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Executive Summary

Kent and Medway welcomes over 66 million visitors to the county each year. The visitor economy contributes £4.1 billion to the local economy annually and
supports over 82,000 jobs which is 11% of all employment in the county.*

However, the Destination Management Plan highlights several key challenges that remain for the county including:
e Perceptions of Kent being impacted by negative media coverage
e Challenges around low productivity in the sector due to seasonality and a lack of accommodation stock
e The need to create new and exciting reasons to visit and stay longer in the county
e The importance of being able to position Kent as a great holiday experience against the challenges visitors face around cost of living and disposable income

This Destination Management Plan is shaped around four overarching objectives to address these challenges and grow Kent's visitor economy together.

1. Place 2. Prosperity 3. Product 4. People & Planet

Increase the productivity of the Kent visitor Create new reasons to visit and a Bring together businesses, residents, and

Improve external perceptions of Kent D - : . .. . . . o o
economy, driving visitation and supporting welcoming visitor experience by driving visitors to ensure Kent's visitor economy

prosperity to our places even greater collaboration positively impacts community and nature

Under each of these objectives there are a set of clear and measurable priority actions which will ensure that the sector is in a strong position to build on our
unique destination strengths, capitalise on emerging travel trends and build resilience to future threats. Underpinning this is our responsibility to grow our
visitor economy in a sustainable way, enabling our communities and natural environment to thrive.

The plan is flexible and scalable helping us to steer collective resource and funding towards activity which will have the greatest impact over the next five
years. It will also enable Visit Kent and our partners to more effectively apply sector intelligence to decision making, resulting in a greater return for our efforts.

VUSHTK E NT *2024 Economic Impact of Kent's Visitor Economy



Welcome to Kent

At the very heart of this Destination Management Plan is the imperative that we must grow
Kent's visitor economy together. Achieving this aim will be dependent on the strength of
partnerships and collaboration that we are so fortunate to have within Kent. Together we
must turn Kent's challenges of seasonality, new reasons to visit, perceptions and lack of
visitor disposable income into opportunities for the sector, utilising each stakeholder’s skills
and expertise to help grow the visitor economy.

Within the next four years Kent's local authority landscape will undergo significant change
as a result of Local Government Reorganisation. Whatever the outcome of this transition, the
continued growth of Kent's visitor economy relies upon strong and stable recognition of
Kent as a destination. It is for this reason that this Destination Management Plan sets out a
strategic roadmap for the county as a whole. This strategy recognises visitor blindness to
political boundaries and ensures consumer engagement with Brand Kent is framed around
product and place. Kent's reinstatement as a Local Visitor Economy Partnership destination
strengthens this approach, ensuring Kent's visitor economy is represented by a unified and
consistent voice at national level.

While we cannot predict the challenges and opportunities that may
arise in the next four years, we can work together as a sector to
navigate them. As such, this Destination Management Plan has been
written as a living document, able to adapt to change and new
intelligence. This flexibility will allow us to collectively address the
top priorities for the destination, ensuring the plan has the ability to
grow and flex in line with Kent's visitor economy.

SARAH ROOTS
CHAIR, GROW IN KENT




What is a Destination
Management Plan?

A Destination Management Plan (DMP) helps stakeholders to agree on a
set of priorities and actions to grow and benefit from the local visitor
economy. This plan sets out the current opportunities and challenges for
Kent and Medway and sets out a shared vision for the destination over
the next five years. It is a living document which has been designed to
be flexible and position the county positively to capitalise on emerging
opportunities.

As the official Destination Management Organisation (DMO) for Kent
and Medway, Visit Kent are custodians of the DMP but it requires
collaborative delivery and monitoring support from a wide range of
partners who are responsible for different aspects of the visitor
experience or promotion of the destination.

The original DMP was released in 2024, following extensive industry
consultation and utilising in-depth industry insights. Whilst the strengths
and challenges of the county remain the same, this refreshed version
provides an updated evidence base and a revised action plan that
reflects the current Visit Kent service.

1. Evidence Base

The plan is built on a strong foundation of sector insights drawing on visitor, resident,
product, business and performance data. It also considers national data, external
factors and emerging trends which will drive change. This evidence base will be
updated should new relevant insights become available.

2. Stakeholder Engagement

We have developed the plan in collaboration with public and private sector
partners from across the destination through a series of workshops and 1:1
consultations to help shape strategic direction and priorities.

3. SMART Actions

Each priority has a set of clear actions linked to measures which will enable us to
monitor progress. The actions are flexible and scalable enabling the destination
to be agile to capitalise on opportunities and available resource.

4. Collaborative Delivery

This is a shared strategy which will only be successful with the support of a wide
range of partners. We have identified the delivery partners who will be key to the
success of each objective and our approach to collaborative working.
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Social and Environmental Impact

The social and environmental impacts of tourism are increasingly central to the long-term sustainability of destinations such as Kent, where a
rich natural and cultural heritage underpins the visitor economy. Visit Kent recognises that tourism, if not carefully managed, can place

pressure on landscapes, biodiversity and communities; however, when guided responsibly, it has the power to deliver positive outcomes for
people, place and planet.

Visit Kent is committed to ensuring the sector supports communities, protects nature and reduces its environmental

footprint. Activities and messaging will be used that encourages a transition to a low-carbon, nature-positive visitor
economy, embedding sustainability across businesses and visitor behaviours.
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https://geoparktransmanche.org/en/

Alighment to Local and National Strategy

The visitor economy, when managed strategically, acts as a catalyst to wider growth. It also has positive impacts for local communities helping to revitalise

highstreets, build pride in place and encourage participation in activities which improve wellbeing and community cohesion.

The Destination Management Plan is designed to nest within wider local and national strategies to deliver greater impact. However, with an imminent Local
Government Reorganisation (LGR) decision, new local priorities may need to be factored in. When sector priorities and data are fed into economic,
placemaking, environmental and cultural strategies, it will help deliver vibrant places which offer residents a good quality of life and attract people to live,
work, study, invest and visit.
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Local Priorities “National Priorities
Visit Kent works closely with Kent County Council, Medway Council and Visit Kent is currently applying to regain Local Visitor Economy Partnership
District Councils to ensure local priorities and strategies are supported (LVEP) status. This will allow Visit Kent to be part of the nationally accredited
through partnership working. The Destination Management Plan has portfolio of strategic and high-performing DMOs who work locally, regionally
been designed to provide strong alignment to the Kent and Medway and nationally on shared priorities.
Economic Framework which sets out five interconnected ambitions to:
e Enable innovative, productive and creative businesses As an accredited LVEP, Visit Kent will work closely with VisitBritain and
e Widen opportunities and unlock talent VisitEngland, feeding into wider national tourism strategies. We will work with
e Secure resilient infrastructure for planned, sustainable growth key associations including the Tourism Alliance and UKinbound and others
e Place economic opportunity at the centre of community wellbeing who actively lobby national policy makers, to ensure that our strategy aligns

Create diverse, distinctive and vibrant places with Government plans for economic growth and improved productivity.



Performance

The 2024 Kent Economic Impact Study demonstrates the importance and resilience of Kent's tourism industry.
Against a volatile economic and political backdrop, the results show that the appeal for visiting Kent is strong,
reflected in the 66 million trips Kent received in 2024. These trips generated a value of £4.1 billion, growing
year on year and reaching pre-pandemic levels. The data also shows a significant uplift in jobs supported by
tourism - 82,265, representing 11% of Kent and Medway's total employment, and a 6% increase on 2023
results.

In line with national trends, domestic tourism performance in Kent slowed down. However, Kent received 11%
more international overnight trips when compared to 2023 data, even outperforming national levels of growth -
a testament of the destination’s excellent tourism product, transport links and accessibility from Europe. In
2024 the average occupancy in Kent was 76%, just mildly down from the 77% average serviced
accommodation performance seen in 2023. This may indicate that the self catering provision across the
county is gaining momentum, as well as the continued strength of VFR visits.

However, the accommodation sector in Kent is highly fragmented with independent SMEs and micro-
organisations forming a significant part of the accommodation offer. In terms of county accommodation stock
and star rating, research carried out in 2020 showed that the provision of 3*/budget and 4* accommodation is
very patchy across the county, with 4* accommodation in particular being completely absent in some districts.
There is no 5* rated hotel provision in the county. Only 30 properties in Kent have over 100 bedrooms,
reflecting a low number of hotels with a clear ability to accommodate larger group sizes.

Findings from the latest Kent visitor perception research published in 2022 demonstrate the importance of
accommodation in driving destination decisions, particularly among younger people. It's often the primary
decision influencer and is a core part of the short break/holiday for just under 50% of travellers. Findings also
show that for just under 20% of respondents, more choice of accommodation would encourage them to stay
longer. However, in the current economic climate, a recent VisitBritain research report highlights that
accommodation costs are the main financial barrier to taking a domestic overnight trip, followed by fuel and
drinking/eating out costs. To ensure the continued growth of the Kent visitor economy, accommodation stock,
overnight stays and off-season visits will need to be prioritised.

Visit Kent are also proactively involved in Kent County Council research which suggests that if international rail
services were not reinstated in the county until 2040, the cost to the Kent economy could be as much as £75
million, 30,000 jobs would be affected and an estimated £16.5 million per year spent on unnecessary travel by
residents and visitors. Overcoming these travel disruptions, and continuing to represent Kent's interests on a
national level will need to be a key priority within this action plan.

Consumer travel behaviour is shaped by a complex mix of economic, environmental, geopolitical and security
factors. Staying ahead of these fast-changing influences and targeting the right audiences with compelling,
relevant messaging will enable Kent to strengthen its destination performance and reinforce its position as a
top choice for visitors.
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EMPLOYMENT
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INTERNATIONAL

VISITS VS 2023 7 6 %

FINANCIAL BARRIERS TO TAKING

/\ A DOMESTIC OVERNIGHT TRIP IN NEXT
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2024 SERVICED
AVERAGE OCCUPANCY

DOMESTIC
MOTIVATIONS

1.Family time/ time with my partner
2.To get away from it all/ have a rest
3.To connect with nature/be outdoor
4.To experience excitement or fun

5.To spend time with friends

INBOUND DRIVERS OF
DESTINATION CHOICE

1. Offers good value for money

2.1s a welcoming place to visit

3.1s good for relaxing, resting, recharging
4.Beautiful coast and countryside to explore

5.1 can roam around visiting many types of places

VisitBritain
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SEE KENT AS A DESTINATION
FOR LEISURE TRIPS / HOLIDAYS

60%

RATE HISTORY AND
HERITAGE AS
EXCELLENT/ VERY GOOD

v 13%

(N V) O
* CONSIDER EVENTS AND
NN FESTIVALS AS A REASON
[ J o ()

TO VISIT KENT

DO NOT CONSIDERIT EASY
TO TRAVEL TO KENT

Top 5 places with
highest awareness

1.DOVER
2.CANTERBURY
3.MARGATE
4.FOLKESTONE

5. TUNBRIDGE WELLS

96 %

RATE KENT'S NATURAL
ENVIRONMENT AS
EXCELLENT / VERY GOOD

s 44%

WOULD RATE KENT
GOOD FOR SHOPPING
OPPORTUNITIES

31%

RATE THEIR OVERALL
EXPERIENCE OF KENT AS

91%

CONSIDER FOOD &
DRINK EXCELLENT /
VERY GOOD

OF NON-VISITORS HAVE
NO COMPELLING
REASON TO VISIT KENT

2 71%

Top negative impacts

of tourism

TRAFFIC AND CONGESTION
IMPACT ON NATURAL

ENVIRONMENT & WILDLIFE

LITTER AND POLLUTION

LACK OF PARKING

Perceptions

Looking at Kent's Perception research study from 2022, Kent is quite well known as
a leisure destination, with those having visited Kent before describing it with words
like “countryside”, "relaxing”, “beautiful”, "scenic” and "seaside". A third of visitors
rate their experience of Kent very positively and a quarter would definitely
recommend Kent. The research also shows that the longer visitors stay in the
county, the more positive they are about their experience, with 41% of those staying
longer rating their trip as excellent.

The core perceived strengths of Kent include history and heritage, the range of
attractions and things to do, and the natural environment which are all well-known by
visitors and non-visitors. Kent's growing strengths are around the quality of food and
drink and having a good range of outdoor activities.

Given the range of things that Kent is positively perceived for, the main barrier to
visiting is a lack of strong motivation to travel to Kent. Those that live a long distance
away believe it's 'not worth the journey’' however, this equally demonstrates the
value in strong messaging of the Kent offer, providing compelling reasons to visit.

Looking at Kent residents’ perceptions of Kent, previous Visit Kent research
highlighted that whilst generally positive, there are also negative perceptions within
the county, particularly around ongoing traffic and media coverage of issues like
water pollution, traffic delays and migrant crossings. We also see that there is less
awareness of Kent's contemporary and cultural activities including events, shopping,
vibrant towns and local, distinctive experiences.

The biggest gaps between perception and reality include the ease of getting to Kent,
and the variety of experiences available to visitors.



Audience

Using national and local data, we have identified three key audiences from the domestic market
that are visiting Kent - social contemporary seekers, families, and green spacers. These
audiences make up the majority of domestic visits, and are based on each audience’s
demographics, interests, decision making points and preferred media sources.

We've also identified a fourth key audience - hyper local, which includes Kent residents and those
visiting Kent for visiting friends and relatives purposes. In 2024, 47% of all domestic overnight
stays in Kent indicated that it was to spend time with friends and relatives.

Kent's top inbound markets in terms of volume are visitors from the US, France, Germany, and
VisitBritain growth market, Spain. Countryside and natural beauty is cited as the top reason to visit
across all four markets. US visitors are inspired by unique experiences, heritage and film and TV
locations. Landscape including Kent's countryside and coastline resonated most with visitors from
Germany, and local food and drink appeals most to those from Spain. French visitors are less
interested in food and drink, and instead would visit Kent for the variety of things to see and do.

In addition to our primary markets, we will continue to target key secondary markets. Working
closely with inbound travel trade and operator partners remains vital. Cruise visitors are also an
important market for Kent, with the Port of Dover as one of the busiest cruise ports in Britain and
Northern Europe, welcoming 20+ individual cruise lines and 200,000 cruise passengers every
year.

Looking at the growth markets for Britain, we have identified five inbound countries with whom
Kent, both as a location and its products, have strong appeal and opportunities for driving further
visits.

Finally, with a growing and aging population, 1/7 of the UK population will be over 75 by 2040. In
addition, nearly 25% of the UK population have a disability, which may not necessarily just affect
mobility. The aging UK population and the estimated £14.7 billion value of the Purple Pound in
England mean visitors with accessibility needs continue to be a priority in our destination.

We will need to monitor and respond to these and further emerging visitor trends, markets and
product to ensure activity is both targeted and effective.

Domestic visitors that are visiting Kent

Social Changing
contemporary family
seekers dynamic

PREDOMINANTLY THE MILLENNIAL MARKET COMPRISING OF
COUPLES AND SMALL GROUPS OF FRIENDS PRE-CHILDREN
OR COUPLES WITH VERY YOUNG CHILDREN

FAMILIES WITH CHILDREN OF DIFFERENT AGES,
INCLUDING MORE INTERGENERATIONAL MEMBERS
AND SINGLE-PARENT FAMILIES

Green spacers

Older couples Families (VFR)

Hyper local 6

THIS INCLUDES LOCAL KENT RESIDENTS,
ENCOURAGING THEM TO EXPLORE THEIR LOCAL
AREA FOR A DAY TRIP OR SHORT BREAK

OLDER COUPLES OF DIFFERENT AGES, INTERESTED
IN THE OUTDOORS, WITH EITHER MORE
TRADITIONAL OR CULTURAL EXPERIENCES

International visitors visiting the South East (2024)

BY VISITS BY SPEND
== 1.UNITED STATES == 1.UNITED STATES o

,-E,s I 2.rFrRANCE < 2.GERMANY
-‘“T/\m <« 3.GERMANY =+ 3.AUSTRALIA

y e® 4.SPAIN | 4FRANCE

— == 5.THE NETHERLANDS ~m 5.SPAIN

Opportunities for Kent

IDENTIFIED GROWTH MARKETS é

1.UNITED STATES w

2.GERMANY —~—————

3.FRANCE 208,908

4.CHINA Ccruise passengers LeShuttle inbound visits

5.SPAIN into Kent



NORTH EAST WEST

/ \ UNDISCOVERED COAST COUNTRYSIDE
\ / DIVERSE FUN LUXURY
MARITIME HERITAGE SEAFOOD VINEYARDS
HIDDEN GEM NOSTALGIC HERITAGE

LITERATURE / CULTURE EVENTS AND CREATIVITY PICTURESQUE

9. 41% 36% W 34%

“REALLY INSPIRED” BY 4ol A | LY INSPIRED” BY HISTORY AND
ACTIVE AND FooD AND DRINK HERITAGE
OUTDOORS

40% /@35% 29%

MOTIVATED BY MOTIVATED BY MOTIVATED BY

COUNTRYSIDE ICONIC
BEATS ATTRACTIONS
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49%

CONSIDER OFF-SEASON WOULD PLAN A LONGER
A CHEAPER TIME TO VISIT STAY IN KENT WITH A GOOD
HOLIDAY DEAL

72030% 1in4.see

RANK ACCOMMODATION AS MOST
IMPORTANT FACTOR WHEN
DECIDING TO TAKE A BREAK IN KENT

VISITORS FROM LONDON SEE
ACCOMMODATION AS DRIVING FORCE

Product Themes

Kent is a huge county with a variety of different products, themes and identities.

In a constantly evolving landscape, with Local Government Reorganisation on the
horizon and with ever-changing consumer behaviour, Kent's product themes will need
to be reviewed and reprioritised in line with the latest insights.

Our latest research identifies three distinct regions in Kent that each have their own
geography and products and potential audiences:

East Kent's product and identity strengths were in its coast, landscapes, seafood,
creativity, events, outdoor activities.

West Kent had strengths in food drink, with many of the vineyards located here,
walking, historic villages, countryside, heritage and wellbeing.

North Kent was found to be strong in areas like maritime links, literature, culture,
multiculturalism, and again heritage.

However, there are cross-county strands that can be built on such as heritage, food
and drink, family offering etc which helps to cross-promote and package together
different areas of Kent to target audiences.

Kent's domestic visitors cite countryside, beaches, history and culture as reasons to
visit. When asked about key themes that interest them, active and outdoors, food and
drink and heritage are the most inspiring reasons to visit. As stand-out themes for
Kent, these will all need to be capitalised on when marketing to and engaging our
domestic audiences.

When looking at seasonality, visiting in summer dominates, but a third would visit in
spring or autumn, with price and quietness driving reasons for visit in term time.
Interestingly, summer visitors are a little more positive in the way they describe Kent
than those who visited in the shoulder seasons.




External Factors and Key Trends

As part of the DMP development process a full PESTLE analysis and review of key global consumer travel trends was conducted. We have taken these
factors into account when setting priorities and have built in continuous monitoring of emerging trends and the flexibility to respond to the changing
political or economic landscape.

The Great Escape: /\ Pursuit of Value: | BEST |

Leisure holidays are increasingly about an emotional reset. Visitors Rising cost of living pressures mean consumers have less disposable
are seeking a change of rhythm, places and experiences that give income, and are actively seeking ways to get better quality at a lower cost. I VALUE I

o

, : o . : . : e . .
them a chance to step out of the routine, and shift the focus on HOLIDAY This impacts their booking behaviour, with increased last minute bookings U/\LI
quality time with friends and family.

and appetite for off-season breaks.

Staycation Opportunity: Increasing business /\/I
Aging population:

There is a visible emphasis around challenges:

chosing holidays that allow visitors

to escape, relax and enjoy. The Endless cost increases for businesses The purple pound is already worth
current global unrest is across staffing, energy, supplies and £14.6 billion and set to grow. By
determining many to consider : tax rates are leaving many struggling 2040 nearly 1in 7 people will be
holidaying closer to home, with profit and viability. aged over 75 meaning far more
minimising risks, whilst also Recruitment and training challenges are visitors with accessibility needs.
avoiding the increasingly hot M intensifying as employers struggle to Multi generational travel is also a
popular international destinations. attract and retain a talented workforce. growing trend.

Al and media consumption: The way we work:
Consumers expect convenience in all aspects of their People increasingly prioritise flexible working, valuing a strong work-life

lives and technology has driven new ways to embed balance, favouring organisations that offer employee benefits.
this into the customer journey. A growing number of This, as well as the wider cost pressures, are also negatively affecting
global travellers are using Al tools for trip planning. and reshaping business travel and the MICE sector.



WHAT ARE KENT'S CHALLENGES?

WHAT DOES THE KENT BRAND MEAN TO YOU?

4
/o0’ N [ ee

. imi » History of Kent is important across the ages
Pro?qmlty to London & gateway to EU/UK y P . S e Does “Garden of England” brand represent all Negative transport & connectivity - traffic
* Variety of landscapes - urban & rural » Garden of England recognised that we offer? & Eurostar, roads are too busy
e Creativity, art§ & culture . iznt Smbass?d?r§ - local pride . Disparate voices & representation of Kent « Diverse product & size of county
’ Stror.mg coa'stllne : Oaz’?hznzzso STOres  Competition from other destinations « Differing images of the coast (coastline vs
* Quality of life u . . . e Proximity to London & France maritime) & pollution
* Independent * Food and drlpk - wine tourism, favourable o Lack of knowledge of lesser known areas & « Perception of welcome
« Green tourism - walking, cycling, hiking weather & microclimate product « Cost of living
» Coming home - White Cliffs welcome * Eastand West - two seperate counties o Last mile challenges due to lack of connectivity :
.| ¢ Multiple leading historical attractions e Value perception - are we too expensive? » Accommodation - lack of & cost of
mh aa : percep P ; « A need to disperse visitors
=

. o | | - o ks

in '.- ' - - WHERE DOES YOUR BUSINESS NEED SUPPORT?

Pre and post stay for those travelling to B2B collaboration
London or on cruise ships The Kent lifestyle - visit, live, work Skills and volunteers e Research - latest data, trends and

Migration of people out of London Drive off-season stays i Lobbying and advocacy benchmarking

Introduce new experiences Weather and climate Collective marketing  Sharing expertise and insights to keep
Proximity to London and the EU Growth of sustainable tourism products Collaboration and networking the industry informed fo the latest

Package deals to encourage longer stays | developments

Diversity ‘ 3‘
Wine production

Free and low cost events




Destination SWOT Analysis

Opportunities

A\

e Garden of England brand recognition

» High-quality coastline & quintessential
English landscapes

» World-class history & heritage

* Well-known & “fashionable” destinations

e Proximity to London & Europe

* UK's only High Speed rail service from
the capital

e Outstanding food, drink & local produce

e Growing vineyard and wine offer

o Variety of well-known events & festivals

e Diverse experiences attracting a range
of visitors

e Supportive, engaged local residents
providing a strong VFR market

e Good collaboration in destination

—

» Last mile challenges across the county

» Garden of England perceived as posh or
traditional

e Lack of accommodation stock

e Perception of Dartford Crossing & M25

e Poor internet & phone signal

» Diversity of the offer & size of county
make it challenging to navigate for visitors

e Lack of urgency to visit

» Not enough high value product

e Deprived areas

» Lack of suitable MICE & group facilities

e Lack of film studios / facilities

» Perception that Kent is still more appealing
to older audiences

 Visitors pass through the county to get to
London / EU

» No international rail services via Ashford or
Ebbsfleet

=

o Utilise residents as ambassadors to VFR

» Establishing Kent as a year-round destination
» Use experiences to drive footfall

» Segmented promotion of Kent

e Champion the rich cultural offer

» Staycations in light of rising costs
e Improve on existing transport links

e Pre- and post-cruise trips

» Size of county can drive longer stays

e Strengthen awareness of independent shops
& local produce

» National landscapes & aspiring cross-channel
UNESCO Global Geopark

e Proximity to Europe & US interest

e Build luxury offer to attract high-value
markets

e Milder climate compared to other UK &
international destinations

» Promotion of unique accommodation

——

 Rail strikes and cost

e Cost of living

e Cuts to public funding

» Negative media coverage
 New EES protocols

e Declining high streets

e Climate change

o Competitor coastal destinations

e Lack of rural bus services
» Operation Brock and traffic perceptions

» Increasing business operating costs

o Water pollution

» Brexit creating perceived and physical
barriers

e Over tourism in peak season

e Under-investment in the road network

—



3 Product
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1. Place

Improve external perceptions of Kent

-

Create new reasons to visit and a welcoming
visitor experience by driving even greater
collaboration
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2. Prosperity ¢ { /,.r
Increase the productivity of the Kent visitor { |

economy, driving visitation and supporting the
prosperity of our places
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4. People and Planet

Bring together businesses, residents, and visitors
to ensure Kent's visitor economy positively
impacts community and nature
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Action Plan

Following stakeholder engagement, we have identified the strengths,
challenges and opportunities for Kent. Our action plan contains four
key objectives for the destination, which will guide us and wider
stakeholders for future support and delivery. Within these four
objectives there are two to three priorities, which each have their own
actions and measures.

Sustainability and accessibility remain vital to the destination and are
therefore woven through all four objectives.

Place

Prosperity

Product

Sustainbility & accessibility

People and Planet




Priorities Measures

« Continue to engage with traditional press and influencer * PR coverage and sentiment
partnerships to generate authentic lifestyle editorial and e Improved visitor perception of:
Priority 1.1: Showcase Kent's assets, inspirational content about Kent's people and places. 1.Ease of getting to destination
stories, and accolades to influence » Use research, award wins and other newsworthy stories to (43%)
positive coverage of the county. encourage positive coverage about the county. 2.Welcoming and friendly (50%)
o Work with local partners to ensure that there is a proactive and 3.Food and drink (51%)
joined up approach to crisis communications. 4.Quality of natural environment
(56%)

« Be the voice of the sector and represent the destination on key
issues for the county.

e Secure and exploit opportunities made available as part of
VisitBritain's LVEP-first approach.

 Influence the national agenda through industry networks in
partnership with other LVEPs and the Tourism Alliance.

» Gather intelligence from the sector to understand challenges.

» National forums and events
attended
» Industry consultations fed into

Priority 1.2: Represent the county
and elevate the voice of the sector at
national level.

Objective one:
Improve external
perceptions of

Kent Kent County Council Port of Dover & LeShuttle M Kent and Medway Economic Partnership

Key partnerships

VisitBritain / VisitEngland Tourism Alliance Medway Council




of the Kent visitor
economy, dri ng ;
visitation an up
the prosperlty of
places '? ‘f,_*_

Priorities

Priority 2.1: Drive overnight stays and
footfall through collaborative
marketing and supporting the
accommodation offer.

Prosperity

Strengthen engagement and profile of the accommodation
offer in content to help influence destination decision making.
Support accommodation partners to better sell the destination
through inspirational content and collaboration.

Attract investment to increase the supply and quality of hotel
stock and conferencing facilities in the county.

Measures

 Number of accommodation
supply nights

* Increased number of overnight
stays and average length of stay

» Maintain average serviced
accommodation occupancy in
line with national average

Priority 2.2: Balance visitation across
the year by promoting off-season
experiences and breaks.

Create more must-visit moments throughout the year by identifying
seasonal anchors, influenced by visitor behaviour influencing the
development of a year-round calendar of events, festivals, and
experiences.

Shape itineraries around existing motivations to visit Kent, such as
award-winning restaurants and events, in order to drive more off-
season breaks.

Encourage and support businesses to develop and promote off season
deals and offers.

e Proportion of visits in off-
season based on business
feedback

e Proportion of visits in off-
season based on website
traffic

e Perception study — off-season
consideration to visit

Priority 2.3: Unlock new markets by
monitoring and responding to trends.

Monitor domestic and inbound visitor audiences/markets to identify
areas in which we can be more targeted and effective with activity.
Identify and respond to emerging visitor trends to present timely,
relevant, and inspirational product, such as dog-friendly, staycation and
wellness, to drive visits and unlock new audience segments.

Work collaboratively to develop the incentive offer across the county.

o Cambridge Model — monitor
length of stay for business visits

 Cambridge Model - increase in
inbound overnight stays

e Proportion of website page
views on blogs and events




of the Kent visitor
economy, drivhing 3
visitation and supporting
the prosperity of our
places o

Priorities

Priority 2.4: Supporting the industry
to address recruitment challenges.

Prosperity cont

Measures

» Lobby and advocate for Kent's tourism and hospitality skill
gaps and recruitment challenges.

» Ensure exisiting county level skills initiatives and training
providers include support for the tourism and hospitality sector.

e Number of jobs supported by
the visitor economy - Economic
Impact Study

Key partnerships

VisitBritain / VisitEngland Invest Kent Kent Invicta Chamber of Commerce Colleges and universities

District Councils

Port of Dover & LeShuttle

Medway Council Kent County Council UKinbound

Accommodation Partners Travel Trade and Distribution Partners




Priorities Action Measures

» Strengthen our reputation as professional “dot-joiners”,

. . , providing more business introductions and fostering business e Number of new businesses

Priority 3.1: Facilitate regional . L
. collaboration through our network. and organisations engaged
networking to foster new product . . . . -
e Develop informal unitary networking sessions post-LGR decision, to » Increased partner
development and cross-sellable, . . . :
. encourage collaboration, new partnerships and to share satisfaction of events
bookable experiences. -
opportunities and challenges. programme

» Use the new Visit Kent packages to expand the range of, and
collaboration between, local and distinctive product partners.

e Support partners to improve accessibility via brokered industry e Number of businesses
partnerships and initiatives. signed up to quality scheme
Priority 3.2: Improve the quality, » Better integrate inclusive content and accessible information across e Increased number of
inclusivity and accessibility of Kent's Visit Kent channels. business listings providing
visitor offer. » Encourage participation and disseminate information about the free access information on Visit
VisitEngland quality scheme - “Visitor Ready". Kent website
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Product cont.

Priorities Action Measures

« Champion Kent's wealth of local produce, and work with partners
including Produced in Kent and Wine Garden of England to tell the » Media engagement with Kent
story of our world-renowned food and drink, and the people and food, drink and wine
Priority 3.3: Capitalise on the growing unhique landscapes that create it. e Improved perceptions and
awareness of Kent's food, drink and » Strengthen connections with local producers, improve supply chains awareness of Kentish food
wine offer and reduce food miles. and drink
» Position Kent as England’s leading wine region and support the » Engagement with local food,
development of the visitor offer. drink and wine content

..: l._-.__ :|. i

Vi hﬂ‘ 2lcoming Key partnerships
drl\nng éven greatér N Produced in Kent Wine Garden of England Partnership AccessAble Experience Providers
*~-dbll‘abbrat'ibh VisitBritain / VisitEngland J District Councils Private Sector Partners Accommodation Partners Event Organisers
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People and Planet

Priorities Action Measures

e Proportion of residents accessing

e Share stories of Kent's landscapes and nature, driving visitors and green spaces
residents to engage with nature to benefit personal wellbeing. o Number of businesses
e Emphasise the protection and regeneration of Kent's distinctive supporting Kent Downs Geopark
natural spaces, to educate visitors to access these in a mindful way messaging
Priority 4.1: Educate and inspire visitors and and support visitor dispersal and responsible behaviour. e Quality of Kent's natural
residents to protect nature and improve e Support the Kent Downs National Landscape in securing UNESCO landscape to remain in the top 5
wellbeing. status for the Cross-Channel Geopark, raising awareness of its role (rated excellent or very good)
in Kent's distinctive landscape-led offer, and encouraging travel attributes for domestic visitors
across the county. « Page views on guest Explore

Kent content on Visit Kent site,
and overall Explore Kent website

traffic
) ¢ * Incentivise, inspire, and reward visitors to choose low carbon  Number of businesses
..ft_ ,,L__,_ — Priority 4.2: Encourage modal shift and and f:ar free options when travelling to and around the InC(?ntIVISIng travel by train
Gb ectlve r . . destination. options
-.=-— identify ways to overcome last mile i . ) .
barriers e Bring local partners together to find solutions to close last mile » Increased footfall to top 5
Brlng Li:ogether "1[" . . gaps and ensure that the visitor economy is reflected within local performing Southeastern train
transport strategies. stations in Kent

businesses, re5|dents :
ahd wsntors to ensure 53




People and Planet cont.

Priorities Measures
» Utilise existing networks and platforms to inspire local » Performance data from local event
.. , audiences to drive ambassadorship. organisers / local authorities / BIDs
Priority 4.3: Transform our residents . . . . .
i o » Drive awareness of, and encourage resident attendance at e Proportion of residents agreeing that
into ambassadors by instilling local N
i local events to strengthen pride in place. they would recommend Kent to
pride. » Visitor economy stakeholders to engage with local micro friends and family
influencers to deliver aspirational content to reach new
resident audiences.
p— .
“Objectivefour:
1 . k. L f'?._'.'-
Bringtogether ™
businesses, residents, )
' Key partnerships

Kent County Council Medway Council Kent Wildlife Trust Explore Kent
Private Sector Partners J Kent Downs National Landscape VisitBritain / VisitEngland




Partnership delivery

This Destination Management Plan will require
collaboration between a wide range of public and
private sector partners from across Kent to
maximise the opportunities and deliver successful
outcomes. Key partners that have a role to play have
been identified in each priority area of the action
plan.

As custodians of the DMP, Visit Kent will act as the
link between local and regional stakeholders, in
addition to VisitEngland, VisitBritain and other
national organisations, ensuring alignment with
wider initiatives and effective promotion of Kent. The
Grow in Kent Board will have oversight of the
Destination Management Plan with representation
from local authorities, a range of private sector
businesses and strategic delivery partners.

The Destination Management Plan has been
designed to be flexible and scalable. This means that
as a destination, Kent is ready to capitalise on
opportunities aligned to priorities as they emerge,
and where resource and funding allows.

By working collaboratively we can ensure that
new local initiatives and support programmes
work for the visitor economy and that the sector
Is built into strategies. This approach will also
help to unlock additional funding to increase
delivery around specific priorities through
targeted projects.

Measures have been identified to track progress
against the actions and these will be reviewed
annually. Ongoing sector performance and long-
term impacts are monitored through an

in depth research programme which includes:
e Economic Impact studies
« Accommodation occupancy and attraction
performance
e Social impact resident research
e Visitor and perception research

Other metrics which are captured through output
monitoring and digital metrics on an ongoing
basis. The level of impact on these measures will
be dependant on resource and funding.

VisitEngland / VisitBritain

Local Authorities & KMEP

Strategic Partners

Tourism Businesses
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Get in touch f

The work to create this Plan has been coordinated and overseen by Visit Kent in www.visitkent.co.uk

collaboration with the tourism industry across the county. This plan represents the
county, reflects its vibrancy and ambition to grow.

We would like to thank all those who have taken part and supported this process. VHS”TK E NT

If you have any questions about this Destination Management Plan, please get in
L Garden of England
touch: visitkent@kent.gov.uk



https://www.facebook.com/visitkent
https://www.instagram.com/visitkent/
https://www.linkedin.com/company/visit-kent?originalSubdomain=uk
mailto:visitkent@kent.gov.uk
http://www.visitkent.co.uk/
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	Executive Summary
	Kent and Medway welcomes over 66 million visitors  to the county each year. The visitor economy contributes £4.1 billion to the local economy annually and supports over 82,000 jobs which is 11% of all employment in the county.*
	However, the Destination Management Plan highlights several key challenges that remain for the county including:
	Perceptions of Kent being impacted by negative media coverage
	Challenges around low productivity in the sector due to seasonality and a lack of accommodation stock
	The need to create new and exciting reasons to visit and stay longer in the county
	The importance of being able to position Kent as a great holiday experience against the challenges visitors face around cost of living and disposable income
	This Destination Management Plan is shaped around four overarching objectives to address these challenges and grow Kent’s visitor economy together.
	1. Place
	Improve external perceptions of Kent

	2. Prosperity
	Increase the productivity of the Kent visitor economy, driving visitation and supporting prosperity to our places

	3. Product
	Create new reasons to visit and a welcoming visitor experience by driving even greater collaboration

	4. People & Planet
	Bring together businesses, residents, and visitors to ensure Kent’s visitor economy positively impacts community and nature
	Under each of these objectives there are a set of clear and measurable priority actions which will ensure that the sector is in a strong position to build on our unique destination strengths, capitalise on emerging travel trends and build resilience to future threats. Underpinning this is our responsibility to grow our visitor economy in a sustainable way, enabling our communities and natural environment to thrive.
	The plan is flexible and scalable helping us to steer collective resource and funding towards activity which will have the greatest impact over the next five years. It will also enable Visit Kent and our partners to more effectively apply sector intelligence to decision making, resulting in a greater return for our efforts.


	Welcome to Kent
	SARAH ROOTS
	CHAIR, GROW IN KENT
	GROWING KENT’S VISITOR ECONOMY  TOGETHER

	What is a Destination Management Plan?
	1. Evidence Base
	A Destination Management Plan (DMP) helps stakeholders to agree on a set of priorities and actions to grow and benefit from the local visitor economy. This plan sets out the current opportunities and challenges for Kent and Medway and sets out a shared vision for the destination over the next five years. It is a living document which has been designed to be flexible and position the county positively to capitalise on emerging opportunities.
	As the official Destination Management Organisation (DMO) for Kent and Medway, Visit Kent are custodians of the DMP but it requires collaborative delivery and monitoring support from a wide range of partners who are responsible for different aspects of the visitor experience or promotion of the destination.
	The original DMP was released in 2024, following extensive industry consultation and utilising in-depth industry insights. Whilst the strengths and challenges of the county remain the same, this refreshed version provides an updated evidence base and a revised action plan that reflects the current Visit Kent service.

	2. Stakeholder Engagement
	3. SMART Actions
	4. Collaborative Delivery

	Social and Environmental Impact
	The social and environmental impacts of tourism are increasingly central to the long-term sustainability of destinations such as Kent, where a rich natural and cultural heritage underpins the visitor economy. Visit Kent recognises that tourism, if not carefully managed, can place pressure on landscapes, biodiversity and communities; however, when guided responsibly, it has the power to deliver positive outcomes for people, place and planet.
	Visit Kent is committed to ensuring the sector supports communities, protects nature and reduces its environmental footprint. Activities and messaging will be used that encourages a transition to a low‑carbon, nature-positive visitor economy, embedding sustainability across businesses and visitor behaviours.

	Alignment to Local and National Strategy
	Local Priorities
	National Priorities
	Top 5 places with highest awareness

	86%
	EXCELLENT
	60%
	56%
	51%
	13%
	44%
	71%


	18%
	Top negative impacts of tourism

	31%

	Perceptions
	Looking at Kent’s Perception research study from 2022, Kent is quite well known as a leisure destination, with those having visited Kent before describing it with words like “countryside”, “relaxing”, “beautiful”, “scenic” and “seaside”. A third of visitors rate their experience of Kent very positively and a quarter would definitely recommend Kent. The research also shows that the longer visitors stay in the county, the more positive they are about their experience, with 41% of those staying longer rating their trip as excellent.
	The core perceived strengths of Kent include history and heritage, the range of attractions and things to do, and the natural environment which are all well-known by visitors and non-visitors. Kent’s growing strengths are around the quality of food and drink and having a good range of outdoor activities.
	Given the range of things that Kent is positively perceived for, the main barrier to visiting is a lack of strong motivation to travel to Kent. Those that live a long distance away believe it’s ‘not worth the journey’ however, this equally demonstrates the value in strong messaging of the Kent offer, providing compelling reasons to visit.
	Looking at Kent residents’ perceptions of Kent, previous Visit Kent research highlighted that whilst generally positive, there are also negative perceptions within the county, particularly around ongoing traffic and media coverage of issues like water pollution, traffic delays and migrant crossings. We also see that there is less awareness of Kent’s contemporary and cultural activities including events, shopping, vibrant towns and local, distinctive experiences.
	The biggest gaps between perception and reality include the ease of getting to Kent, and the variety of experiences available to visitors.
	that are visiting Kent
	visiting the South East
	BY VISITS
	BY SPEND
	IDENTIFIED GROWTH MARKETS
	200,000  cruise passengers  into Kent
	LeShuttle inbound visits



	Audience
	Domestic visitors
	International visitors
	Opportunities for Kent
	NORTH
	EAST
	WEST
	41%
	36%
	34%
	29%
	40%
	35%

	60%

	49%
	30%
	1 in 4

	Product Themes
	Kent is a huge county with a variety of different products, themes and identities.
	In a constantly evolving landscape, with Local Government Reorganisation on the horizon and with ever-changing consumer behaviour, Kent’s product themes will need to be reviewed and reprioritised in line with the latest insights.
	Our latest research identifies three distinct regions in Kent that each have their own geography and products and potential audiences:
	East Kent’s product and identity strengths were in its coast, landscapes, seafood, creativity, events, outdoor activities.
	West Kent had strengths in food drink, with many of the vineyards located here, walking, historic villages, countryside, heritage and wellbeing.
	North Kent was found to be strong in areas like maritime links, literature, culture, multiculturalism, and again heritage.
	However, there are cross-county strands that can be built on such as heritage, food and drink, family offering etc which helps to cross-promote and package together different areas of Kent to target audiences.
	Kent’s domestic visitors cite countryside, beaches, history and culture as reasons to visit. When asked about key themes that interest them, active and outdoors, food and drink and heritage are the most inspiring reasons to visit. As stand-out themes for Kent, these will all need to be capitalised on when marketing to and engaging our domestic audiences.
	When looking at seasonality, visiting in summer dominates, but a third would visit in spring or autumn, with price and quietness driving reasons for visit in term time. Interestingly, summer visitors are a little more positive in the way they describe Kent than those who visited in the shoulder seasons.

	External Factors and Key Trends
	As part of the DMP development process a full PESTLE analysis and review of key global consumer travel trends was conducted. We have taken these factors into account when setting priorities and have built in continuous monitoring of emerging trends and the flexibility to respond to the changing political or economic landscape.
	Visitor wants and needs:
	Staycation Opportunity:
	Increasing business challenges:
	Perceptive
	Aging population:
	AI and media consumption:

	WHAT DOES THE KENT BRAND MEAN TO YOU?
	WHAT ARE KENT’S CHALLENGES?
	WHAT OPPORTUNITIES ARE THERE?
	WHERE DOES YOUR BUSINESS NEED SUPPORT?

	Industry consultation
	Objectives
	1. Place
	2. Prosperity
	3. Product
	4. People and Planet

	Action Plan
	Place
	Sustainbility & accessibility

	Prosperity
	Product
	People and Planet
	Objective one: Improve external  perceptions of Kent

	Place
	Priorities
	Action
	Measures
	Key partnerships
	VisitBritain / VisitEngland
	Tourism Alliance
	Medway Council
	District Councils
	Private Sector Partners
	Kent County Council
	Port of Dover & LeShuttle
	Kent and Medway Economic Partnership

	Objective two: Increase the productivity of the Kent visitor economy, driving visitation and supporting the prosperity of our places

	Prosperity
	Priorities
	Action
	Measures
	Priority 2.1: Drive overnight stays and footfall through collaborative marketing and supporting the accommodation offer.
	Proportion of visits in off-season based on business feedback
	Proportion of visits in off-season based on website traffic
	Priority 2.2: Balance visitation across the year by promoting off-season experiences and breaks.
	Priority 2.3: Unlock new markets by monitoring and responding to trends.
	Strengthen engagement and profile of the accommodation offer in content to help influence destination decision making.
	Support accommodation partners to better sell the destination through inspirational content and collaboration.
	Attract investment to increase the supply and quality of hotel stock and conferencing facilities in the county.
	Number of accommodation supply nights
	Increased number of overnight stays and average length of stay
	Maintain average serviced accommodation occupancy in line with national average
	Create more must-visit moments throughout the year by identifying seasonal anchors, influenced by visitor behaviour influencing the development of a year-round calendar of events, festivals, and experiences.
	Shape itineraries around existing motivations to visit Kent, such as award-winning restaurants and events, in order to drive more off-season breaks.
	Encourage and support businesses to develop and promote off season deals and offers.
	Monitor domestic and inbound visitor audiences/markets to identify areas in which we can be more targeted and effective with activity.
	Identify and respond to emerging visitor trends to present timely, relevant, and inspirational product, such as dog-friendly, staycation and wellness, to drive visits and unlock new audience segments.
	Work collaboratively to develop the incentive offer across the county.
	Cambridge Model – monitor length of stay for business visits
	Cambridge  Model - increase in inbound overnight stays
	Proportion of website page views on blogs and events
	Objective two: Increase the productivity of the Kent visitor economy, driving visitation and supporting the prosperity of our places


	Prosperity
	cont.
	Priorities
	Action
	Measures

	Key partnerships
	Kent Invicta Chamber of Commerce
	Colleges and universities
	Invest Kent
	VisitBritain / VisitEngland
	Medway Council
	Kent County Council
	UKinbound
	District Councils
	Private Sector Partners
	Accommodation Partners
	Travel Trade and Distribution Partners
	Port of Dover & LeShuttle

	Objective three: Create new reasons to visit and a welcoming visitor experience by driving even greater collaboration

	Product
	Priorities
	Action
	Measures
	Priority 3.1: Facilitate regional networking to foster new product development and cross-sellable, bookable experiences.
	Strengthen our reputation as professional “dot-joiners”, providing more business introductions and fostering business collaboration through our network.
	Develop informal unitary networking sessions post-LGR decision,  to encourage collaboration, new partnerships and to share opportunities and challenges.
	Use the new Visit Kent packages to expand the range of, and collaboration between, local and distinctive product partners.
	Number of new businesses and organisations engaged
	Increased partner satisfaction of events programme
	Priority 3.2: Improve the quality, inclusivity and accessibility of Kent’s visitor offer.
	Support partners to improve accessibility via brokered industry partnerships and initiatives.
	Better integrate inclusive content and accessible information across Visit Kent channels.
	Encourage participation and disseminate information about the free VisitEngland quality scheme - “Visitor Ready”.
	Number of businesses signed up to quality scheme


	Product
	cont.
	Priorities
	Action
	Measures
	Objective three: Create new reasons to visit and a welcoming visitor experience by driving even greater collaboration

	Key partnerships
	Produced in Kent
	BIDs
	Wine Garden of England Partnership
	AccessAble
	Experience Providers
	Event Organisers
	VisitBritain / VisitEngland
	District Councils
	Private Sector Partners
	Accommodation Partners

	Objective four: Bring together businesses, residents, and visitors to ensure Kent’s visitor economy positively impacts community and nature

	People and Planet
	Priorities
	Action
	Measures
	Priority 4.1: Educate and inspire visitors and residents to protect nature and improve wellbeing.
	Share stories of Kent’s landscapes and nature, driving visitors and residents to engage with nature to benefit personal wellbeing.
	Emphasise the protection and regeneration of Kent’s distinctive natural spaces, to educate visitors to access these in a mindful way and support visitor dispersal and responsible behaviour.
	Support the Kent Downs National Landscape in securing UNESCO status for the Cross-Channel Geopark, raising awareness of its role in Kent’s distinctive landscape-led offer, and encouraging travel across the county.
	Number of businesses supporting Kent Downs Geopark messaging
	Page views on guest Explore Kent content on Visit Kent site, and overall Explore Kent website traffic
	Priority 4.2: Encourage modal shift and identify ways to overcome last mile barriers.
	Incentivise, inspire, and reward visitors to choose low carbon and car free options when travelling to and around the destination.
	Bring local partners together to find solutions to close last mile gaps and ensure that the visitor economy is reflected within local transport strategies.
	Number of businesses incentivising travel by train options
	Increased footfall to top 5 performing Southeastern train stations in Kent
	Objective four: Bring together businesses, residents, and visitors to ensure Kent’s visitor economy positively impacts community and nature
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	Action
	Measures

	Key partnerships
	Transport Partners
	Kent County Council
	Medway Council
	Kent Wildlife Trust
	Explore Kent
	Private Sector Partners
	Kent Downs National Landscape
	District Councils
	BIDs
	VisitBritain / VisitEngland
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