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Evaluation

The first phase of the Visit Jersey summer 2017
campaign ‘Come alive this summer’ focused on
generating demand for the important summer
months. The campaign continued the destination
brand focus on the benefits of visiting Jersey rather
than just its features. The campaign was supported
by a series of standout national print adverts, direct
mail, 8-page pull-out supplements within The Times
and The Daily Telegraph, digital display, interactive

Outputs

digital units and social advertising. The activity

drove traffic to the campaign landing page housed on
jersey.com. This provided a platform to refer potential
visitors to our partners.

This campaign ran from 26th December 2016
to 31st March 2017.

For more information:
www.jersey.com/come-alive

Incremental website sessions:

Data captured:

Incremental partner referrals:
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The number of visitor nights that could be attributed
to this first phase of our summer campaign is estimated
at over 38,400 — equivalent to more than £3.7m of
visitor spending. Encouragingly, two-in-three of those
who saw the activity recalled it more than a month
later. The material made those who had seen it feel
that Jersey was the sort of holiday destination that
they would enjoy and also that it had featured the
sorts of places that they would want to visit while

£3,763,381

on holiday. Two-in-five of those seeing the campaign
followed one of the links to exclusive offers with a
similar proportion looking for more information on
travel to Jersey or accommodation options.
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