ACTION PLAN

1. WHAT?

» A network of gin, beer, ale, wine providers/
destinations/retailers that link to create a
physical frail which positions Kent as the
owner / master of the production of each.

» Enhances the reputation of the region, con-
solidates the positioning of the local produc-
ers, as experts as well as boosting the Garden
of England proposition

» Combines the gin, beer, ale or wine offers and
delivers an exceptional visitar experience.

3. SUCCESS FACTORS

» To succeed, a sufficient number of organi-
sations within reasonable proximity of each
other need to be identified and encouraged to
work together.

» A complimentary food offering will increase
the likelihood of success, particularly if based
on local produce.

» The ‘Kent Tipple Trail’ will need to be appro-
priately branded and promoted, bringing indi-
vidual product identities in a collective story

5. COMMUNICATION

Targeting of communications via appropriate

travel and epicurean channels and partnerships:

» Travel trade titles and digital channels

» Specialised websites

» Regional food, drink and lifestyle press sections

» Food fayres and local markets

» Destination newslefters/website

» Southeastern

» Conde Nast Decanter/Traveller/Qlive

» Promotions with franchise groups outside the
region (e.g. Majestic Wine/Waitrose etc.)
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2. ASSETS & PRC AE Y

Customers:

» a series of uniquely combined and high-qual-
ity drink-related and epicurean experiences
developed in a destination context

» tailored ‘itinerary-like’ suggestions in line
with consumer trends and interests of in-
creasing segments

» inspiration and ease of planning

SMEs:

» increased footfall and revenue

» Increased brand awareness

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

» collaborative working

» tap into wider destination brand/positioning
and stories

4. PARTNERS

Who to work with in partnership

» Vineyards

» Breweries

» Gin producers

» Visit Kent

» Produced in Kent

» Other producers of foodstuffs that are com-
plimentary to each beverage type. It may
also provide the springboard for more lateral
associations e.g. pairing of wines with both
orthodox savouries such as olives as well as
more lateral alternatives such as chocolate.

» Transport provider
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THE ‘KENT TIPPLE TRAIL

7. HOW DOES IT WORK?

» The Kent ‘Tipple Trail’ will be established
much in the same as many existing ‘cultural
hubs’ around the UK. Like-minded venues will
be invited fo one of a number of trails and
for doing so they will be accredited as being
part of the trail (this will involve the creation
of a suitable identity). Working groups will be
formed from SMEs and destination experts
to help create appealing packages and to es-
tablish activity plans. This will bring individual
venues more prominence and overall a sense
of richness, brought out by being part of a
food and drink region.

» The project will need a coordinating partner
and the input from all participating SMEs.
The trail or trails will be promoted using the
channels detailed previously.

9. CHALLENGES

» What are possible challenges that
SMEs can face?

» Comprehension of the scheme

» Partnering with foodstuff providers

» Delivering added value experiences

11. MONITORING & MEASURING

Strength of partnership, product measurements
(sales, marketing, digital hits, footfall)
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6. FOR WHOM?

» SMEs: Producers of beer, wine, gin and asso-
ciated foodstuffs.

» Visitors: Older and younger visitors, skewed
towards those without families, who seek an
authentic experience rooted in the very best
alcoholic beverages that Kent has to offer.
They will be enthusiastic about epicurean
offers in general and discerning about locally
produced beverages and food in particular.

8. TIMING

» This idea is a medium term one, aiming to
take a thematic approach to explore the iden-
tity and natural wealth of Kent, the Garden of
England. Set up, scope defining, promotion
and tools will be crucial to identify and are
likely to take time. Background research will
be important, as well as making sure that
demand is carefully defined. The timings will
also be highly influenced by the time of the
year, particularly for vineyards.

10. FINANCIAL

Initial costs include:
Partnership development, marketing materials,
event coordination, staff resources, SME buy-in



