ACTION PLAN

1. WHAT?

» A card individually curated by local landlords
to issue to guests. The card entitles visitors/
guests to added value offers at selected ven-
ues, bars, activities and retail outlets - their
‘key’ to the best of Kent.

» Increases overnight stays, improves the
perception of destinations, boosts the attrac-
tiveness of accommodation, increases spend
within the region and delivers a superior
visitor experience.

3. SUCCESS FACTORS

» Regular contact to make sure the Key to Kent
card continues to be attractive to guests,
evaluating what works and what doesn’t, with
a view to improve

» Landlords will need to be encouraged to
recommend genuinely distinctive venues/
experiences

» Selected venues and/or experiences must de-
liver added value and support local businesses
(and residents)

5. COMMUNICATION

Targeting of communications via appropriate

fravel/destination/accommodation channels

and partnerships:

» Trade titles and digital channels

» Destination newslefters/website

» Southeastern

» Trivago, Tripadvisor etc.

» KM Media Group

» Promotions with franchise groups outside the
region (e.g. Café Nero, Airbnb etc)
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2. ASSETS & PRC AE Y

Customers:

» atailored and highly localised introduction to
destinations

» inspiration on the variety of things to do

» ease of planning and time required tfo re-
search different things to do while away

» added value offers available fo card holders
only, providing further incentive

SMEs:

» greater customer satisfaction

» increased loyalty and repeat business

» partnership working between organisations,
heightened impaortance of collaboration rath-
er than competition

» offer guests a reason to consider the low
season as an equally good time to visit

4. PARTNERS

Who to work with in partnership

» SMESs in the tourism sector: other similar
SMEs, restaurants, hotels, B&Bs, cafés, shops
and attractions, as well as other key visitor
economy stakeholders - cultural organisa-
tions and further down the line, fransport
providers
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7. HOW DOES IT WORK?

Once the Key to Kent Card concept has been
developed and promoted, it will be distributed
amongst local landlords/accommodation pro-
viders. The landlords, at their discretion, issue
the card to guests, offering them easy access
to localised added value offers at selected
SMESs - venues, bars, restaurants, attractions,
experiences and retail outlets. The outlets will
have been chosen by the landlord for their
guality and authenticity. In order to partici-
pate, both SMEs and landlords simply need to
register at the Key to Kent website, providing
a description of what they offer, who are they
suitable for and contact details of the staff
involved in the landlord-SME relationship.

9. CHALLENGES

What are possible challenges that SMEs can

face?

» Landlords/SMEs: Comprehension of the
scheme and buy-in

» Landlords: Cooperation from SMEs

» SMEs: Delivering added value experiences

» All - commitment

» Wider - online platform development and
maintenance

11. MONITORING & MEASURING
» Number of landlords/accommodation providers
» Number of SMEs

» Quality of partnership/added value

» ROI for marketing

» Number of cards issued
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6. FOR WHOM?

» SMEs: Small hoteliers, self-catering accommo-
dation owners, landlords, restauranteurs, ‘ex-
perience’ curators (e.g. guided walks/cycles).

» Visitors: Older and younger visitors, with or
without families, who seek an authentic expe-
rience rooted in the very best that Kent has
to offer, that are busy and prefer destination
information from one or less sources.

8. TIMING

» This idea is long-term . Although it could be
kickstarted quickly, detailed planning needs
to be carried out into developing the most ap-
propriate type of online platform, as well as
into reaching a wide enough pool of accom-
modation providers and SMEs to participate.

» Also, securing adequate promotion and
visibility will take time, given the necessary
attention once a trial was run and a case
study can be used.

10. FINANCIAL

» Development costs

» Marketing materials

» Mainfenance

» Staff resources to coordinate and manage the
project



