ACTION PLAN

1. WHAT?

» Capitalising on Kent-related individuals or
events (such as Becket 2020) by increasing
their appeal through a variety of brand related
events, over and above orthodox approaches.

» Ensures the success of the core event whilst
tapping into wider interest groups, engages
multiple local stakeholders, and stimulates de-
mand for a wide range of products and services,
raising overall awareness of the ties between
personalities/events and the destinations

3. SUCCESS FACTORS

» Success requires a fundamental appreciation
of each event (e.g. Becket) - a failored approach
going beyond the functional, in order to fully
leverage the potential of the brand and to make
connections with a sufficient number of on-
brand organisations that can be encouraged to
work together to cross-promote each event.

» Involvement and support from different types
of partners - private, public, tourism, other
industries (travel, media)

4. PARTNERS

Who to work in partnership with (e.g. Becket)
» Visit Kent

» Canterbury Cathedral

» Canterbury City Council

» Canterbury BID

» Canterbury Tales

» Boat tours, ghost tours

» Literary Groups

» Theatre Groups (orthodox and immersive)
» Cinema groups

» Local restaurants, accommodation and retailers
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2. ASSETS & PROFITABILITY

Customers:

» a core event that provides access to a wider
range of suitably related and imaginatively
associated products and experiences

» a ‘thinking outside the box’ experience that
will entice and create a differentf reason fo
visit destinations.

» a ‘local’ experience developed with the visitor
in mind, fapping into the strengths behind
reimagined destination stories and DNA

SMEs:

» expanded target audience

» increased footfall and revenue

» increased brand awareness

» opportunities for partnership working and
for tapping into the wider appeal, assets and
staries of the destination as a means to drive
visitation

» opportunity for smaller businesses to get
involved into marketing activities that they
could not otherwise afford on their own

» opportunity to plan activities outside high
season as a means to increase visitation
appeal in low season months

CONTINUE READING ON P. 2
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5. COMMUNICATION

Targeting of communications via themed (e.g.

literary/historical/cultural/travel) channels and

partnerships:

» Travel trade titles and digital channels

» Destination newsletters/website

» Times Literary Supplement

» Decanter, Olive efc.

» Times Culture Section

» Entertainment sections/listings

» Southeastern

» Promotions with franchise groups outside
the region (e.g. Waterstones/Ambassador
Theatre Group etc.)

7. HOW DOES IT WORK?

The first step is to identify a number of forth-
coming events and to then engage and under-
stand the specifics that sit behind them, the
brand and potential brand associations
drawing parallels and highlighting opportunity
‘packages’ that can then be shared with SMEs
in a bid fo get them on board.

9. CHALLENGES

» What are possible challenges that SMEs can
face?

» Comprehension of the scheme in tight time-
frame

» Identification of suitable events

» Being able to ‘think outside the box’

» Commitment

11. MONITORING & MEASURING

Footfall across the timescales of the event,
digital engagement, number of stakeholders
involved, ROI, event impact assessment
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6. FOR WHOM?

» SMESs: Retailers, visitor attractions, theatres,
accommodation owners, universities, restau-
rants and bars.

» Visitors: Older and younger visitors, who
are interested in literature generally, Becket
specifically and all things related. They will be
enthusiastic about epicurean offers in general
and discerning about locally produced bever-
ages and food in particular.

8. TIMING

This idea is a medium term one, with a cave-
at that, if the process proves a success, the
approach/framework could be used when
developing future similar events. It will have to
be kickstarted quickly, as the anniversary is in
2020 and a lot of planning and ideas need to be
worked out, to allow for promotion and raising
awareness in the build up to the event. As the
timeframe is tight, we will not be able to do
the level of pre-event promotion as we would
normally do.

10. FINANCIAL

Partnership development, marketing materials,
event coordination, staff resources, SME buy-in



