 
cutting their spend as well

Consumer attitudes 
towards holidays



New method of segmenting the market by taking into 
consideration emotional reactions to the downturn

Consumer attitudes 
towards holidays



All trips

• Overnights -14% 

• Bed nights -15% 

• Expenditure -15% 

Specific trips

• holiday travel 15%

• business -13%

• VFR – 7%

UK Leisure 
Market Overview



Overview

How have other countries performed?



Euro zone and US market badly affected

Heavy price discounting from Spanish market (40%)

Non Euro countries continued to grow

Camping, self catering and caravanning more popular

Poor UK summer result in last minute exodus to hotter - non 
Euro - destinations

Europe
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Do you believe we should continue to use    
“Europe without the Euro” next year?

1.Yes

2.No

Audience 
Question



How confident are you about next year? 

1. Very confident
2. Confident
3. No change
4. Pessimistic
5. Very pessimistic

Audience 
Question



Overview

Jersey Tourism 2009 campaign overview



Objectives

• Increase staying leisure visitors

• Increase average spend per leisure visitor

• Increase brand awareness and preference 

• Support tourism partners

• Develop and support new tourism opportunities



The planning 
process



Research tools 
available



Forward booking 
survey



Target audience

Our customers, or 
so some think!



SYMBOLS OF SUCCESS
• 19% visitors
• Mature professionals, affluent
• Quality brands

Key target 
audiences

SUBURBAN COMFORT
•22% visitors
•Mature, predominantly empty nesters
•Active and affluent

HAPPY FAMILIES
•12% visitors
•Younger age group
•Value conscious 



Reaching the right 
audience

Brochure Pack 
Request 2009

On-Line visitors to 
Jersey.com

Actual 
Visitors

2008

Suburban 
Comfort

21% 20% 20% 22%

Symbols 
of Success

16% 14% 16% 19%

Happy 
Families

14% 17% 21% 12%

Jan 2009 July 2009



We know where 
they live



Which other audience segments should we 
consider targeting?

1.City Adventurers: twenty-something with active lifestyles (music, clubbing, eating out etc.)

2.Culture Seekers: historic and cultural activities

3.Ramblers: specifically into walking 

4.Outdoor Actives: low impact land and water sports

5.Luxury Lovers: premium accommodation and gourmet experiences

6.Others

Audience 
Question



Travel searches

Source: Hitwise

January & August are peak 
times for holiday searches



Online season



The power of TV



When to start 
advertising

Source: Paul Winstone Research

November March June

Booked
16%  5+ nights

8%  1-4 nights

33%   5+ nights

16%   1-4 nights 

44%   5+ nights

20%   1-4 nights

Decided on 
destination 
but not 
booked

16%  5+ nights

12%  1-4 nights

14%  5+ nights

10%  1-4 nights

12%  5+ nights

10%  1-4 nights

Still Deciding
63%  5+ nights 

68%  1-4 nights

40%   5+ nights

55%   1-4 nights

32%   5+ nights 

47%   1-4 nights
48%66%



“British holiday seekers”

“Enlightened 
Waverers”

Communication 
Strategy

Direct marketing

Partner advertising 
and direct marketing

Brand advertising and 
public relations

Drive immediate sales 
from ‘low hanging fruit’

Convert interest into 
sales using offer 
based activities

Build awareness of 
Jersey as a holiday 

destination

“Jersey 
Faithful”

Marketing strategy Target Group Tactic



National TV campaign exposed to 20.9 million 
people and 7.4 million ABC1, 55+ audience

Heavy advertising 
campaign

National Press advertising exposed to 8.7 million 
ABC1 55+ adults who on average could see the 
advertising 24 times

National 48 sheet poster campaign 



Creative work



Creative work



Creative work



Results to date



Brand awareness 
has remained strong

• Prompted ad awareness rose significantly from 16% to 24%

• TV increased from 13% to 22%

• Press increased from 13% to 17%

• Claimed knowledge of Jersey slightly up  

• Prompted associations with Jersey showed positive perceptions

– Beautiful beaches

– Breathtaking landscapes

– Good place to get away from it all

– Clean and unspoilt

– Rich and varied history and heritage

– Interesting mix of French & English cultures

– Spend quality time with your partner or family

• Consideration slightly down for short breaks at 40% (- 4%)

• Consideration for longer holidays of 5+ nights increased marginally



Outperforming other 
key destinations

Source: Paul Winstone Research



Planning for 2010



• Primary focus on driving enquiries and sales

• Improve CRM strategy and exploit Jersey Tourism
customer database

• Increase trade marketing activities

Planning for 2010



Evolving Jersey Tourism’s communication 

strategy towards a Tribal Marketing approach

Planning for 2010



Media

• Fragmentation of media channels

• Digital Britain is a reality

– 84% Digital TV penetration

– 63% Internet penetration

– 75% of UK internet connections are broadband 

– 110% Mobile phone penetration 

– 54% of mobile subscribers surfing the net through their mobile phone

Media is being consumed differently



Consumers

• Consumers are taking control and 
expressing their individuality...



Tribes

• They are talking to each other, forming 
their own groups and communities, and 
sharing experiences



Old .v. New

• Embrace the changing communication style and 
marketing techniques

Old New

Price Value Exchange

Product Experience

Transmit Engage & participate

Preach Advocate

Tell your audience Build communities



Communities

Consider treating your audiences as ‘communities of 
liked minded people’

Use advocacy of previous visitors within each community to 
influence other people within their group

Adopt a “Tribal Marketing” approach



Tribes

• Tribes and Tribal Marketing

• A tribe is any group of like-minded people, large or 
small, who are linked to one another by common 
interests and ideas

• A tribe might be connected by a shared dedication to an 
activity such as: 
– walking
– water sports
– holidays
– life-stage  (e.g. young families)



Tribes

• Each "tribe” is made up of 
micro-networks which also 
interact with other 
communities.

• Effectively connecting with 
these communities of people 
means translating marketing 
message into terms they can 
relate to.

• It can result in a deeper 
connection with each target 
audience – leading ultimately 
to more people coming to stay 
in Jersey

Young 
Families

Ramblers

Heritage
Sports



Ripples

A ripple is formed each time 
contact about Jersey is 
distributed

Many ripples can lead to larger 
ones 

Both have value. Larger 
ripples are fewer in number 
but greater in reach

Smaller ripples can be greater 
in number and more targeted 



Thank you




