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VIP EVENTS 

PACKAGE 
Prototype with integrated action plan

1. WHAT?
A package bought online and handed to clients by 
our partner hosts. This package contains various 
VIP vouchers, enabling clients to enjoy unique and 
exclusive experiences and get more out of their 
event than they would with a standard ticket. 

This product will be advertised in conjunction 
with specific events to attract new and demand-
ing clients to the region

2. ASSETS & PROFITABILITY
This offer will allow the client to:

 Enjoy exclusive services that they would not 
receive with a standard ticket

 Take the opportunity to go sightseeing and 
discover the region thanks to the suggestions 
offered in the package

 Have a more comfortable event experience 
thanks to certain privileges (parking, shuttles, 
queue-jump...)

 Make no-stress preparations for their stay 
with the “ready to stay” offer

Gains for regional companies:
 Close collaboration with other regional players
 The chance to attract a wider customer base

3. SUCCESS FACTORS
The secrets to success:

 The choice of event is very important, but 
even more important are the promotional 
channels, which need to be reviewed.   Our 
aim is to attract new clients not yet present 
in the region, work closely with cultural event 
organisers and launch bold new partnerships. 

 Naturally, the price will be higher for an exclu-
sive VIP package (and this is also necessary 
because the price in itself indicates quality 
service), but we must also ensure that this 
package truly is exclusive and VIP, and that 
both its form and content live up to this billing 
(in the activities and services provided as well 
as the accommodation). 

4. PARTNERS
Project partners:

 Event organisers
 Hotels and restaurants that meet our target 
clients’ expectations and are conveniently 
located for event venues

 Tourist service providers and sites that meet 
our target clients’ expectations

 Tourism offices.

5. COMMUNICATION
We will attract our clients using publicity and tar-
geted advertising connected with a specific event.  
They will be made aware of this offer through:

 The communication supports of our event 
industry partners

 The event host’s website
 The Pas-de-Calais Tourism website
 Partners whose services are included in the 
offer
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7. HOW DOES IT WORK?
The client will purchase their package online 
when reserving their accommodation. This “box” 
will be offered in addition to their reservation. 

The package will be handed over by the hosts 
upon the clients’ arrival. It includes:

 At least one night’s stay
 Delicious food products that tie in with the 
theme of the event

 Vouchers for VIP experiences such as:
 A list of recommended restaurants with an 
exclusive code for a free aperitif

 A queue-jump pass allowing easy access to 
the event

 A list of suggestions for local sites to visit
 a sticker ensuring access to a reserved park-
ing space close to the event 

 vouchers for one or more pre-reserved exclu-
sive experiences such as a helicopter flight or 
a cooking masterclass with a chef...

8. TIMING
 This idea can be implemented in a reasonable 
time frame (1 year), but with a flexible method 
based on a test and learn approach. 

 We must first find the event that fits best with 
this package, then create the offer (determine 
the exact content of the package), and recruit 
partner hosts for the package based on a 
predefined specification. Client and service 
provider questionnaires will enable us to 
perfect the offer going into Year 2. 

9. CHALLENGES
Challenges for our partners

 Identify the events most attractive to this cus-
tomer base

 Create offers a cut above, with a real VIP/ex-
clusive flavour

 Find the best promotion and distribution 
channels 

10. FINANCIAL
The offer is payable by the client. This cost is in 
addition to the price of a standard accommoda-
tion reservation. 

For us:
 Cost of communication tools: communication 
kit, advertisements at points of sale, targeted 
marketing campaign

 Human resources: a project manager

11. MONITORING & MEASURING
 Number and quality of selected events
 Number of packages sold
 Evaluation of the offer through client ques-
tionnaires systematically returned for every 
box reserved.

 Satisfaction questionnaires for our package 
partners (hosts, event organisers...)

6. FOR WHOM?
This product is aimed at a customer base who 
occasionally visit the region, but for whom 
service providers seek to increase its attraction. 
These are mature couples (50 and over) who 
know little or nothing about the region, who live 
more than two hours away, with a comforta-
ble lifestyle, who go on regular city breaks, are 
cultured and enjoy potentially expensive leisure 
activities.  We must win over this customer base. 
They will be looking for accommodation and 
services of the highest professional standard 
and with a certain amount of luxury/comfort, 
and will want to discover new destinations.


